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sPAPER OF MARKETING 


Rise Commercial | 
Phony; Unfairly — 
Hits Rivals: FTC 


Plaint Hits Carter, 
SSC&B, Bayles; Carter 
Calls Ad Basically Fair 


WASHINGTON, June 23—The Fed- 
eral Trade Commission charged to- 
day that a tv demonstration for 
Rise shave cream disparages com- 
peting shaving lathers. 

The commission’s complaint in- | 
volved Carter Products, New York, 
which makes Rise, and Sullivan, 
Stauffer, Colwell & Bayles, agency 
for the product. It also singled out | 
S. Heagan Bayles, the agency ex- 
ecutive in charge of the Rise ac- | 
count. 

(Mr. Bayles moved up from | 
vice-chairman to chairman of the 
agency earlier this month [AA, 
June 6].) 

FTC’s chief contention was that | 
the demonstration is unfairly | 
rigged against competitors by pit- 
ting Rise against a preparation | 
which isn’t really a shaving prep- 
aration. 

As FTC described it, a typical | 
commercial shows an actor shav- 
ing with what is purported to be 
a competing shave cream “which 
appears dried out on his face, 
causing him to wince in discom- 
fort.’”” Next, FTC said, he is shown 
shaving in apparent comfort with 
Rise, “which appears to remain 
moist and creamy.” 

FTC said there is an implication 
that competing lathers. dry out 
during a shave, making shaving 

(Continued on Page 91) 


Schenley Moves 
Roma Wines to 
DDB from NC&K 


Switch Consolidates 
Brand with Cresta Blanca 
for ‘More Convenience’ 


New York, June 24—Schenley 
Industries has switched advertising 
for its Roma wines from Norman, 
Craig & Kummel to Doyle Dane 
Bernbach Inc., effective Aug. 15. 

Norman, Craig will continue to 
handle advertising for Schenley’s 
Coronet brandy, Samovar vodka, 
Kintore scotch, Cream of Kentucky 
whisky and DuBouchett cordials. 

In announcing the move, Schen- 
ley’s ad director, Sidney G. Strick- 
er, said selection of Doyle Dane 
Bernbach “was prompted by the 
agency’s experience in wine. pro- 
motion.” DDB handles the Cresta 
Blanca brand for the distiller, as 
well as several other whisky, rum, 
gin and liqueur brands. 

Another reason for the switch 
was that Ken Pearson, Roma ad 
director, also directs advertising 
for Cresta Blanca. Consolidation 
of the two wine accounts in the 
agency will be “more convenient,” 
according to Schenley’s announce- 
ment. # : 


REFLECTIVE—This is one of the most recent photos of Stanley Resor 
(left), retiring head of JWT, with his successor, Norman Strouse. 


Shell Shifts $11,000,000 
Accountto Ogilvy Shop 


TV al advertising, involving more than 
$1,000,000. 


Seen in Move from JWT; Shell’s move was something of 
1/8 surprise—although ADVERTISING 


mpr sed 
Esso Ads | ean Shel | AcE published a story (AA, June 


New York, June 22—Shell Oi] | 20) saying the company was con- 
Co. will switch upwards of $11,-|Sidering a change to Ogilvy, or 
000,000 of its advertising to Ogilvy,| Benton & Bowles or K&E—since 
Benson & Mather from J. Walter|the account has been with the 
Thompson Co. on Dec. 1. Thompson agency for 31 years. 

Thompson, however, is expected Originally, JWT landed Shell Oil, 
to retain Shell Chemical Corp.,.a|5am Francisco, in 1929. Then it 
$1,000,000 portion of the Shell added Shell Petroleum, St. Louis, 
business. Kenyon & Eckhardt wil] |@2d Shell Eastern, New York, in 


'go on handling Shell’s institution- ‘ipeves 
| 


|@ Soon after Ogilvy, Benson & 
|Mather was tapped, the agency 
|learned that Standard Oil Co. 
| (New Jersey) was pulling out of 
|the shop because of the conflict. 
| Ogilvy had been named by Stand- 
| ard in August, 1958, to handle its 
| $1,000,000 institutional advertising 
account. The Ogilvy campaign for 
Standard, still running in maga- 
zines like Harper’s, The New York- 
er, Newsweek and Saturday Re- 
. . view and Time, has evoked cheers 
Chairmanship, Probably from advertising critics. AA’s 
for Remainder of Year Creative Man described the ads 
| as “singularly fresh and exhil- 
| New York, June 22—Norman B. | arating experiences.” 
| Strouse, who started with J. Wal- Madison Ave. speculation had it 
ter Thompson Co. 31 years ago as a| that JWT lost the account because 


Switch to Magazines, 


Strouse Becomes 


JWT Boss; Resor 
Sells His Interest 


Resor Will Retain 


Total Exceeds $4.3 Billion ... 


U.S. Agency Billings Rose 35% from 


‘b4 to ‘58, Census Bureau Reports 


Number of Shops Climbed | from 46,046 to 61,327, and payrolls 
from 


|}increased more than 50%, 


50%, to 7,720; Outdoor 


space buyer, today became the|it was caught in a crossfire be- 
chief executive officer of the| tween Shell’s top management and 
world’s biggest agency. the marketing bosses of the client’s 
Mr. Strouse, now 53, succeeds|17 sales regions. The “marketing 
Stanley B. Resor, 81, who will con- | bosses’ re-orientation” mentioned 
tinue as board chairman, probably (Continued on Page 99) 
until the agency’s next stockhold- 
ers meeting in January. . 
The JWT stock held by Mr. and D St t 
Mrs. Resor (Helen Lansdowne Re-| enver a 10n : 
sor)—including 51% of the agen-| 
cy’s voting stock—has been pur- 


Receipts Hit $218,958,000 


WASHINGTON, .June 23—The 
Census Bureau reported today that 
preliminary~ tabulations from the 
1958 business census show an in- 
crease of about 50% in the number 
of advertising agencies, and an 
increase of approximately one- 
third in agency billings. 

The number of agencies in- 
creased from 5,077 at the time of 
the 1954 Census of Business to 7,- 
720 in 1958. 

Using a receipts figure roughly 
comparable to gross billings, the 
census showed receipts of agencies 
at $4,383,425,000, up $1,138,476,000 
from the 1954 figure of $3,244,949,- 
000. ° 

Of the 7,720 agencies canvassed 
in the 1958 census, only 4,240 had 
employes. But the 4,240 with em- 
ployes accounted for $4,346,909,000 
of the $4,383,425,000 in agency re- 
ceipts. 


= Despite the fact that the “no em- 
ploye” agencies reported a_ total 
of only $36,516,000 in billings, 
their number increased sharply. 
There were 3,480 “no employe” 
agencies in 1958 compared with 
1,809 of them in 1954, and they 
represented 1,671 out of the in- 
crease of 2,643 in the number of 
agencies counted in the 1958 cen- 
sus over the 1954 census. _ 
Agency employment was. up 


$311,834,000 to $487,345,000. Agen- 
cies also provided employment for 
6,230 active proprietors of unin- 


‘ 
chased by the JWT cage | aws F CC S Ist 


trust. Trustees of this trust are} 
likewise members of the agency 


corporated businesses, compared | executive committee and its board 
with. 4,231 reported for 1954. | of directors.. They are Mr. Strouse; | 
Breakdowns on agency billings | Henry C.. Flower. Jr. and Samuel 
are provided for each state and |W. Meek, both of whom continue 
metropolitan area in a series of 52 |as vice-chairmen; and Kennett W. 
preliminary state reports which |Hinks, Howard Kohl, George C. 
(Continued cn Page 12) (Continued on Page 10) 


Last Minute News Flashes 
Toni Moves Prom, White Rain to Clinton E. Frank 


Cuicaco, June 24—Toni Co. division of Gillette Co. has taken the last 
of its products—Prom permanent and White Rain shampoo—out of Ta- 
tham-Laird and assigned them to Clinton E. Frank Inc., which already 
has a sizable share of Toni business. Prom and White Rain are billing 
between $1,800,000 and $2,000,000. Both Toni and T-L’ declined to com- 
ment on the “:nutual” agreement, which terminated a ten-year rela- 
tionship. 


Zonolite Seeks New Agency to Succeed EWRR 


Cuicaco, June 24—Zonolite Co. is seeking an agency to succeed 
Erwin Wasey, ‘(uthrauff & Ryan, which has resigned because of a con- 
flict. Zonolite, which bills between $150,000 and $200,000, has visited 
some eight or nine agencies and may call for formal presentations 
later. The commany markets home insulation products. 


Hudnut's C 20] Glow Bows Nationally July 1 


New YorkK, june 24—Cool Glow, a mint-type face cream, will be 
launched natio.ally July 1 with a,reported $1,000.000 campaign by the 
Richard Hudni t Co. division of Warner-Lambert Pharmaceutical Co., 
Morris Plains, N. J. Retailing at 79¢ and $1.25, the product has been 
on test in Chariotte, N. C., Phoenix and Toledo for the past six months 
and will be Hi. dnut’s major 1960 new product introduction. Lambert 
& Feasley is the ageacy. 


(Additional News Flashes on Page 91). 


Order to Desist 


~ Cease & Desist Order 
Issuance by Commission 
Provided in ‘52 Law 


WASHINGTON, June 24—The 
Federal Communications Commis- 
sion today filed a cease and desist 
order against a Denver radio sta- 
tion for broadcasting off-color ma- 
terial, but Chairman Frederick 
Ford protested that the eommis- 
sion was letting the station off 
too easy. 

It was the first cease and desist 
order issued against a radio or tv 
station since the FCC was given 
power to issue such orders in 1952. 

After considering revocation of 
KIMN’s license, the commission 
arrived at a compromise settle- 
ment which cut off all proceedings 
against the station, but which 
meted out the cease and desist or- 
der. 

In his dissenting opinion Chair- 
man Ford said: “I would proceed 
with the hearing to develop the 
facts necessary to determine 
whether the lack of responsibility 
displayed by the ownership of 
KIMN in connection with the pro- 
grams in question was of such a 
nature as to warrant a revocation 
of the station’s license, rather than 


ae anaes 


, its A ee ey ~~ ae 43 ase arn ae, 
Maem AE A aoe F olla o5 See ai < , - 4 al pagal ag . 
= +See f ee " at See Sait hr 2 eee: i Ey oe age Soe ee ane: Nie 
“s Se ee ie ; AP i gta AE ce Sp RR is 5 Bt nse ‘ RL ao. i Eas * eas : a5 Co ; 
1 oi — i US pis, @ a) os Coos tae eh icy > a ee, Somers e . s ees. oe avin ss ae es pus ete ae io a sD 
hat " re, < “ “be ane : oy y 4 . aan . 7 Ne at ae : * Aer el ‘ ic 5 oi, > tae i pee aie 
bah z 
id ake ins 
ep: Se 
ete i 
De gh . oer: 
ne ae 
; 
oe: ae 
ae ae errr 
tee : 
atc ame } 
Poems . i 
vs ee on) 
Pao: fe 
cae te 
rf s ; Gis Se ae a a Bais Faw ee l ‘ “ ? * 
A : co : ; , sees «ee ke bck ig le fn 
Bf - = ———= ' = — ——_aee a . . ~ 
ie 
4 on 
LE 
x pete 
= 5s a 
“a Raa. 
Sete a rai, “a x ae 
———, if 7 Pad) ; a J . - a Pa} 
i ee - me . ere “S49 a sae: a ace 
piceume eg - aS * er es : , ee jes 
Areata 3 = : pain ‘eae BE = 
Ge raesiin Plays gee . oe mn ee 
ae: Sa oJ ee os 
Shee ae a 2 ae z é ‘ 2 F 
ee ot Te 
me nee SZ ies cae Te: 
es 
* “ P aS. 4 F ae 
‘ f a Boy ae Ne sg ati 
feo it Ae Pcie | sia 5 tana bint. ea ae 
arn % sags oe bes =e ae 
te iss ‘ At 
CON /- » fs ri fy “yt3 , 
: Si f = ? j 3 > : 
oar, eee “ Ee Yi 
‘ ok Pi a are 
, > Fae Z “Geeks gt germ. 
, ate.” 5 : - \ : + eae . ae 3 
rs Se i. a ae eee ; a. » ;: 
; re i “a ee. ; se 
ees i oy Fe - 
ee pe E sg meee SET tae es Ne he A ane 
agent . : st 4 eee he hed ie : 5 eas te 
oe : * . =o ; Peon a : ¥ 
os aan “ a vo fae Seen aesr ews een ey oa 
ae oe, Sa a Joo ae) Sg ee : + Saba, ht 
mee eRe 5 Be re eee Pi gg) a 
— Be - Ss ais Pe an)” | ae ue 
ae ; i ae SN te “a base 
pre ae $ é (Rpm 
Ae n Brin 
: s a % F te 
ee Bd page 1. = i ; aoe 
Sie S PGi 
: Ce "i = aw 
api F B os : : 
AS Re at + meer Sidhe : ba 
<a : 5 ee ae gts 7 te 
ie see ee eee re Pe kt eee seater : 
See a, ee ee re oe fs % ew - ee pee 
Sete gett Sey: ¢* aces ee Se yes 
Mages aigermae OS oe fia erase mes 3 i re: 
1 see by i : ead + . oe i Poy ae fede 
oeee hetesoee 
Ps i: _ Fc: 
eee: Big 
TR aceeny: . 
eee TS 9 
Seite lh EE CONS a ae Ea LS ER ee ee ry A . 
ae oe mene 
soem, orn 
a 2) Sh | + 
= Nie | ‘ 
et yams 
es ee " 
mi ae 
pecan 
nie ee 
ish ri ine: 
ee | 
ee Y | oF 
. : Po i 
. 
"9 
: 
es 
St _ agi ee’ 
ac gaa | ied 
° oi sana ee Patan 
ie ae Aa: ate 
lie 5 | ee 
SS Ea aeG ; 
es q 
Rue, | 
ores <a 
lea wee 
fale Fay ea 
= ses area ee 
i 9 ai 
eo 
Ba ay 
Pa 
ia 
: PY 
as 
; a6 
' Lm 
: - » = , : 
+ i aC . ia 1 — roe 7 i G 7 ¢ . e q an m y . = 
Pett canis e 2 5 eee ee ‘ a pte ‘ : Od Se eh oe Demian. ‘ — ee 
Veiga ere here ba ae ees 
Sc ee re 


i ah 


2 


simply the cease and desist order 
by the commission.” 


s The FCC was tipped off to 
KIMN’s activities in September, 
1959, when the commission re- 
ceived a tape recording of “offen- 
sive remarks and sound effects” 
aired by station announcers, along 
with two letters of complaint. 
Cecil L. Heftel, owner of KIMN 


and co-owner of Mile High Sta-. 


tions Inc., acknowledged that the 
remarks made by his staff were 
“inexcusable” and in “admittedly 
poor taste.” Mr. Heftel said that 
he was out of town and that the 
station was without a program di- 
rector at the time of the remarks. 
The station fired the announcer 
and indicated it would go along 
with a cease and desist order if 
the hearings were terminated. 


@ The commission’s statement 


pointed out that the FCC has “af- | 


forded licensees the widest possi- 
ble discretion in determining the 
form and content of their program 
material. But we do not believe 
that the [Communications] Act 
was ever intended to sanction the 
broadcast of such remarks... 
Nor do we believe that a licensee 
properly cognizant of its obliga- 
tion to serve the public interest, 
convenience and necessity would 
have permitted its facilities to 
have been used as the vehicle for 
broadcasting such remarks.” 

The statement added that the 
off-color material occurred during 
teen ege record shows, making the 
remarks “especially deplorable.” + 


Admen Hammered 
Fight Audience 
With Ad Barrage 


Pay Viewers Yielded 
$2,000,000; Bristol-Myers, 
Fiat Footed Radio Bill 


New York, June 22—Commer- 
cials came faster than the punches 
on ABC Radio’s coverage of the 
Floyd Patterson-Ingemar Johans- 
son championship fight from the 
Polo Grounds last Monday night. 

Listeners, reeling from the load 
of hard-hitting advertising mes- 
sages, complained that there 
seemed to be about two commer- 
cials every five minutes during the 
pre-fight stages of the broadcast. 
ABC’s tabulation of the commer- 
cial time on the show indicates it 
wasn’t that bad, but the U. S. co- 
sponsors, Bristol-Myers and Fiat 
Motor Co., managed to get ‘in six 
minutes of commercials..each dur- 
ing the hectic fight broadcast, 
which ran about an hour and 10 
minutes. The NAB radio code al- 
lows a maximum of seven minutes 
of commercials for an hour show. 


= The sports package cost $250,000, 
of which each sponsor paid half. 
The Bristol-Myers order was made 
by Ogilvy, Benson & Mather; Fiat’s 
was placed by Grant Advertising. 

Bristol-Myers also co-sponsored 
the radio broadcast in Canada, on 
the English-speaking stations. Im- 
perial Tobacco Co. carried the oth- 
er half, promoting its Players ciga- 
rets. Co-sponsor on the French- 
speaking stations was Carling 
Brewing Co. The agency handling 
the Bristol-Myers buy in Canada 
was Ronalds Advertising Agency. 
McKim Advertising placed the Im- 
perial and Carling orders. 

Preliminary results of a special 
100-city Trendex survey in the 
U. S. and Canada indicated a rec- 
ord fight radio audience of 50,820,- 
000. This gave ABC a whopping 
46.0 rating. 


= The boxing classic did equally 
(Continued on Page 91) 


New, luscious pink PLUSH shave-creme Hi 
is 80 completely, ao exclusively feminine } j 


... and it’s from HELENE CURTIS! | 


| PLUSH PRODUCT—Helene Curtis Industries will support the 


| 
| 


spreads in July issues of Glamour and Vogue, and the August issue 

of Harper’s Bazaar. Business publications may be used later. Plush, 

which was not market tested, is handled by McCann-Erickson, Chi- 
cago. 


national 
| introduction of Plush, its new woman’s shave cream, with full-color 


Imperial Brass 
Shifts to Buchen 
for Closer Contact 


| Cuicaco, June 23—Imperial 
| Brass Mfg. Co. today switched its 
| advertising and public relations ac- 
;count from Klau-Van Pietersom- 
| Dunlap, Milwaukee, to Buchen Co., 
Chicago. 
| Gordon J. Duerr, vp and director 
|of marketing, told ADVERTISING 
| AGE that geography was the prin- 
|cipal reason for the move. “We 
/couldn’t meet often enough with 
| KVPD, and we felt that it would 
|be more desirable to have a local 
agency,” he said. Imperial Brass 
talked with two other agencies be- 
fore picking Buchen, he added. 
The account bills more than 
$150,000, and Buchen will begin 
billings on Oct. 1. H. I. Orwig has 
been named account supervisor 
and Lee Ahlswede and Robert 
Wallace have been appointed ac- 
count executives. KVPD had han- 
dled the account for the past five 
years. # 


Healy Names Faiella 

Healy Advertising Agency, 
Montclair, N. J., has appointed 
J. P. (Pat) Faiella account super- 
visor in charge of the new con- 
sumer division. Mr. Faiella was 
formerly with the New York Her- 
ald Tribune, Haire Publishing Co., 
and the Newark Star-Ledger. 


McGraw-Hill Boosts Holden 
McGraw-Hill Publishing Co., 
New York, has promoted John M. 
Holden from advertising director 
of Business Week to regional vp 
and manager of the company’s At- 
lantic sales district in New York, 
effective Aug. 1. He succeeds 
George J. Seaman, who retires on 
that date. Succeeding Mr. Holden 
on Business Week is C. C. Ran- 
dolph, formerly eastern sales man- 
ager. A successor to Mr. Randolph 
will be announced at a later date. 


‘Alabama Farmer’ to Bow 

Southern State Farm Paper 
Unit, Little Rock, will begin publi- 
cation of a new monthly state farm 
magazine, Alabama Farmer, on 
Jan. 1, 1961. The new publication, 
to be devoted to serving the inter- 
ests and needs of Alabama, will be 
edited by crop lines, not merely by 
state lines, and will be published 
in two editions. Southern State 
Farm also publishes Arkansas 
Farmer, Mississippi Farmer and 
Georgia Farmer. 


Galloway Heads Reynolds 
Alexander H. Galloway, former- 
ly exec vp, has been named presi- 
dent of R. J. Reynolds Tobacco Co. 
He succeeds Francis G. Carter, 
who died recently (AA, June 20). 
Mr. Galloway joined Reynolds in 
1929 as an accounting department 
clerk. He later became treasurer 


and a vp. 


National Tea Joins 


Kimberly-Clark in 


Premium Campaign 


Cuicaco, June 23—National Tea 


|Co. today kicked off.a nationwide 


promotion of six Kimberly-Clark 


|Corp. products—Kleenex tissues, 


Kleenex table napkins, Kleenex 
towels, Kotex and Fems sanitary 


/napkins and Delsey bathroom tis- 
| sue. 


The campaign opens today with 
large-space ads in 95 daily news- 
papers. National Tea will use 325 
newspapers in June and July, and 
it will also use radio and tv spots 


on 38 stations in 18 states. The 


food chain will invest about $96,- 
750 on the promotion, which will 
be placed by Lilienfeld & Co. 

Feature of the promotion will 
be a four-piece weekend wardrobe 
for women, which consists of a 
blouse, skirt, tapered pants and 
shorts in a desert tan color. Val- 
ued at $19.95, the full wardrobe 
may be obtained by consumers 
for $10 and one Kimberly-Clark 
signature from any of the six prod- 
ucts featured in the sale. 


= The premium offer will be 
printed on the backs of 47,000,000 
boxes of Kleenex tissues and on 
47,000,000 pull-out tabs in boxes 
of Kleenex tissues which were de- 
signed as part of the program. 

National Tea this week also an- 
nounced the purchase of $1,563,- 
345 worth of paper products from 
Kimberly-Clark, which is believed 
to be the largest single order of 
its kind ever placed. + 


BBDO Gets $750,000 
‘LH]' Account 


PHILADELPHIA, June 21—Ladies’ 
Home Journal has appointed Bat- 
ten, Barton, Durstine & Osborn, 
New York, as agency for its adver- 
tising and promotion departments, 
an account handled until now by 
Doherty, Clifford, Steers & Shen- 
field. 

This makes BBDO the only 
agency working for Curtis Publish- 
ing Co. It has been the agency for 
Journal circulation promotion since 
1948, and handles advertising for 
The Saturday Evening Post, Amer- 
ican Home and Holiday. The Jour- 
nal’’s ad and promotion depart- 
ments use trade magazines and 
newspapers, mainly. Last year, this 
account involved approximately 
$750,000. + 


Registration deadline for Advertising Age 
Summer Workshop is set at July 
an Page 6 


Dayton Advertising Club, Dayton Better 
Business Bureau and the Dayton coun- 
cil of American Assn. of Advertising 
Agencies adopt a four-point “Truth in 
Advertising’’ code 


National Federation of Coffee Growers of 
Colombia approves a $1,000,000 advertis- 
ing budget for the next five years to 
promote Colombian coffee ......... Page 15 


Thirteen competing San Francisco radio 
stations join forces to promote their 
medium and market .............04 Page 22 


Associated Counselors Inter-Natienal files 
a .$250,000 suit each against Grey Ad- 
vertising and Ward Baking Co. ..Page 24 


Food & Drug Administration stands pat 
as Congress considers new lipstick col- 
or additives legislation ................ Page 26 


Senate committee on interstate and for- 
eign- commerce approves the appoint- 
ment of Robert E. Lee to the Federal 
Communications Commission, but holds 
decision on appointment of FTC Chair- 
man Earl Kintner until after the fall 
elections Page 30 


Senate agrees to supply $28,000 for seven 
months to investigate complaints con- 
cerning “the dissemination of political 
opinions, news and advertising, and the 
presentation of political candidates on 
the air” Page 36 


Pepsi-Cola Co. launches a campaign com- 
memorating the 25th anniversary of its 
12-0z. bottle Page 37 


U. 8. Tob Co. | h a paig 
which will feature six monthiy con- 


tests, for its Old Briar tobacco ..Page 38 


Teleprompter Corp. unveils its new Key 
TV, a device which will enable viewers 
to use their tv sets to show their re- 
actions to individual programs, take 
examinations at the conclusion of edu- 
cational courses and participate in opin- 
ion polls Page 40 


Niles Trammell, former NBC president, 
denies he attempted to influence Fed- 
eral Communications Commission mem- 
bers during the time that the FCC was 
considering applications for a franchise 
for Channel 7, Miami ..................Page 42 


Kellogg Co. introduces its new sugar- 
coated cereal, All Stars, in eastern mar- 
kets, following tests in Chicago and Se- 
attle Page 48 

Grant Advertising pr tes split t 
concept to the Florida Citrus Commis- 

sion, in a one hour and 35-minute 

presentation Page 54 


Leslie-Spice Islands Sales Ce. uses a na- 
tional consumer magazine campaign 
with romantic and historical overtones 
to establish a sales personality ....Page 58 


Amana Refrigeration Inc. will build its 

Pp tion an eight- 
page ad in the July issue of Coro- 
net Page 66 


Liquor industry had a banner year in 
1959, with sales of distilled spirits ris- 
ing 4.4%, while volume in cases reached 
85,897,136, a 4.7% increase over the 
previous year Page 68 


National Housewares Manufacturers Assn. 
survey reveals price takes a back seat 
to quality and service in the selling of 
housewares Page 70 


Highlights of This Week's Issue 


William K. McDaniel, vp in charge of 
NBC Radio, says NBC Radio expects 
to break even in 1960, which would 
make it the first time that the network 
has operated out of the red in eight 
years Page 76 


Columbia Broadcasting System receives 


a lion’s share of the tv Emmy 
awards Page 93 
FIGURES TO FILE 
Nielsen Net TV ........0....6 Page 56 

Farm Publication Lin- 

age Page 74 
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. tures vs. Competition ... Page 99 
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Ad Field Needs 
Self-Examination 
Badly: Bernstein 


HoLtywoop, June 21—The ad- 
vertising business requires no 
apologies, but it can be made more 
effective and more efficient, which 
requires that it be honest, decent 
and believable, S. R. Bernstein, 
vp and editorial director of Ad- 
vertising Publications, told mem- 
bers of the Hollywood Advertising 
Club yesterday. 

Organized efforts to clean up ad- 
vertising are fine, he said, but real 
self-regulation cannot be achieved 
unless individual admen make it 
their business to watch all adver- 
tising and to protest against offen- 
sive or misleading material, re- 
gardless of whether it specifically 
affects them or their clients. 

Speaking at the club’s Adver- 
tising Council Day, Mr. Bernstein 
said “there never has been a 
time when we in advertising need- 
ed self-examination and self-anal- 
ysis so badly; when a long, hard 
look at ourselves and our business 
seemed so important.” 

Mr. Bernstein asserted our high 
standard of living is more than a 
fortunate combination of natural 
resources, and our willingness and 
ability to use and distribute the 
products of these resources “is the 
result of our ability to create hu- 
man wants.” 

He observed that despite its 
fallacy, ‘“‘we still are inclined to the 
notion that if someone builds a 
better mousetrap, the world will 
make a beaten path to his door. 
Yet,” he said, “the simple fact is 
that, almost literally, nothing has 
ever been bought this way.” 


= Today, Mr. Bernstein said, “we 
can produce anything we want, in 
any desired quantity, just so long 
as we want it badly enough. For 
better or for worse, and whether 
you or your neighbor like it or not, 
the one thing that gives life and 
meaning to our ability to produce 
is the creation of desires.” 
“Why,” Mr. Bernstein asked, 
“then, should we, who manufac- 
ture orders with our heads, have 
our vital place in the economic 
scheme of things questioned by 
anyone? We should be as proud of 
our contribution to society as any 
engineer or chemist or sociologist, 
and we should let them know it.” 


= Despite this essential role of 
advertising, Mr. Bernstein said, 
“if anyone in advertising is feeling 
smug and self-satisfied these days, 
he must be a very insensitive fel- 
low indeed.” Actually, advertising 
is on the horns of a dilemma, he 
said. The public, legislators, so- 
ciologists, and many educators be- 
lieve advertising is too powerful, 
and eats away at independence of 
thought and action. 

On the other hand, the business 
man who pays for advertising does 
not believe this. “His problem is 
that he does not believe advertis- 
ing is effective enough, that it 
costs too much, has too little in- 
fluence on buying habits, and is a 
kind of necessary evil which he 
has to put up with because his 
competitors use it,” he said. 

The dilemma comes from the 
fact that when the people who pay 
for advertising are dissatisfied 
with its effectiveness and try to 
make it work harder, these at- 
tempts often lead to advertising 
that becomes increasingly annoy- 
ing and increasingly subject to 
criticism, Mr. Bernstein asserted. 


a Mr. Bernstein declared that al- 
though most advertising is honest, 
“we can’t afford to have any rot- 
ten apples spoiling things for the 
(Continued on Page 92) 
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Kentucky Kings 
Bows Nationally 


Tobacco-Filter Brand, 
B&W’s Second in Month, 
Follows Debut of Belair 


LOUISVILLE, June 22—Brown & 
Williamson Tobacco Corp., con- 
firming a report last week in Ap- 
VERTISING AGE, today announced 
it will enter its tobacco-filter 
Kentucky Kings brand nationally, 
starting June 27. Introduction of 
the brand, a competitively priced 
filter cigaret, comes after ten 


weeks of test marketing in Ken- 


tucky and Texas. 

National advertising for Ken- 
tucky Kings, which the company 
said is budgeted at “between $5,- 
000,000 and $6,000,000,” will be 
split between newspapers and 
television during the introductory 
period. 


= In newspapers, which get about 
45% of the introductory budget, 
Brown & Williamson has sched- | 
uled big-space r.o.p. color ads in| 
309 newspapers in major markets 
across the country. 

Television advertising includes 
spot commercials in 56 markets, 
plus four network programs— 
“The Texan” and “Wanted, Dead 
or Alive” (both CBS); “Colt .45” 
and “Wednesday Night Fights” 
(ABC). Additional tv coverage 
for the brand has been scheduled 
through the cigaret maker’s spon- 
sorship of the national political 
conventions on NBC. 


= The company said radio spots 
and: outdoor posters will also be 
used in selected markets. Maga- 
zines were excluded from the list 
because they “take too long to get 
the ads out,” according to John 
W. Burgard, B&W’s vp of adver- 
tising. 

In announcing introduction of 
the new brand, B&W’s president, 
William S. Cutchins, said Ken- 
tucky Kings is designed to “fill 
the gap between regular cigarets 


NOW..A FILTER MADE 


| 
| 
| 
| 
| 
| 
| 


ANIMATED SELL—General Foods is using winking boards like this to 


push Post cereals. Ann Sothern, Betty Hutton and Danny Thomas 

will be used in the flirtation sell. Idea for using winking eye started 

at Benton & Bowles. Animation technique, called Vari-Vue, is prop- 

erty of Pictorial Productions, Mount Vernon, N.Y. GF is sending 

grocers miniature posters so they can see how process works. Plastic 

sheet comprised of many linear lenses which project one image at 
a time allows winking movement. 


Esquire Acquires 
WOQXL Atlanta, Its 
First Radio Station 


ATLANTA, June 24—Esquire Inc., 
pending approval of the Federal 
Communications Commission, has 
acquired WQXI, radio station here, 
for $1,850,000. 

Purchase of the station, part of 
the Rounsaville radio station 
group, was the first acquisition by 
Esquire through its radio-tv divi- 
sion, established in February. Bar- 
ry Sherman, division chief, said 
Esquire will next seek a television 
station to add to its non-publishing 
enterprises. 

In addition to its three maga- 
zines—Esquire, Coronet and Gen- 
tlemen’s Quarterly—Esquire Inc. 


OF TOBACCO ITSELF! 


Kentucky Ki 
‘ith ~ ngs 


with the 
all-tobacco filter 
for that 


all- taste 


FIRST—This is the introductory ad 
for Kentucky Kings, the new all- 
tobacco filter cigaret. 


and brands with artificial filters. 

“The trend toward artificial fil- 
ters seems to be leveling off,” he 
said. “Filters increased by 10.3% 
of the total market in 1957, 6.2% 
in ’58 and 4.4% in ’59, indicating 
all-tobacco cigarets are holding 
their own.” 


s Kentucky Kings is the second 
brand placed in national distribu- 
tion by B&W within 30 days. Last 
month the company began na- 
tional distribution and advertising 
of its Belair brand, a mentholated 
cigaret with a “deep-set” recessed 
filter. 

Ted Bates & Co. is the agency 


also has an educational films divi- 


|sion, a real estate division (Gar- 
| land Court Properties, which oper- 


ates in Chicago and Boulder, Colo.) 


| and a subscription fulfilment oper- 


ation which handles Esquire pub- 
lications, plus Conde Nast and 
Street & Smith. It also recently ac- 
quired Scott Publications, publish- 


er of stamp catalogs and albums. + 


Most Revlon Wares 


in Canada Switched 


to MacLaren Agency 


Ortawa, June 22—Thomas 
Products Corp. Ltd. has awarded 
the advertising account for Revlon 
oroducts, with the exception of 
Top Brass hair dressing, to 
MacLaren Advertising, Toronto, 
ADVERTISING AGE learned today. 

The account, which formerly 
was with Stanfield, Johnson & 
Hill, Montreal, is estimated to 
involve about $500,000 a year in 
terms of billings. 

Stanfield, Johnson & Hill re- 
tains Top Brass, and also Breck 
shampoo, another product handled 
in Canada by Thomas products, 
because MacLaren has competitive 
business. # 


Paulsen Joins Simpson-Reilly 
Richard B. Paulsen, formerly 
with Hearst Advertising Service, 
has joined Simpson-Reilly Ltd. as 
manager of the San Francisco of- 


for Kentucky Kings. + 


fice. 


Pabst Joins General 
Cigar, Sinclair in 
ABC Football Packet 


New York, June 23—New busi- 
ness at the tv networks this week 
included: 

At ABC—Pabst Brewing Co. 
(Kenyon & Eckhardt) as a par- 
ticipating sponsor, with the. al- 
ready-signed General Cigar Co. 
(Y&R) and Sinclair Refining Co. 
(Geyer, Morey, Madden, & Bal- 
lard) for 17 professional American 
Football League telecasts starting 
Sept. 11; Chemway Corp. (Cohen 
& Aleshire for Lady Esther prod- 
ucts) for participations on three 
daytime shows starting June 28. 

At CBS—Williamson-Dickie 
Mfg. Co. (Fuller & Smith & Ross) 
and Pabst (K&E) as co-sponsors 
of the 42nd PGA golf tournament 
on July 23-24; P. Lorillard Co. 
(L&N) and Pabst (K&E) as spon- 
sors of the Summer Olympic trials 
on July 2. Williamson-Dickie, 
which is urging Dickie’s dealers to 
buy spots around the tournament, 
is to be the first men’s clothing 
maker to sponsor a nationwide tv 
sportscast. Lorillard is a backer of 
the Summer Olympic games. 

At NBC—Allstate Insurance Co. 
(Leo Burnett Co.) as sponsor, with 
the previously set Glenbrook Labs 
(D-F-S) and American Tobacco 
Co. (SSC&B), of “Thriller,” and 
Carter Products (SSC&B) and 
Liggett & Myers (D-F-S) as co- 
backers of the National Football 
League pro bowl game in Los An- 
geles on Jan. 15, 1961. 


a In Detroit, Chrysler Corp. con- 
firmed it has scheduled Fred As- 
taire for another hour-long NBC- 
TV special in conjunction with 
presentation of its 1961 models. 
This will be the third consecutive 
year Astaire has starred in a 
Chrysler special show. The pro- 
gram will be aired from 10 to 11 
p.m. (EST) on Tuesday, Oct. 5. + 


Ellington Adds One 

The European Travel Commis- 
sion, comprised of 21 western Eu- 
rope countries, has appointed El- 
lington & Co., New York, to handle 
advertising, effective July 1. Bill- 
ings are reported between $200,- 
000 and $250,000 annually. Cohen, 
Dowd & Aleshire (now Cohen & 
Aleshire) was the previous agency. 


But Appropriations Unit 
Boosts Budget for FCC 
Probe Staff by $200,000 


| WasHINGTON, June 23—Chair- 
|man Frederick Ford’s plans for 
a more alert Federal Communica- 
| tions Commission got a severe jolt 
| today when the Senate appropria- 
tions committee blocked his ef- 
forts to monitor. broadcasts on a 
spot check basis. 

The committee turned down 
| the commission’s request for $300,- 
000 for a new complaints and 
compliance division to keep a 
|sharper eye on broadcasters. As a 
|substitute, the committee allowed 
|}an extra $200,000 for an increase 
in the FCC’s staff of investigators. | 

Plans for the monitoring pro- | 
gram had been announced by FCC | 


| 
Hot Dog Push Lets 
Packers Tie in with 


Politics Broadcasts 


Cuicaco, June 23—The National 
Hot Dog Month Council and West- 
inghouse Electric Corp. are spon- 
soring a cooperative program to 
permit meat packers to tie in with 
Westinghouse sponsorship of the 
1960 political conventions on CBS 
tv and radio in July. 

Packers may purchase coupons 
to be inserted in hot dog packages 
which will be good for $1 back 
after purchase of a Westinghouse 
Dog-O-Matic hot dog cooker. A 
special pack sticker will be used 
to flag the package. 

The packers’ part of the “get- 
a-buck-back” promotion requires 
purchasing the coupons and stick- 
ers, at a total cost of less than 
0.5¢ per package. 

Redemption will be handled 
completely by the National Hot 
Dog Month Council and Westing- 
house. The promotion will be an- 
nounced repeatedly on both tv and 
radio during the political conven- 
tions. 

In addition to the network an- 
nouncements, the council will 
provide packers with free radio 
scripts, Newspaper mats and tv 
slides. 

For other news of sponsorship of 
the political wars, see stories on 
Page 100. # 


by FCC, Citing Fear of ‘Censorship’ 


a month ago, and the complaints 
and compliance division was “ac- 
tivated” June 1. FCC members 
supporting the idea said the mon- 
itoring is necessary to enable them 
to find out what stations are do- 
ing, but the Senate appropriations 
committee sided with broadcasters 
who expressed fear that it would 
lead to program censorship. 


s The move was particularly 
shocking to Chairman Ford, be- 
cause there had previously been 
indications that senators wanted 
FCC to keep informed about the 
kind of programming on the air. 

Two months ago, when Commis- 
sioner Robert E. Lee was before 


|the Senate appropriations com- 


mittee, he was chided by senators 
who complained that FCC did not 
keep its eye on stations. When he 


| protested that the commission had 


no way of monitoring the programs 
that are on the air, Sen. Warren 
Magnuson (D., Wash.), chairman 
of the interstate and foreign com- 
merce committee, and the appro- 
priations subcommittee handling 
FCC funds, snapped, “You have 
never asked for the funds. Why 
don’t you ask and find out.” 

Soon after the plan for the mon- 
itoring operation was announced, 
however, Chairman Ford found 
that Sen. Magnuson had commit- 
ted himself. In a hearing of the 
appropriations committee several 
senators, including Sen. Magnu- 
son, expressed fear that the mon- 


(Continued on Page 10) 


Checker Superba 
Account Moves to 
Herbert Baker Shop 


KALAMAZOO, MicH., June 23— 
Checker Motors Corp. and Checker 
Motors Sales Corp. have named 
Herbert Baker Advertising, Chi- 
cago, their agency, effective July 1. 

Checker manufactures Superba 
passenger cars, station wagons and 
taxicabs. Checker said a complete 
marketing program involving na- 
tional and key city advertising is 
to be initiated, using trade and 
consumer media. 

Roche, Rickerd & Cleary and 
Checker terminated a one-year re- 


lationship last week (AA, June . 


20). # 


Ferraro 


Williams 


Welch 


COMBATANTS—To combat objectionable advertising, the American 

Assn. of Advertising Agencies has launched a special ad campaign 

directed at agency people. Here, going over the first in a series of . 

ad posters to be displayed in agency offices, are members of the 

campaign’s volunteer agency, Erwin Wasey, Ruthrauff & Ryan— 

EWRR’s president, David B. Williams, flanked by Sam Ferraro, art 
director, and Tom Welch, agency coordinator. 
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Hartford Pay TV 
Test Will Affect 
Just Two Programs 


tailed blueprint for subscription tv 
operations in Hartford, Conn., was 
laid out in the open today in RKO 
General’s Federal Communications 
Commission application to conduct 
a three-year pay tv test. 

The proposal, using Zenith 
Corp.’s Phonevision plan, calls for 
one or two subscription programs, 
without commercials, nightly dur- 
ing prime viewing hours. The sta- 
tion, WHCT, Channel 18, would 
operate as a conventional commer- 


broadcast day. 


RKO General bought the uhf! 


Seri aia 
Cae ss 


after the fourth year (AA, June,a billing tape from the decoder and 


13). 


mail it to Phonevi ion, the applica- 


The application tries to quiet|tion states. 


|reservations the FCC has voiced 


The station, which proposes to 


|during the more than eight years! broadcast over the air, without any 
|since pay tv first became a matter|use of telephone wires or cable, 
WASHINGTON, June 22—A _ de-|of public interest. 


programs, and others. 


Subscribers to Phonevision will | 
not be required to buy decoding | Sinclair Refining Co., New York, 
equipment necessary to unscram-|and General Cigar Co., New York, 
ble the picture and sound, but| will co-sponsor weekly telecasts 
they’ll be charged from $7.50 to $10 of the recently organized Amer- 


| could be picked up by conventional 
sets during the day, including com- 


s The application stipulates that| mercials, but the subscription pro- 
the cost for the majority of pro-| grams at night would be available 
grams will range from 75¢ to $1.50,| only to viewers with decoders. + 

including current movies, theater ; 
productions, musical events, sport | Pabst, Sinclair, General Cigar 


to Sponsor American Football 
Pabst Brewing Co., Milwaukee, 


for installation. There also may be|ican Football League over the 
cial outlet during the rest of its|a fee, not to exceed 75¢ a week, for; ABC-TV network. Although all 


| upkeep. 


Initial installations 


| stations carrying the football tele- 


of the de-|casts have not yet been cleared, 


station from Capitol Broadcasting| coders are planned to be of the} the games will definitely be shown 
in a deal that involved $150,000 for | “credit” type, based on an elec-|over the Milwaukee ABC outlet. 
the station, plus $245,000 for a ten-| tronic record of each time a sub- The games will be televised on 17 
year lease on physical property,|scription program is dialed. Once dates during the season between 
with an option to buy for $570,000 \ a month subscribers would remove Sept. 11 and Dec. 31, inclusive. 


The Association of Railroad Advertising Managers 


presents 


THE 19592 


GOLDEN SPIKFB AWARD 


to 


THE TIMKEN ROLLER BEARING COMPANY 


“... for its outstanding contribution, through advertising, 
toward a greater public appreciation of American Railroads.” 


CERTIFICATE OF MERIT AWARDS 


P. Ballantine & Sons 


Minneapolis-Honeywell Regulator Co. 


E. F. Hutton & Co. 


R. J. Reynolds Tobacco Co. 


General American Transportation Corp. 


SPECIAL MERIT AWARD 


Savings Bonds Division, U. S. Treasury Department 


To all the companies who submitted entries to the 
9th Annual Advertising Competition, ARAM extends its sincere thanks 
for their support ef the American Railroad Industry. 


Aluminum Company of America 
Amchen Products Inc. 

American Hair & Felt Co. 
American Machine & Foundry Co. 
American Potash & Chemical Corp. 
Baltimore Business Forms Company 
Bank of California, N.A. 

W. E. Bassett Company 

Bendix Aviation Corporation 
Bigelow-Sanford Carpet Co., Inc. 
Brenco, Inc. 

Charles Bruning Company, Inc. 

A. M. Byers Company 

Champion Paper & Fibre Company 
Charlotte, N. C., ‘Observer’ 


Chevrolet Motor Division, 
General Motors Corporation 


Chicago “Daily News” 
Chicago ‘‘Sun-Times"’ 
Coca-Cola Company 


Columbia-Southern Chemical Corp. 


1S52932 ENTRANTS 


Employers Mutuals of Wausau 

Evans Products Company 

First National City Bank of New York 
General Foods Corporation 

General Mills Inc. 

B. F. Goodrich Industrial Products Co. 
Goodyear Tire & Rubber Co., Inc. 
Gulf Oil Corporation 

INinois Welfare Association 
KWTV—Oklahoma City 

Linde Company 

The Lionel Corporation 


Merrill, Lynch, Pierce, Fenner 
& Smith, Inc. 


Middie South Area Office 


Motorola Communications 
& Electronics, Inc. 


National Association of Retail Grocers 
of the United States 


National Carbon Company 


National Film Board of Canada 


Bidg., Washington 6, D.C. 


Entries Invited for the 1960 Competition 


All types of advertising incorporating a railroad theme 
are eligible. For information, write J. N. Ragsdale, 
Chairman, 1960 Awards Committee, Transportation 


National Gypsum Company 

Nat’! Malleable & Steel Castings Co. 
National Railway Historical Society 
Pacific Mills Worsted Company 
Philadelphia ‘‘Bulletin”’ 

Reynolds Metals Company 

Servo Corporation of America 

SKF Industries, Inc. 

St. Regis Paper Company 

Stee! Founders’ Society of America 
“Trains” Magazine 

Union Tank Car Companies 


Union Trust Company 
of the District of Columbia 


U. S. Industrial Chemicals Co. 
Victor Saw Works, Inc. 
Virginia Electric and Power Co. 
Wellington Sears Co. 

West Virginia Pulp & Paper Co. 
Whiting Corporation 
wow0—Fort Wayne 


Jor D. Sincer, President 
Assistant Advertising Manager 
Chesapeake & Ohio Railway Co. 


ALBERT L. Koun, Chairman 


1959 Awards Committee 


General Advertising Manager 


Southern Pacific Company 


BIG SALES—Serta Associates and 


| in July issues of Life to promote 
| summer sale prices of their mat- 
| tresses. The b&w Serta page, 
| through Tatham-Laird, will run 


| July 11. Sealy will run this 22 se 


four-color spread July 18 
| through J. Walter Thompson 
Co. The Department of Justice 
| has issued a complaint against 

Serta, Sealy and Spring-Air 


| Co. charging competition in the SaRRaN 
| sale of manufacturer-owned 7A 
| mattress brands has been sup- ¢@ 


pressed under licensing ar- 

rangements which divide sales 

territories and stabilize retail 
prices (AA, June 6). 


Advertising Age, June 27, 1960 


REATEST SALE EVER! 


On Sale Today.. 1960 Mattress at a 1956 Price 


Sealy Inc. are using these ads Cometothe Serta Fair Sale! 


Amesica : Oreatest Mtgommer Carsiva: of Mattress Taas' 


1 ey ade ap at mew ap tert Sew! Thee cme 


are 


\ 


hi 


= 
\ ~ 


6 Pepsi Bottlers to BBDO 
Batten, Barton, Durstine & Os- 
born, which takes over the Pepsi- 
|Cola Co. account on Aug. 1, will 
take over advertising for six Pepsi 
bottlers on the same date. The bot- 
tlers are those in New York, Pitts- 
|burgh, Detroit, Jersey City, New 
| Brunswick and Teterboro, N. J. 


Kenyon & Eckhardt is the present 
agency. 


Johnson Named Exec VP 

Raymond E. Johnson, a vp of 
Palmer, Codella & Associates since 
1959, has been named exec vp of 
creative services for the agency, a 
new post. 


readers. 


Total Retail Sales 


Quickest Route to 
Automotive Sales 


Greensboro’s automotive sales stand out in the NEW 
South’s top 25 markets, bumper to bumper with Charlotte, 
Chattanooga, Knoxville and other prominent markets. 
Drive for greater sales via the Greensboro News and 
Record—the only medium with dominant coverage in the 
Greensboro Market and selling influence in over half of 
North Carolina. Over 100,000 circulation; over 400,000 


Write on company letterhead for “1959 Major U.S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and. in the Top 100 of the Nation. 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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Meat happens to 


food sales 


t Fisher Foods... 


when THE BIG ONE puts on the pressure? 


Let Mr. T. J. Conway, President of The Fisher Brothers Com- 
pany, give you just one example of what happens in food stores 
from coast to coast when products are advertised in THIS WEEK 
Magazine —the biggest thing in print: 


“WE at Fisher Brothers long ago learned the effectiveness of THIS 
WEEK Magazine in pre-selling our customers. Its sales power is 
unparalleled throughout the entire area served by our stores. 


“This isn’t surprising when you realize that THIS WEEK Magazine 
is sponsored locally by the most influential newspaper in our area— 
the same newspaper in which our best customers regularly read our 
own advertising.” 


—=S—= : oy 
T. J. CONWAY YS —— 
President, The Fisher Brothers Company Thi I cons 
Cleveland, Ohio Ss Week ne 26,1960 
87 stores. $98,695,577 annual volume. MAGAZINE 42 


GRear 


ce 


T. J. CONWAY 


To move goods fastest... 


Buy The Big One 


CIRCULATION MORE THAN 


13,000,000 
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Be Cut Off July1 | 


Cuicaco, June 23—Enrollments 
for the third annual Summer 
Workshop on Creativity ap- 


week. 
More than 460 reservations—out 
of a total possibility of less than | 


500—have been received for the | 


Workshop, to be sponsored by Ap- 
VERTISING AGE at the Palmer House, 
Chicago, Aug. 2-5. As a conse- 
quence, it will not be possible to 
accept applications later than July 
1, unless cancellation of a reserva- 
tion already made opens a place 
after that date. ADVERTISING AGE 
readers who are desirous of attend- 
ing should use the coupon above to 
make certain of a reservation now. 

The Workshop is devoted to a 


| Enroll me for the ADVERTISING AGE SUMMER WORKSHOP ON 


AA Workshop Will | CREATIVITY IN ADVERTISING, Aug. 2 to 5. My check for $110, 


1 covering complete registration fee, including attendance and par- 
I ticipation in all meetings and the cost of three luncheons and two 


| dinners on Aug. 3, 4 and 5, is enclosed. (Or bill me [_]; bill my | N-Y., will use a $200,000 print and 


| company [ ]}) 
| 


i.” Sie 
\| Company _ 
| Address 


| Name (please print or type) __ 
proached the sell-out point this I 


STREET 


i aiedicticestieninanstinaed 


If you want information and reservation forms for the 
Palmer House during the Workshop, check here 


review and discussion of creative|T!:e charge 
advertising, both print and broad-| which includes three lunches and 
cast, and has played to sell-out|two dinners, but does not include 
houses during both previous years. | hotel accommodations. 


CITY ZONE 


| 


} 
| 
| 
| 
| 
! 


STATE 
MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, AND MAIL TO 


SUMMER WORKSHOPS, %, Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


is $110 per person, 


Complete details are available 
from Summer Workshops, c/o Ap- 
VERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill. + 


Franklin Sets $200,000 Push 
to Introduce Caltrol Nationally 
Clay Franklin Inc., Tuckahoe, 


broadcast media schedule to intro- 
duce nationally its Caltrol, pow- 
dered dietary weight control prod- 
}uct. Some 60 consumer magazines, 
| plus radio and tv spots, are sched- 
uled for the campaign. 

Agencies handling the campaign 
are W. W. Hauptman Co., New 
York (newspaper and consumer 
magazines); Kushins, Anderson & 


Takaro, New York (television), 
and Furman, Roth, New York! 
(radio). 


Gilbert Joins Burnett, Toronto 
Ray Gilbert has resigned as vp of 
marketing of Young & Rubicam, 
Toronto, to join Leo Burnett Co.,| 
Toronto, as vp and account super- 


visor. 


PLANT 


lightweight 
pallets.” 


SUPERINTENDENT: 
“We need a source for strong, 
disposable 


MOTOR 


ELECTRONICS MANUFAC. 


TURER: 
our electronic harness is 
coming too costly.” 


“Lacing and tying 


be- 


MANUFACTURER: 


“T need to 


find out what's new in self- 


locking fasteners.” 


MANUFACTURER: 
“We need a flock of small, 
rugged terminals.” 


PLANT MANAGER: 
in our concrete floors repeat- 
edly crumble and flake.” 


APPLIANCE DESIGNER: 
“We're having trouble getting 


“Patches 


TV SET DESIGNER: “ 
ing to find something new in 
decorative metals.” 


Can you solve any 
of these problems? 


. these are just a few of the thousands of problems I.E.N.’s 


reliable mechanical timers.” 


I'm try- 


readers bring to its pages each month. 


For Industrial Equipment News is scanned from cover to 
cover every month by 78,000 men looking for products that 
will help solve their current and ever-changing problems. 


These men represent more than 40,000 plants. 
. and 90% of America’s industrial purchasing power. 
What better place — what better timing — whether you want 


to sell your present markets or discover new ones, your ads 
are right at the “point of purchase”. 


CHEMICAL 
NANCE MAN: 
packing problem that’s driv- 
ing me nuts!” 


PLANT MAINTE- 
“We've got a 


“Looks like our light | 


| 


..all industries 


What’s more, you can reach them any way you want — with 
a steady schedule or the tremendous added wallop of “pro- 
duct line” advertising. Details? A note brings our nine 


section Media Data File. 


good for selling... because it’s used for buying 


Industrial Equipment News 


461 Eighth Avenue, New York, N. Y. 


Thomas Publishing Company 


Advertising Age, June 27, 1960 


Wilson Agency’s Ad 
Hits Rumors of Other 
Owners, Activities 


New York, June 21—Robert E. 


‘Wilson Inc., an ethical drug adver- 


tising agency, this week took the 
highly unusual action of running 
an ad to assert that it was owned 
by its employes and did not have 
any interest in advertising media: 

The ad, in the form of a nota- 
rized affida, | igned by Robert E. 
Wilson, president of the agency, 
was placed in the June 20 issue of 
ADVERTISING AGE, and in Drug 
Trade News and the New York 
Times. 


# Mr. Wilson told AA the ad was 
run to squelch two rumors: One, 
that his agency was owned or con- 
trolled by another agency; two, 
that his agency had proprietary in- 
terest in a medical publication. 

Medical Tribune, a weekly pub- 
lication launched earlier this year 
by Medical & Science Communica- 
tions Development Corp., a subsid- 
iary of American Research & De- 
velopment Corp., is being produced 
by Physicians News Service Inc., 
an affiliate of William Douglas Mc- 
Adams Inc., another ethical drug 
agency. 

The Wilson ad stated that this 
affidavit was being published “in 
order to lay to rest once and for all 
certain rumors which are being 
circulated for reasons which should 
be obvious.” 

The affidavit listed the names of 
nine individuals holding ownership 
shares or options to purchase 
shares in Robert E. Wilson Inc. and 
its affiliated companies: Medicart 
Inc., Medicom Inc. and Vetcom Inc. 
These individuals were identified 
as officers and/or directors of these 
companies. 


|@ It went on to state that neither 


Wilson, nor any of its affiliated 
companies, nor any of these indi- 
viduals “have any financial inter- 
est” in any outside publishing 
company, printer, graphic arts sup- 
plier or other advertising agency. 
And it added that “neither does any 
outside company, or individual as- 


|sociated therewith, have, or ever 
| has 
|in, or voice in the management or 
, : | direction of, 
STAMPING PLANT OPERA- 
TOR: 
presses should have vibration 
mounts.” 


had, any financial interest 
Robert E. Wilson 
TNR 


Mr. Wilson refused to go into 


further detail. # 


Field Enterprises Names 

Gore, Joseph to New Posts 
Budd Gore has been appointed 

assistant to the general manager of 

the Daily News, Chicago, and Gabe 

Joseph has been named to the new 

post of advertising manager of the 


Budd Gore 


Gabe Joseph 


newspaper division of Field Enter- 
prises, Chicago, publisher of the 
Daily News and Chicago Sun- 
Times. 

Mr. Gore, formerly advertising 
manager, first joined the News in 
1937 as sales promotion manager. 
He was named retail advertising 
manager in 1956. Mr. Joseph, who 
in his new capacity will be in 
charge of advertising for both the 
News and Sun-Times, has been ad- 
vertising manager of the Sun- 
Times since 1952 and earlier served 
as assistant advertising director 
and as retail manager of the old 


Chicago Sun. 
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If | told live titan. 
| told him 


a thousand times... 


Th YOUR RiGHl 


WITH YOUR RIGHT 


Ih YOUR RIGHT 
TH_YOUR RiGHT 


: Parry 
Ne fee ee ee 


“a” 2s 


Heavyweights in the advertising business know how’ 8 Now, your Post ad page keeps in there punching. It gets 
important frequency is. That’s why more and more 37% more cracks at the average reader than the same 
advertisers are swinging to the Post—where you get ad in the other big weekly! # And your Post ad page 
an added measure of frequency at no added cost. s The . goes more rounds with your better prospects, too. = The 
new study of media effectiveness, Ad Page ——~~ees oaturday Evening Post gives any cam- 


Exposure, proves this. It counts the times <~ ao paign more punch, because... 
a reader comes face to face with bel ad P@OS I READERS TURN AND RETURN TO YOUR AD PAGE 
page... 30,861,000 times in one issue. : IN THE POST...THE HI-FREQUENCY WEEKLY! 


THE INFLUENTIALS’ MAGAZINE 


Note: Total Ad Exposures to the readers of one issue: Post—30,861,000...Life—30,110,000 .. . Look—30,702,000 . 
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Congress Dims 
Chances for 
Postal Rate Hike 


} 

WASHINGTON, June 22—Post- | 
master General Arthur Summer- 
field has suffered a series of de- 
cisive legislative setbacks which 
have all but precluded the possi- | 
bility of a postal rate increase at | 
this session of Congress. 

Twice in the past week, the 
House committee on post office | 
and civil service has voted against 
approving the $554,000,000 rate in- | 
crease which Mr. Summerfield is 
promoting. Committee members 
indicate they probably will not 
meet again. 

Mr. Summerfield lost what was 
probably the critical skirmish in | 
the rate battle when the committee | 
voted 14-7 against adding a rate | 
increase to the government pay in- 


* 


erease bill which was cleared for | Tex.), the Senate majority leader, 
House debate last Wednesday. The | said he was prepared to vote on a 
bill passed the House unchanged, | rate bill, but that it has to come to 
and was cleared for the White|the Senate from the House. Sen. 
House by the Senate on Friday. Dirksen chided the senators for 
voting an $836,000,000 increase in 
s During Senate debate on the |government pay, without provid- 
pay hike, Sen. Everett Dirksen ing any new revenue to cover it. 
(R., Ill.), the Senate minority 
leader, went through the motions |s Mr. Summerfield’s sole remain- 
of proposing that the Senaix: tack ing hope would be a complicated 
the Summerfield rate rider on the squeeze play, involving Presiden- 
bill. But he conceded defeat in ad- tial veto of this week’s pay bill, 
vance, and didn’t even request a|with a new combination pay and 
roll call, which would require Sen- rate bill rushed through in the 
ate members to put themselves on |final hours before adjournment. 
record on the rate increase prob- Lobbyists for the government em- 
lem. ployes claim, however, that there 
The Postmaster General tried | already are sufficient House and 
again today. At his request Rep. | Senate votes to override the antic- 
August E. Johansen (R., Mich.) ipated pay bill veto. # 
asked the House post office and 
civil service committee to report Raul & Kay Agency Formed 
the rate bill. But he was voted Raul Advertising and Julian Kay 
down, and the committee ended | Advertising, both of North Holly- 
what is expected to be its final | wood, Cal., have merged under the 
meeting of this session. new name of Raul & Kay Advertis- 
During the brief Senate discus-|ing, 10523 Burbank Blvd., North Beers 


rider, Sen. Lyndon Johnson (D.,| Araluce and Julian Kay. 


Why financial advertisers put us first among 


New York businessmen rely on the World-Telegram’s 
speed, accuracy and comprehensive coverage of today’s 


financial news—today. 


Telegram carried more financial advertising in the first 
five months of 1960 than the other two New York evening 
—why it consistently leads every | 
other evening newspaper in the nation. Another reason? 
The World-Telegram is read by more members of 13 out 
of 14 leading New York business clubs and associations 
than any other weekday newspaper, morning or evening. 


newspapers combined 


New York evening newspapers 


Among New York's evening newspapers, 
the World-Telegram is: 


¢ First in Retail Advertising 
¢ First in General Advertising 
¢ First in Total Display Advertising 
¢ First in Total Advertising 
The advertiser's choice in the 
evening field! 


That’s one reason why the World- 


Source: Media Records 


New York's gua/ity evening newspaper 


New York World-lelegram 


The Sun 


ae ® A SCRIPPS-HOWARD NEWSPAPER 


126 Barclay Street, New York 16, N. Y. © BArclay 7-3211 © Or Scripps-Howard General Advertising Offices: 
230 Park Avenue, N. Y.C. * Chicago * San Francisco * Los Angeles « Detroit « Cincinnati « Philadelphia * Dallas 
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Manning Dasheff 
sion of the Dirksen postal rate| Hollywood. Principals are Raul NEW USE FOR FOU—Examining the Milwaukee Sentinel’s Tuesday 


(June 21) foil “first” in the newspaper’s pressroom are David F. 


Beard, general director of adver- 
tising of the Reynolds Metals Co.; 
Wallace M. Hughes, Milwaukee 
Sentinel publisher; Clarence F. 
Manning, vp and a director of 
Reynolds Metals, and William 
Dasheff of New York, senior vp 
of Lennen & Newell, Reynolds’ 
advertising agency. 


‘Sentinel,’ Reynolds 
Show New Way to Use 
Foil in Newspaper Ad 


MILWAUKEE, June 21—A new ad- 
vertising technique was added to 
the working kit of the advertising 
man as Tuesday’s editions of the 
Milwaukee Sentinel rolled off the 
paper’s presses. 

The technique makes it possible 
to use a pre-printed strip of foil of 
less than page size as part of a 
newspaper page. 

The Sentinel did it for the first 
time in any newspaper in an ad- 
vertisement produced in coopera- 
tion with Reynolds Metals Co. 


= The advertisement promoted the 
use of Reynolds Wrap for outdoor 
cooking. Charcoal grills and boxes 
of aluminum foil were depicted in 
six colors on a three-column-wide 
foil strip covering the outer six 
inches of a page. 

Outdoor cooking recipes utilizing 
Reynolds Wrap were printed on 
the newsprint portion of the page, 
which also called attention to the 
new advertising technique. 

Regular advertising of other 
firms and editorial material was 
printed on the reverse side of the 
page. 


| The method used by the Sentinel 
makes it possible to use foil in 
|/mewspaper advertising at consid- 
erably lower cost than full-page 
pre-prints. 

Though the pre-prints used in 
the Sentinel Tuesday covered three 
outside columns of a page, a foil 
strip of any width can be placed in 
any column position on a page, ac- 
cording to the Sentinel. 

In the operation here, the strip of 
paper-backed foil, pre-printed at 
Reynolds’ gravure plant in St. 
Louis, was fed into the newspaper 
presses past a unit which applied 
an adhesive to the strip’s back. 
When the foil reached the news- 
print “on the run,” the adhesive 
held to the paper. 


s Publisher Wallace M. Hughes 
said the methods used in the latest 
foil operation were worked out 
from the Sentinel’s previous ex- 
| perience with foil. Three years ago 
the paper pioneered in running 
| foil through its presses when a 
|full-page sheet of unprinted foil 
| was included as part of one of the 
| Sentinel’s regular editions. + 
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The 
most important people 
in the news 


... are also the ones most concerned with the important 
news here and abroad. Their decisions—sometimes mo- 
mentous decisions affecting millions of us—are frequently 
shaped by such news. 

If you could read the subscription list of “U.S.News & 
World Report,” for example, you would discover a roster 
of world-famous names instantly recognizable in every 
significant field of endeavor. And along with them, less 
famous, but nonetheless key people in business, indus- 
try, government, finance, the professions . . . and in the 
community, read this magazine intently each week. 


That’s because it is the only magazine that concentrates 
on the important and original news they require—news 
with foreseeable consequences for the future. In -fact, 
many of these readers have written to evaluate “U.S.News 
& World Report” as... 


most important 


The remarkable circulation growth experienced by 
“U.S.News & World Report” and the remarkable quality 
of its audience relate directly to one of the most revela- 
tory facts of advertising and marketing in the past decade. 
It is the widening realization that America’s “prime” 
market has grown to surprising proportions. Not to be 
confused with the “mass” market—namely everybody— 
this prime market is a vast collection of somebodies. In 
a phrase: the achievement people! 


Every week, more than 1,150,000 of these achievement 
people are attracted to “U.S.News & World Report” by 
its content—important news and nothing else. No other 
news magazine offers such a high concentration of the 
people most important to your company’s growth and 
progress. 

Ask your advertising agency for the documented facts 
about this important magazine . . . from your standpoint, 
very likely the most important magazine of all! 


U.S.NEWS & WORLD REPORT 


Now more than 1,150,000 net paid circulation 


Advertising offices, 45 Rockefeller Plaza, 
New York 20, N. Y. Other advertising offices in 
Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, 
Washington and London. 
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Strouse Becomes 


JWT Boss; Resor 
Sells His Interest 


(Continued from Page 1) 
Reeves and Edward G. Wilson, all 
vps. Mr. Reeves is manager of the 
Chicago office. 


2 A native of Olympia, Wash., 
where he was graduated from high 
school and later started working as 
a clerk for the Seattle Post-Intelli- 
gencer, Mr. Strouse sold space for 
Hearst newspapers on the West 
Coast before joining Thompson in 
San Francisco. After six years of 
buying space, he was named ac- 
count representative, and in 1939 


he was promoted to assistant Pa- | 


cific Coast manager of the agency: 
Mr. Strouse said recently that he 
got his first job in advertising 


“only because I was a secretary.’ | 


Then he was hired by JWT “for a 
media job because I could type.” 

After four years with the Army 
—advancing from private to ma- 
jor—he turned up in JWT’s Detroit 
office in 1946. In a few years he 
was Detroit manager and an agen- 
cy board member. During this pe- 
riod he worked on the Ford ac- 
count. 

In 1955, he was chosen from 
among the agency’s 84 vps to be- 
come president, succeeding Mr. Re- 
sor in that post. Mr. Resor moved 
up to board chairman. 


# The new Thompson boss has long 
been a proponent of “the closest 
kind of relationship between agen- 
cy principals and client manage- 
ment on long-term planning, sales 
policies and product research.” He 
said this ten years ago, and only 
last October he reiterated that an 
agency, to give top service, “must 
win a relationship with its client 
as intimate and confidential as 
that of a general legal counsel.” 
At that time he also urged more 
stable relations between clients and 
agencies. For clients to switch 
agencies, he said, is harmful to the 
companies’ advertising objectives. 


| 


| 


Cusick 


Krause 
Weber 


Sayles 
Kinnaird 


ager; William Kinnaird, Chicago 
York vp of McCann-Erickson, the 


b 


Caspari 

CLIENT’S PRODUCT—General Outdoor Advertising Co., Chicago, has 
instituted a series of lunches featuring (but not limited to) the prod- 
ucts of a GOA food advertiser. Swift’s sliced meats were first on the 
program, featured in the foot-long “poor boy” sandwich with cold 
cuts etc. On hand were Ray Weber, Swift & Co. advertising man- 


vp and George C. Krause, New 
agency on the account; and, from 


GOA, Gerge Caspari, vp in charge of branch operations; A. J. Cu- 
sick, sales manager, Chicago branch, and William Sayles, Chicago 
branch manager. 


Stress on Service; Billings Grew Anyhow... 


In 44 Years as Boss, 
His Agency Expanded 
to $328,000,000 Level 


New York, June 22—Stanley 
Burnet Resor today turned over 
the controls of J. Walter Thomp- 
son Co. to Norman H. Strouse af- 
ter 52 years with the agency. Mr. 
Resor will remain, probably until 
the end of the year, as chairman. 
But Mr. Strouse, who became pres- 
ident in 1955, will henceforth be | 
|chief executive officer (AA, June| 


Resor Set Patterns in 
Building No. 1 Agency 


ADVERTISING AGE commented in an 
editorial: ““Stanley Resor is the last 
active agency pioneer—the last of 
the Titans like F. Wayland Ayer 
and Albert D. Lasker—who largely 
shaped the business in its forma- 
tive years. ; 
“It is difficult to realize,’ the 
editorial added, “that the adver- 
tising business has taken on its 
present size and character in the 
working lifetime of a still active 
man, just as it is sometimes dif- 


Advertising Age, June 27, 1960 


Senators Refuse Monitor Funds Asked 
by FCC, Citing Fear of ‘Censorship’ 


(Continued from Page 3) 
\itoring would lead to some form 
|of program censorship. 
| Chairman Ford argued that 
FCC’s only information about 
broadcasts now comes from the 
reports which stations file. He said 
it has no way of comparing actual 
performance with what the sta- 
tions report, and that at the pres- 
/ent time it handles 1,750 renewals 
annually, with only ten employes 
to investigate complaints. 


# Chairman Ford cited the payola 
situation as the type of evil that 


can develop unless FCC has a_| 


way to keep its eye and ear on 
ithe doings of broadcasters. 

| “The commission wasn’t on top 
‘of the payola situation; we just 
| didn’t know how big it was,” he 


commented. “That’s the under- 
| statement of the year,” Sen. Mag- 
/nuson interjected. 

| The monitoring plan originally 
|described by the commission con- 
| sisted of making spot checks of 
| stations with licenses up for re- 
|newal. Of the 2,000 communities 
|that have broadcasting stations, 
FCC estimated it probably would 
|not monitor more than about 100 
| annually. 

The appropriations committee 
report provided funds for a boost 
in the commission’s staff of inves- 
tigators but barred any monitor- 
ing. “It is the feeling of the com- 
mittee that such procedure might 
lead to considerations of program 
|material and get ‘into the role of 
| censorship, which is prohibited by 
| law,” the report said. + 


‘he moved up to board chairman 
in 1955, the agency was near $200,- 
000,000. Last year it reached $328,- 
| 000,000. 

Mr. Resor was hired for JWT 
by Charles E. Raymond, then vp 
of the Chicago office. Hired with 
him was his brother, Walter, who 
became head of the agency’s Bos- 
ton office in 1909 and who died in 
1940. 


s Stanley Resor was taken on as 
Cincinnati office manager. It de- 
veloped that he possessed a unique 
knack for picking competent peo- 
ple for the agency. Between 1908 
and 1912, when he moved to New 
York and became general manager 
of the agency, he hired James 
Webb Young as a_ copywriter; 
raised Helen Lansdowne from a 
secretary’s spot to copywriter, and 
hired James D. Woolf as a utility 
man. They all achieved great stat- 
ure in later years. In 1917, Mr. 
Resor married Miss Lansdowne. 
That was a year after Mr. Resor 
and several associates took over 
the agency. 


These associates included his 


ficult to realize how close alj| brother, Walter; Charles Raymond; 
America is, in point of time, to|the late Henry Stanton; the late 


| 20). | 
Allied Names Paris Agency | Mr. Resor, who was 81 on April | 


those things that seem such an- | Gilbert Kinney, and Mr. Young. 
cient history in the school text-|Mr. Raymond retired soon after 
books.” |the deal went through, and his 


Allied Chemical International, 
subsidiary of Allied Chemical 
Corp., New York, has appointed 
Publicis S. A., Paris, to handle its 
advertising in France. The account 
will be handled in conjunction 
with G. M. Basford Co., New York, 
Allied’s agency for international 
advertising. 


Olsher Leaves Vassarette 


Rubin S. Olsher has resigned as 
advertising and sales promotion 


manager of the Hollywood Vassar- | 


ette division, Munsingwear Inc., 
Hollywood, effective July 1. 


30, spent 39 years as president of | 
JWT and the past five years as| 


Mr. Resor, who was graduated | stock was purchased by Mr. Stan- | 


chairman of the board. When he | from Yale in 1901, tried tutoring | ton and Mr. Young. (Today the 


stepped aside in July, 1955, in fa- 
|vor of Mr. Strouse, who thus be- 
|came president at the age of 48, 
|Mr. Resor could reflect on at least 
| two major accomplishments: 

le He had built the largest agen- 
cy in the world. 

e He had personally set the pat- 
|tern for the entire agency busi- 
ness. 


/@ When Mr. Resor was succeeded 


as JWT president by Mr. Strouse, 


there; he later decided that a 
teaching career was not for him. 
He. became a door-to-door sales- 
man, then a bank teller. Then a 
machine tool salesman. 


® He entered advertising in 1904 
with the old Procter & Collier, then 


Procter & Gamble’s only agency. In | 


1908 he joined J. Walter Thompson 
Co. in Cincinnati. By 1916 he was 
president. 


agency has about 500 stockhold- 
ers.) 


= When the Resor group took over, 
JWT’s billings of $2,999,000 made 
it one of the four top agencies in 
the U.S. At that point, N. W. Ayer 
led the field with $12,000,000. 


| fullest, 


Old James Walter Thompson, 


| who sold his agency reputedly be- 


cause he felt it had grown to its 
could not have foretold 


jup to $37,000,000, and in 1947 it 
| became the first agency in history 
to surpass the $100,000,000 mark. 

But mere size was never—in 
Mr. Resor’s view—the criterion for 
measuring an agency. It was known 
that he did not like the annual 
billings report published by Ap- 
VERTISING AGE, although JWT in- 
variably headed the list. Billings, 
he maintained, have no meaning 
at all; what does count is how 
good the agency’s service is. 


® In this connection, it was re- 
called that James Webb Young 
once talked with a reporter who 
wanted to know what made Mr. 
Resor “tick.” Mr. Young replied: 


e “Stanley’s drive, reflected 
through the entire organization. 


e “His profound belief in the pow- 
er, and the dignity, of advertising. 


e “Stanley emphasizes we must 
not merely do what an advertiser 
wants to do; we must find the 
right way to do it, and then sell 
the advertiser on that. 


e “Doing the job with integrity. 
Stanley Resor regards J. Walter 
Thompson as the trustee of the 
client’s money.” + 


Hampden-Harvard Moves 
| Account to Daniel & Charles 
Hampden-Harvard Breweries 
Inc., Willimansett, Mass., has ap- 
pointed Daniel & Charles, New 
York, to handle its advertising, ef- 
fective July 1. Included are the 
Hampden, Harvard and Dobler 
beers and ales, marketed in New 
England and upper New York 
state. The account was formerly at 
Cohen, Dowd & Aleshire (now, 
Cohen & Aleshire) and follows 
account executive Edward Rosen- 
wald, who moved to Daniel & 
Charles as a vp from CD&A in 


When he took over the helm,|what the Resor group would ac-| May. He will be the account exec- 
JWT was billing $2,999,000. When |complish: By 1929, billings were | utive at the new agency. 


Kottra 
COORDINATION—Officers of the new National Display Guild, which aims to promote 
high standards of craftsmanship and efficiency in professional installation of point of 
purchase materials, met in Chicago June 21 with Bill Mee, executive director, Point- 
of-Purchase- Advertising Institute, to discuss cooperation between the two groups. Na- 
tional Display officers are A. B. Slattery, president; Arnold Solomon, secretary; Julius 


Sanders Slattery 


Fazio Leander 


Pe 


Crain 


picture). 


Mee Solomon 


aye se oe Hee ee 


McAvoy 


Kottra, treasurer, and John Sanders, executive secretary. Others present were G. D. 
Crain Jr., publisher, Advertising Age; Bob Leander, president, Chicago Show Printing 
Co.; Ken McAvoy, business representative, Displaymen’s Union; Peter V. Fazio, gen- 
eral counsel for the guild, and H. T. Worden, guild consultant (not included in this 
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THE RIGHT SPEECH 
DELIVERED IN THE RIGHT 
LOCAL FORUM 


produces the strongest results 


Advertising talks to people. It gives them reasons for 
wanting and buying your products or service. The more * 


responsive the audience, the more successful the ad. 


The Washington Star has long been noted for its remarkable 


pulling power... for the responsive audience it provides 


for its advertisers. 


This is due in large part to the strong feeling of confidence, | 
to the singularly high regard that Star readers show for i 


their newspaper. 


Almost automatically, this feeling of confidence carries 


over to Star advertisers, giving their advertising the 


Extra Selling Thrust 


that makes the big difference in sales. The Star is the right 
forum for your schedules in the vastly important Washing- 


ton, D.C. market. 


THE WASHINGTON STAR 


WASHINGTON, D.C. 


Member of MILLION MARKET NEWSPAPERS, INC. 
New York: 529 Fifth Avenue * Chicago: 333 N. Michigan Boulevard + Detroit: New Center Building 
Los Angeles: 3540 Wilshire Boulevard + San Francisco: 111 Sutter Street 
Specia/ Florida Representatives: McAskill, Herman & Daley, inc., Roosevelt Bidg., 4014 Chase Avenue, Miami Beach, Florida 
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Set Makers Happy. but Furniture, Appliance, | 


Carpet Men Moan at Furnishings Market 


Cuicaco, June 23—The outlook 
of the home furnishings industry 
may be termed paradoxical. The 
optimism expressed in early Jan- 
uary during the winter market 
(AA, Jan. 11), which sparked a 
pattern of “institutional” adver- 
tising programs, quality goods and 
better markup, has turned to pes- 


simism this week at the spring- | 


summer conclave. 

None of the representatives of 
manufacturers and retailers que- 
ried by ADVERTISING AcE attributed 
poor sales to poor or insufficient 
advertising. 

But John M. Snow, exec vp, Na- 
tional Assn. of Furniture Manu- 
facturers, sees a trend toward more 
advertising by furniture manu- 
facturers. He said producers are 
realizing there is a lack of brand 
identification in retail stores and 
feel they must work to build their 
brand images through advertising. 


s Both the pessimism and the op- 
timism have been “overdone” by 
home furnishings prognosticators, 
charges Roscoe Rau, exec vp, Na- 
tional Retail Furniture Assn. He 
notes that although some retail 
furniture stores are down in sales 
by as much as 6 to 16% so far this 
year, the over-all average brings 
the stores 1% ahead of 1959 (their 
best year) for the first five months 
of 1960. 


a The appliance business has “lost 
its share of the consumer dollar 
again,” according to Robert H. 
Quayle Jr., president, Norge divi- 
sion, Borg-Warner Corp. 

Mr. Quayle notes that the ap- 
pliance industry is looking at a 
very unsatisfactory sales record 
for the first five months of 1960, 
with refrigerator shipments from 
the factory down 5% and auto- 
matic washer sales down 7%. 

The Norge president predicts 
that the appliance industry will 
“fall inevitably into fewer and 
fewer hands and then as prices 
become lower and lower and 
there is no place left to go, some- 
body is going to rediscover that 
there is a place for good selling— 
a place for good service—there is 
a place for reliability and integrity. 

“Then, and only then,” he feels, 
“can the appliance business hope 
to increase its share of the con- 
sumer dollar.” 


s Imports from Belgium and Ja- 
pan are hurting the carpet makers 
here, says Steele L. Winterer, 
president, A. & M. Karagheusian, 
which accounts for the disparity 
between the fact that retail sales 
for the first six months of 1960 will 
equal last year’s sales while U.S. 
manufacturers’ billings will show 
a decline of 642%, he added. 

The American Carpet Institute 
introduced to the floor coverings 
trade at the market a new book 
for carpet retailers, “How to Pull 
Maximum Traffic with Your Re- 
tail Carpet Advertising.” The in- 
stitute believes the book is the 
first manual for carpet retailers 
that offers a “comprehensive anal- 
ysis of the factors that increase or 
decrease the pulling power of a 
retail carpet ad.” 

More than 150 carpet ads are 
reproduced in the 60-page book, 
which has been printed in a spe- 
cial oversize format so the copy 
and artwork in the ads are legible 
to the reader. Cost is $2, and copies 
may be obtained from the Amer- 
ican Carpet Institute, 350 Fifth 
Ave., New York. 


s Amid the wailing from the great 
majority of carpet makers, appli- 
ance and other home furnishings 
people, the tv manufacturers are 
aglow with the rate of sales. Ac- 
cording to C. J. Hunt, vp, Zenith 
Sales Corp., current tv sales are 
within 10 to 15% of the industry’s 
peak 1955 figure, and, he adds, 


|these sales are being made at a 
‘higher average unit price. 

| Perhaps Fred H. Dilg, home fur- 
nishings merchandise manager, 
|Montgomery Ward & Co., spoke 
|for the entire industry when he 


| charged that “someone forgot to | 


|inform the consuming public that 
| the ‘soaring sixties’ were expected 
to commence with spring, 1960, 
and therefore customers failed 
rather miserably in carrying out 


dising fraternity.” # 


Biggest Population 
Increase Outside 
Cities, Census Finds 


(A tabulation of the 1950 and 
1960 population figures for the 189 
standard metropolitan areas ap- 
pears on Pages 94 and 95.) 


WASHINGTON, June 23—Of the 
total population increase in the 
U. S. since 1950, two-thirds has 
occurred in metropolitan areas out- 
side the central cities, the Census 
Bureau reports. 

Although these outlying parts of 
the metropolitan areas contained 
less than one-fourth of the U. S. 
population in 1950, they showed an 
increase of nearly one-haif and 
accounted for 17,100,000 of the 26,- 
400,000 increase shown by prelim- 
inary 1960 census totals for the 50 
states. 


s The population in the 189 stand- 
ard metropolitan statistical areas 
of the U. S. totals about 108,900,- 
000, representing about 61.3% of 
the preliminary count of about 
177,700,000 for the 50 states, the 
bureau reports. These figures do 
not include totals for persons enu- 
merated away from their usual 
place of residence. These will be 
allocated in the final figures to be 
published later. In light of this, the 
Census Bureau pointed out, the fig- 
ures for all places now being an- 
nounced are subject to revision. 

Among the 189 metropolitan 
areas, 180 gained population and 
nine lost population. Of the in- 
crease of 26,400,000 shown by the 
preliminary counts for the 50 
states, 21,300,000 or 80%, oc- 
curred within the metropolitan 
areas. + 


Auto Ads in Dailies 
Up 35% in First 
Quarter ‘60: BofA 


New York, June 21—Auto ad- 
vertisers invested $31,455,000 in 
promotion of domestic and foreign 
cars in newspapers during the first 
quarter of 1960, according to a re- 
port prepared by Media Records 
for the Bureau of Advertising, 
ANPA. 

The report said 1960 expendi- 
tures were up 35% over the same 
period last year, when passenger 
car advertising in newspapers to- 
taled $23,385,000. 

Biggest increase in the period 
was for domestic compact car ad- 
vertising, up 205% over expendi- 
tures in 1959. Newspaper advertis- 
ing of “low-price” autos dropped 
25% from the first quarter in 59. 
Automobile % 

Group 1960 1959 Change 
High price $ 1,695,000 $ 1,340,000 + 25 
Medium 


price ...... 11,179,000 8,996,000 + 25 
low price 5,533,000 7,381,000 — 25 
Small 

domestic 7,779,000 2,549,000 +205 
Low price & 1 


small domestic 

combined 13,312,000 9,930,000 + 34 
Foreign .... 2,115,000 1,513,000 + 40 
| *All others 3,154,000 1,606,000 + 96 
| Total 31,455,000 23,385,000 + 35 
*Combination copy, sports cars and insti- 
tutional. + 


their obligation to the merchan- ° 


Valian!—suwe oF te compacts 


“Piensa nine of tat wOAD 


gg 
HUSTLE DOWN TO YOUR PLYMOUTH VALIANT DEALER 


|TWO CARS FOR ONE PRICE—Chrysler 

Corp. is offering two new cars—a 

Plymouth and a Valiant—for one 

price in ads like this one in 365 

newspapers. Radio spots, outdoor 

and bus and taxi posters also are 
being used. 


ONLY WANT ONE? & 


Chrysler Pushes 
Two-Car, One-Price 


Offer in June 


Detroit, June 21—Chrysler Corp. 
has launched a nationwide adver- 
tising campaign offering two new 
cars—a Plymouth and a Valiant— 
for one price. This is believed to be 
the first time that a car manufac- 
turer has made such an offer. 

The campaign, which started 
June 19, will run for three weeks. 
A total of 365 newspapers in 295 
markets, and spots on 335 stations 
in 105 markets will constitute the 
major portion of the promotion. 
Outdoor and bus and taxicab post- 
ers in major markets also will be 
used. Batten, Barton, Durstine & 
Osborn, the agency for Valiant, is 
handling the campaign. 


= The deal offers the two new 
cars for $94.26 a month for 36 
months plus a one-third down 
payment of the total cost. Thus, the 
down payment would amount to 
$1,131.12, and the 36 monthly pay- 
ments would reach $3,393.36 for a 
total cost of $4,524.48. 

The prices are based on com- 
bined suggested retail prices of a 
Plymouth Savoy two-door, six-cyl- 
inder sedan and a Valiant V-100 
four-door sedan plus a 6% interest 
charge. The total price includes 
only federal taxes. # 


Fawcett Drive Promotes 
*Woman’s Day,’ ‘True’ 

Fawcett Publications, New York, 
has launched a $400,000 ad cam- 
paign to promote Woman’s Day 
and True, using dailies in some 
major markets, plus business pub- 
lications. The drive will run 
through November. 

C. J. LaRoche & Co. is the agen- 
cy. 


Schering Names Albach 

Schering Corp., Bloomfield, N.J., 
has appointed Christopher J. Al- 
bach advertising administrative 
manager. Mr. Albach joined 
Schering in 1952 and has served as 
assistant advertising production 
manager, advertising production 
estimator and estimating and 
scheduling coordinator. 


‘Contract’ to Bow in Fall 
Contract, a monthly trade maga- 
zine with an initial circulation “in 
excess” of 10,000, will be published 
starting in November. The publi- 
cation, covering the commercial 
furnishings field, will charge $445 
for a b&w page. Publisher is 
H.M.S. Publications, New York. 


Advertising Age, June 27, 1960 


'U.S. Agency Billings Rose 35% from 
‘D4 to ‘58, Census Bureau Reports 


(Continued from Page 1) 
are currently being released by 
the Census Bureau, and a detailed 
analysis of the advertising agency 
business eventually will be sum- 


Lawsuit Reveals 
‘58 Newhouse Effort 
to Buy ‘Sunpapers’ 


BALTIMORE, June 23—Samuel I. 
Newhouse, operator of a mush- 
rooming chain of newspapers 
throughout the country, made a 
June, 1958, offer to purchase a con- 
trolling number of shares of A. S. 
Abell Co., publisher of the Balti- 
more Sunpapers and owner of 
WMAR-TY, at a price two-and-a- 
half times the appraised value of 
the stock shares. (The offer was 
for $40,000,000, it has been report- 
ed.) 

Facts relating to Mr. Newhouse’s 
offer were alleged before Federal 
Court Judge R. Dorsey Watkins in 
a suit brought by Mrs. Jessie 
Black Blakiston of Beverly Hills, 
Cal., against Fidelity-Baltimore 
National Bank and Mercantile 
Safe Deposit & Trust Co., as 
trustees; the Fidelity-Baltimore 
and Gary Black, as executors, of 
the estate of Harry C. Black and 
A. S. Abell Co. 


® The suit contends that an im- 
proper value was placed on the 
3,300 shares of A. S. Abell Co. 
stock arising from the estate of 
her father, the late Van Lear 
Black, when the stock was repur- 
chased under an agreement set 
forth in the will of the late Harry 
C. Black, her uncle. Mrs. Blakiston 
claims that as a result of the low 
valuation of $138 a share placed 
on the stock by Mercantile Safe 
Deposit & Trust Co., she was fi- 
nancially injured. 

Testimony by Marc Hass, a New 
York investment banker, and Wil- 
liam L. Marbury, who formerly 
represented the Blakiston interests, 
revealed that the Newhouse offer 
of $335 a share was presented to 
two directors of A. S. Abell Co., 
but conditions for negotiations had 
not been met. Mrs. Blakiston is 
asking Judge Watkins to review 
the transaction by which A. S. 
Abell Co.. bought the stock for 
$138 per share, and to set a higher 
share value on it. 


"REPUBLICAN’ EDITORS 
HIT NEWHOUSE BUY 

SPRINGFIELD, MAss., June 21— 
The editors of the Sunday Repub- 
lican, one of the three papers pub- 
lished here by Republican Co., in 
which S. I. Newhouse has bought a 
40% interest (AA, June 20), ex- 
pressed shock over Mr. Newhouse’s 
purchase in a front-page editorial 
last Sunday. 

“The work and pride of four 
generations is at an inglorious 
end,” the editorial commented. 


= Mr. Newhouse bought the in- 
terest in the company, which also 
publishes the Daily News and the 
Morning Union, from relatives of 
the late Samuel Bowles. Mr. New- 
house also acquired the rights to 
purchase an additional 45% inter- 
est in the company at a future date 
from the widow and children of 
Sherman H. Bowles. 

The editorial described Mr. New- 
house as “a stranger to this area” 
and said he typifies “absentee 
chain ownership.” 

Meanwhile, Boston Attorney 
Richard C. Evarts, in behalf of the 
family of the late Sherman Bowles, 
issued assurance the Springfield 
papers will remain “community 
newspapers, devoted solely to the 
interest of Springfield.” + 


| marized in a special bulletin. 

Preliminary bulletins for about 
half a dozen states have already 
been released, with the remainder 
scheduled for distribution during 
the next three to four weeks. Cen- 
sus officials are unwilling to indi- 
cate when the special agency 
bulletin will be tabulated, because 
the bureau’s equipment has been 
turned over almost entirely to the 
population cen.us. 


® The Census Bureau has also re- 
leased preliminary tabulations of 
outdoor and miscellaneous adver- 
tising. Included in the last catego- 
|ry are research service, handbill 
distribution, distribution of sam- 
ples, and bus and trolley ads. 

These figures showed there were 
1,713 outdoor advertising com- 
panies in the country, 1,371 of 
them larger than a one-man oper- 
ation. 

The outdoor advertising receipts 
amounted to $218,958,000, with a 
payroll of $73,160,000. The out- 
door companies employ 13,578. 

Miscellaneous advertising re- 
ceipts were $323,644,000 with 2,747 
organizations involved in such 
activity. + 


Six Magazines 


Have Record Ad 
Gains in lst Half 


NEw YorK, June 24—Six con- 
sumer magazines rang up record 
revenues for the first half of 1960. 

Life reported gross revenue for 
the first six months of the year at 
$70,500,000, as against $65,187,000 
in 1959. Ad pages for the first half 
of ’60 totaled 1,758, as against 1,785 
in 59. The magazine published 25 
issues in ’60, compared with 26 is- 
sues last year. 

The Saturday Evening Post re- 
ported an alltime high advertising 
revenue of $56,206,953 for the first 
half of 1960, compared to $46,805,- 
859 for the same period a year ago, 
representing a gain of 20.1%. The 
Post contained 128 more pages of 
advertising for the six-month peri- 
od than for the first half of ’59. 

Look’s gross revenue for the first 
six months totaled $27,603,000, a 
33% gain over the $20,725,000 re- 
ported in the same period last year. 
It carried 788 pages, up 21% from 
650 pages last year. 

Gross revenue for Newsweek in 
the first half was $14,105,406, a 
13.6% gain over $12,437,955 in the 
like period last year. The maga- 
zine did not report its page figures 
for the period. It ran 1,516 pages 
in the first half of ’59. 


= Sports Illustrated’s gross reve- 
nue was $7,300,000 in the first half, 
up from the $5,582,000 reported in 
the same period last year. SI car- 
ried 1,297 pages, a 25.2% gain over 
last year’s 1,036. SI carried 879 
pages of national ads in the first 
half, 418 pages of regional. In the 
first half of ’59, it carried 721 
national pages, 315 regional. 

Time, with a gross revenue of 
$27,000,000 in the first half, scored 
a 17% gain over the comparable 
period last year. Time ran _ 1,594 
pages, or a gain of 105 pages over 
the first half of ’59. + 


Pasley Joins Universal 

James L. Pasley has been named 
president of Universal Direct Mail 
Service Co., St. Louis, a division 
of Universal Printing Co. Mr. 
|Pasley formerly was sales’ promo- 
{tion manager of Trans World Air- 
‘lines for the past nine years. 
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SHARE THE 


A mood can work wonders. It is more than 
atmosphere or a stage setting; a mood has a 
persuasive power all its own. Mood isa secret 
of great art, great music—and great mag- 
azines. ; 

Holiday is a mood. It is devoted to a single 
theme: the full, rich enjoyment of life. Each 
month perceptive writers, photographers 
and artists explore and interpret this theme. 
Their articles and pictures, such as our lovely 


There’s a rewarding new world for you in HOLIDAY 


MAGIC OF A MOOD 


example above, capture the beauty and ex- 
citement of a fascinating world. 

The Holiday Mood is shared by more than 
900,000 active affluent families. Holiday is 
an important part of their way of life. And 
the Holiday Mood encompasses products 
as well as ideas, for both are a part of the 
enjoyment of life. 

That is why advertisers aren’t simply in 
Holiday. They are part of Holiday. 
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: SOMETHING TELLS ME... 
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You'll be better off 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
_ Plastic Plates e B&W and Color Proofing 
de Duplicate Photoengravings 


160 East Iilinois Street, Chicago 11 « OElaware 7-1541 


Morton Names Rankin, Day 

Morton Salt Co., Chicago, has 
appointed John M. Rankin to the 
newly created post of administra- 
tive sales manager and Richard E. 
Day has been appointed advertis- 
ing manager of consumer products. 
Mr. Rankin was formerly western 
area sales manager. Mr. Day, for- 
merly with Needham, Louis & 
Brorby, succeeds C. R. Rowland, 
who has been appointed south- 
western division sales manager in 
Dallas. 


‘Car Craft’ to Increase Rates 
Car Craft, Los Angeles, will in- 
crease its advertising rates effec- 
tive with its January, 1961, issue. 
Rates for a one-time b&w page will 
be increased from $600 to $700. 


EWRR Promotes Roach 

William F. Roach, market re- 
search manager of Erwin Wasey, 
Ruthrauff & Ryan, Chicago, has 
been promoted to associate re- 
search director. 


You’re in 
ee ein Indiana 
with the STAR 

and the NEWS 


ae: 


Whether you're selling beefsteak or broadlooms... 
you can sell your brand easier, quicker in this $3.8 
billion, 45-county market with The Star and The News. 


In 1959, this great morning and 

evening newspaper combination carried 
72.18% of retail food and 80.9% of 
department store lineage. 


The Indianapolis Star 


The Indianapolis News 


KELLY-SMITH COMPANY NATIONAL REPRESENTATIVES 


Si eahaens lea' TI ae ghee Sanat 
Te a pee eaeals —— 
he e. 
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Dayton Code Calls 
for Asking Media 
to Boycott False Ads 


Dayton, O., June 21—A four- 
point “Truth in Advertising” 
code has been adopted by three 
organizations here. 

The Dayton Advertising Club, 
Dayton Better Business Bureau 
and Dayton council of Ameri- 
can Assn. of Advertising Agen- 
cies have accepted a code pre- 
pared by a steering committee 
of nine. 

The code states: 


s “Recognizing that truthful 
advertising is a sound business 
practice, we agree: 


e “1. To make certain our ad- 
vertising, as a whole and in all 
parts, is accurate and truthful. 


e “2. To avoid statements or 
techniques designed to create a 
false impression or to conceal 
the true nature of the offer and 
any conditions that may actual- 
ly be present. 


e “3. Never to conceal or omit 
an essential material fact. 


e “4. To make good on any 
promises made or implied in our 
advertising.” 


= The Dayton Better Business 
Bureau staff under Hazel L. 
Nolan, secretary-manager, will 
act as the clearing house for all 
complaints concerning advertis- 
ing. If the code is violated and 
cooperation cannot be obtained, 
the bureau will present the mat- 
ter to the board of review, com- 
posed of no fewer than 25 mem- 
bers of the Dayton Advertising 
Club. No fewer than five mem- 
bers of the board will hear the 
complaint, and none of these 
shall have a direct interest in 
the matter. 

The board of review may take 
one of several actions if the 
advertising is found in viola- 
tion. 

If the advertising is national, 
the National Better Business 
Bureau and the American Assn. 
of Advertising Agencies will be 
notified. 

If it is local and the review 
board is unable to obtain the co- 
operation of the offending com- 
pany, then it may request media 
to refuse any further advertis- 
ing from the advertiser. + 


Outdoor Advertising Inc. 
Publishes ‘Outdoor Annual’ 
Outdoor Advertising Inc., New 
York, has published “Outdoor 
Annual,” a 58-page booklet con- 
taining the best outdoor adver- 
tising poster and painted display 
designs, selected at the 28th Na- 
tional Competition & Exhibit of 
Outdoor Advertising Art, spon- 
sored by the Art Directors Club 
of Chicago. 

The annual, formerly called 
“Poster Annual,” also contains 
an acetate scaling guide for 24- 
sheet and 30-sheet poster pro- 
portions, which may be removed 
and used as an art tool. Addi- 
tional information on the book- 
let may be obtained from Wil- 
liam F. Flower, director of pub- 
lic relations, Outdoor Advertis- 
ing Inc., 360 Lexington Ave., 
New York. 


James Lees Sets Campaign 
James Lees & Sons Co., 
Bridgeport, Pa., will use color 
page ads in Sunday supple- 
ments, newspapers and consum- 
er magazines this fall to intro- 
duce a single new carpet called 
Open House. Color ads are 
scheduled for the Oct. 10 issue 
of Life, the October issue of 
Reader’s Digest and the Oct. 16 
issues of Sunday, Parade and 
Family Weekly. B&w ads are 
slated for six independent sup- 


plements and 18 newspapers. 
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GOOD OLD DAYS—F&M Schaefer 
Brewing Co., Brooklyn, is using 
this full-color dimensional an- 


tique car store display, de- 

signed to hold six-packs or 

quarts, to tie in with the cur- 
rent nostalgic trend. 


| 
Colombia Coffee 


Group Continues’ 
$1,000,000 Push 


Ads, Via Doyle Dane, 
Budgeted at Present 
Level for Five Years | 


New York, June 21—Juan 
Valdez, the symbol of Colombi- 
an coffee, is here to stay. The 
National Federation of Coffee 
Growers of Colombia has ap- 
proved a tentative advertising 
budget, on a level at least as 
high as the current, initial one, | 
for the next five years. 

The account, which caduteeah| 
Doyle Dane Bernbach, New) 
York, last fall (AA, Nov. 16),| 
bills an estimated $1,000,000. 
The agency has been instructed 
to prepare plans for the 1961 | 
campaign, to be approved by a} 
mission from the national com-| 
mittee, the governing body of} 
the Colombian group, in August. 

Gomez Jaramillo, federation | 
general manager, said in New 
York last week that Colombia 
will continue to support the 
general coffee promotion pro- 
grams of the Pan American Cof- 
fee Bureau and the Internation- | 
al Coffee Agreement. 


es Juan Valdez was introduced | 
in the Colombian campaign ear- 
ly this year, and he apparently 
has become successful as a sym- 
bol, and will continue to grace 
Colombian coffee ads. # 


Curcio Agency Adds Account 

Northeast Petroleum Corp., 
Boston, has appointed Andrew 
Curcio Advertising Co., Cam- 
bridge, Mass., to handle adver- 
tising, publicity and sales pro- 
motion for itself and a new af- 
filiate, Northeast Petroleum 
Corp. of Rhode Island. 


McLaughlin Joins Warner 

David G. McLaughlin has 
been named sales manager for 
television in Canada for Warner 
Bros. Pictures Distributing Co. 
of Canada, with headquarters in 
Toronto. Mr. McLaughlin for- 
merly was national film sales 
representative for All-Canada 
Radio & Television Ltd. 


Kocour Joins Y&R 

Max Kocour, formerly account 
supervisor at Needham, Louis & 
Brorby, Chicago, has joined 
Young & Rubicam, Chicago, in 
the same capacity. 


arg Alaska Picks Bozell & Jacobs 


Bozell & Jacobs, New York, has 
been appointed to handle advertis- 
ing and public relations by the di- 
vision of tourism and economic de- 
velopment of Alaska. The account 
will be primarily public relations 
with a small amount of advertis- 
ing in Chicago and West Coast 


| newspapers. 


Lisy Joins Gold Bond Stamp 


Clayton Lisy, former vp and ac- 


/count supervisor of John W. For- 
jney Inc., 


Minneapolis, has been 
named advertising manager of Gold 
Bond Stamp Co., Minneapolis. 


Boat Assn. to Keelor & Stites 


Keelor & Stites Co., Cincinnati, 


|has been named to handle adver- 


tising and public relations for the 


| American Boating Assn. 


ANSWER-AMERICA 


Will Make Your Client’s Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day .. . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer-America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 
paper, radio and T.V. advertising. For complete information, write 
Answer-America. 


Executive Office 
ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, il. 


RAndolph 6-2339 
AFFILIATE ANSWER CANADA 


Kansas City and all that jazz 


Ss There’s a new kind of jazz in Kansas City these 
Ss, days. Cool. 
very much alive. 


exciting things are happening here. It’s a mov- 
ing, imaginative, responsive community of more 
than a million. 


Collected. Professional. But also 


CBS-TV 'S 
Channel5 BN 


And it’s jumped right off Twelfth St. (the Rag, 
you know) and into the auditoriums at Kansas 
City University and the Conservatory. Or you 
can catch it in more traditional surroundings 
over on Troost Ave. or out on Blue Ridge Road. 
This new jazz harmonizes with Kansas City. For 


KANSAS CITY KCMO KCMO-TV 
SYRACUSE WHEN WHEN-TV 
PHOENIX KPHO KPHO-TV 
OMAHA wow 

TULSA KRMG 


KCMO-TW/' 


Represented nationally by The Katz Agency 


WOW-TV John Blair & Co.—Blair-TV 


And Keness City responds — so say ARB and 
Nielsen — to KCMO-TV. Largely because we 
broadcast at maximum power from America’s 
tallest self-supported tower. And partly due to 
the fact that we dig Kansas City all the way. 


Sid Tremble, 


The Katz Agency 
The Katz Agency 
The Katz Agency 


John Blair & Co. CESSFUL FARMING Magazines. 


egoel Be wia.h Missouri 


nbower, 
“View President and General Mer. 
Station Mgr 


Meredith stations are affiliated with 
BETTER HOMES AND GARDENS and SUC- 
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~ Medias Law: 


To a retailer of rods and reels, the 
pulling power of an advertising 
medium is equal to the number of 
rods and reels retailed. 


To media men, pulling power is 
influenced by several inter-related 
factors. 


The law or formula looks like this: 
Pulling Power 


Circulation Volume 
x 

Editorial Vitality 
x 

Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More: Chicago families read the 
wy Tribune than the top five weekly 
++ magazines combined; more than 
Ww six times as many Chicagoans turn 
its pages as turn on the average 
evening TV show! 
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The Editorial Viewpoint ... 


Act on the Boggs Bill 


People in the advertising and public relations business, who a week | 
ago harbored faint hopes for passage of the Boggs bill to protect | 
business from tax reprisals for advertising or public relations activi- 
ties expressing views on controversial legislative issues, have taken | 
new heart from the action of the House ways and means committee | 
in unanimously reporting the bill out. 

The bill (H.R. 7123), sponsored by Rep. Hale Boggs of Alabama, | 
ought to be passed into law, but its future is still doubtful—mostly | 
because Congress is scheduled to adjourn in about two weeks. Hence 
anything advertising organizations and individuals can do to hasten its 
passage—definitely including telegrams to their representatives in| 
Congress—seems called for. 

The Boggs bill specifies that no business expenditure (including ad- 
vertising) that is reasonable and necessary is to be disallowed for 
tax purpose “merely because” it was incurred to support or oppose | 
legislation. In addition to solving an important advertising problem, | 
it also would end debate on whether dues payments to trade associa- | 
tions which engage in lobbying activities are or are not deductible for 
tax purposes. 

The bill has the tacit, if net the open, approval of the Treasury 
Department, which apparently sees in it what most business men see | 
in it—a reasonable opportunity to clear up an unclear and unreason- | 
able restriction in present day law. 

We hope it will become law. | 


The Creators Are Restless 


A great deal has been said and written about McCann-Erickson in 
recent years, and we have contributed at least our fair share of the 
discussion. 

Whatever else one may say about the huge agency, it is as clear 
as anything can be in this business of ours that the powers that be at 
McCann have no hesitancy about trying things out. They are certain- 
ly no slaves to the status quo, and no careful observers of custom and 
tradition. And for this willingness to experiment and to strike out on 
new trails, they deserve a great deal of credit. 

Currently McCann is experimenting with a new creative unit, 
freed not only of administrative worries and problems, but also of 
day-to-day deadlines and schedules. The McCann subsidiary, called 
John H. Tinker & Partners (after well-known writer and art director 
John Tinker), seemingly has not yet completely shaken down, but its 
apparent purpose is to allow mature creative talent to pursue the an- 
swers to creative problems without becoming enmeshed in day-to-day 
management and administrative problems and without constantly be- 
ing harassed by deadlines. 

The experiment is a noble one, and we hope it works, although 
there is something about the ivory-tower approach to advertising 
problems which inherently frightens us. The stereotype of the adver- 
tising genius who hits upon exactly the right words and music while 
locked in an inaccessible eyrie is, we suspect; almost pure fiction; in 
general, the best ad campaigns seem to grow out of more than casual 
nose-rubbing with the product, its distribution problems, its charac- 
teristics and its potential uses. 

Nevertheless, the over-all problem is an important one, and we are 
glad to see McCann experimenting in a new and intriguing direction. 

We are interested, also, to note that Kenyon & Eckhardt has re- 
vised its creative setup so as to make complete groups responsible for 
all the creative activities on an account. Previously, the agency had 
used the departmental system, with commercial production, art and 
copy operating as separate departments. 

The team or group system, with all work integrated, seems to us a 
far better system, providing the groups are large enough so that they 
can include experts in the various specialties. 


Wonders on the Horizon 


If some of the forecasts of speakers before the annual meeting of 
the American Marketing Assn. are to be believed, there is no need 
to worry about what we are to promote during the years ahead. We 
will have a whole new grab-bag of exciting new products and serv- 
ices to sell, and they should go like the proverbial hot cakes. 

D. Reed Weedon Jr., of Arthur D. Little Inc., enunciated enough 
new products and ideas he sees on the horizon to keep all of us busy 
for a considerable time to come. But we also agree with Robert J. 
Eggert, of Ford Motor, who thinks customers are getting “choosier” 
and harder to please. We are particularly impressed with this state- 
ment: 

“There will be increased discrimination in customer demands for 
dependability. Manufacturers with trouble-free products and dealers 
who offer service that can be depended upon will find more custom- 
ers. We certainly have grown more sensitive to this trend in the au- 
tomobile business. The buyer just seems less tolerant than he used 
to be.” 


—Sandy Woodbridge, Bozell & Jacobs, Omaha. 
“Is our research department in a jam! The boss dropped $600 on the 
race tips they gave him.” 


What They're Saying... 


Ten-Year Picture of 
Convenience Foods 

One out of every three kitchen- 
work-reducing food items sold now 
was unheard of ten years ago. 
Meanwhile, supermarkets have 
drastically increased the number 
of items they offer the consumer. 
The average supermarket now 
handles 6,100 items compared to 
3,700 ten years ago. And the com- 
pany I serve now produces 102 
products, two-thirds of which 
have been added in the past ten 
years. 


—W. B. Murphy, president, Camp- 
bell Soup Co., speaking to the Na- 
tional Federation of Financial Ana- 
lysts Societies in New York. 


some inferior, thin enamelware 
and what was supposed to be a 
stainless steel kitchen set. I wish 
you could see it after 30 days. 

I advise readers of this column 
to patronize reputable, established 
stores who advertise in the local 
papers for more reasons than one. 


A Reader 
—Letter in the Chicago Sun-Times. 


‘Good Manners to Win Friends’ 

Putting it as simply as possible, 
I think we can call public relations 
“good manners to win friends” and 
point out that the way to achieve 
good public relations is to do good 
and provide systematic communi- 
cations to describe what we do. 


Let the Buyer Beware 

I advise housewives and others 
to be careful of alluring misleading 
bulk mail ads they receive. My 
wife fell for one of them. Later a 
fast-talking pitchman visited our 
home. I very foolishly put my 
name on the dotted line of their 
small print agreement. For our $50 


False modesty has no place in this 
program but neither does bragging 
or blatant self-pfaise. It is simply 
good common sense to recognize 
that public opinion is a force which, 
constructively nurtured and fos- 
tered, can contribute much to the 
success of any enterprise. 

—R. Woolcott Hooker, senior vp, 


Hooker Chemical Co., Niagara Falls, 
N. Y. 
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Rough Proofs 


Distribution of coupons intended 
for redemption by consumers has 
given a wonderful opportunity to 
sharpshooters who find them just 
as profitable and not nearly as 
hazardous as counterfeiting. 


“Morgan charges publishers 
don’t back ad field,” the headline 
says. 

And some of their editors have 
no idea where their paychecks are 
coming from. 


Both the maker of and the agen- 
cy for Regimen, the weight reduc- 
er, have been indicted by a New 
York grand jury. 

Is the 15% supposed to cover le- 
gal liabilities of this character? 


“McCann sets up creative unit 
free of administrative details, wor- 
ries,” headlines the world’s great- 
est advertising journal. 
Sometimes, they say, it takes the 
pressure of deadlines to stimulate 
the creative urge. 


Arnold Palmer told readers of 
the Post that he planned to capture 
golf’s four greatest titles this year, 
and then he shot a 65 in the final 
round of the National Open to show 
just how he does it. 


“The advertising business is still 
being invented,” remarks James W. 
Wallace of Ayer. 

And unfortunately some of the 
best inventions can’t even be pat- 
ented. 


“Want a cabin for hideaway 
vacations?” asks The American 
Home. 

It’s a great idea provided you 
can hide far enough away from all 
those new superhighways. 


“Every advertisement,” says Leo 
Burnett,. “starts out as a blank 
sheet of paper.” 

And some advertisers complain 
they draw a blank even after the 
paper is covered with ink marks. 


The indefinite postponement of 
the Medical Radio System suggests 
that while doctors undoubtedly 
love advertising, they hesitate to 
pay for the privilege of having it 
delivered to their busy offices. 


“Central Registry program to 
build door-to-door magazine sell- 
er’s image,” the headline says. 
The idea is to show that he may 
not always be a boy working his 
way through college. 


An FTC hearing examiner won- 
dered out loud “how chastened the 
Madison Ave. crowd is.” 

Don’t answer, boys—the umpire 
can throw you out of the game. 


With all those new deodorants 
coming on the market, the adult 
male and the adult female are be- 


coming highly self-conscious. 
Copy Cus. 
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oot a 
product for 


OUTDOOR 
fun? 


Boating and Fishing is daily in South 
Florida . . . a 12-month-a-year family 


“4-STAR BOATING-FISHING PACKAGE” 
builds a responsive audience 


* “Boating with Jim Martenhoff"’— a daily 
column awarded the Thomas Fleming Day 


sport .. . an amazing market for boats 
; top prize for BEST IN THE NATION. 


outboard motors, marine and fishing ' ‘ 
° “Fishing with Vic Dunaway’’— a daily 


equipment - . . Stimulated by ign : column of up-to-the-minute reel-and-rod 
MIAMI HERALD’s “4-Star Boating- news that anglers swear by! 
Fishing Package.” Tame RN % The Herald-sponsored Metro Miami 


Fishing Tournament... world famous... 
54,485 entries this year...columns 
of news and pictorial coverage. 


*% The Herald Friday “Outdoor Pages’’.. . 
they point up a complete package 
of weekend fun under the sun. 


SOUTH FLORIDA is definitely a NEWS. 
PAPER MARKET and THE MIAMI 
HERALD is the TOTAL SELLING 
MEDIUM. Hook up for good dividends! 


HAVE YOU SEEN THE NEW BROCHURE ON 


MIAMI / SOUTH FLORIDA MARKET? 
YOURS FOR THE ASKING. PUBLISHED BY ; 
Story, Brooks & Finley, National Representatives. o 


The Miami Herald 


2nd IN THE NATION IN VOLUME OF NEWS, 
EDITORIAL FEATURES AND TOTAL ADVERTISING 
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185,000 people 
= = found home furnishings 
3 ideas here 


THIS IS THE STREET American Home helped pack with more home furnishings ideas than any other 
street in America! It’s in Houston, Texas — lined with 31 quality model homes. Houston’s Home 
Builders Association called on American Home exclusively to help decorate and furnish them. Editor 
John Carter led a crack editorial team into the city. Local decorators from 28 department and specialty 
stores pitched in. The street bustled with activity. All the excitement of American Home’s decorating 


and furnishings know-how suddenly burst into life. Result? Huge crowds. At last count, 185,000 
people visited the All-American Home street of dreams... largest turnout in the 9-year history of 
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American Home editors and 22 local 
decorators plan each model home. 


Brand name home furnishings fea- 
tured throughout. 


Foley's window displays . . . typical of 
leading department store tie-ins. 
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In-store displays ... like Joske’s ... 


Houston’s Parade of Homes. Unusual? Not for the new American Home. It’s typical of the = _ °° “rotlenisd he event 


excitement American Home stirs up month after month among 12,000,000 home- 
conscious men and women. There’s a new youthful vitality. .. a new depth of information 
...a bright new look about this bright new book. It devotes a greater share of its pages to 
decorating and furnishing —colors, fabrics, furniture, appliances —than any other big 
magazine. And that goes for meal planning, building and remodeling, too. This is the 
magazine that.can make your product the talk of the best streets in America! 


American Home editors make final 
check before opening day. 


The scene is set .. . 31 model homes 
es oe ge : decorated and furnished with the 
ang * 2 a aa cooperation of American Home. 


ee 7 oe 
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Editor John Carter “cuts the ribbon” 
with Mayor Cutrer and Miss Houston. 


‘ rh aS 


And they li 


ned up to get in... 


G. J. Neilson, Exec. Sec., Houston 
Home Builders Assn. says: “...Amer- 
ican Home added dignity, recognition, 
and national prestige to our show...” 
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Q- = Is there a a more effective way for you to sell 
: : _ the | FHOUGHT-LEADERS of = 


aie 


| A. a - Yes! Visualize your sales story in the 


unique editorial climate of _ 


the new BETTER FARMING METHODS 


a your BFM sciaiinis bptclaties fora : iia 
or paplorntiys of this. THOUGHT-LEADER concept. 


_ BETTER FARMING METHODS 


Mount Morris, Ill. 


Watt Publishing Co. 


Clough Elected President 

Irene Clough, Philadelphia Bul- 
letin, has been elected president of 
the Philadelphia Club of Advertis- 
ing Women. Also elected were 
Ann Richter Lewis, Zabel Bros., 
lst vp; Ronnie L. Barth, WRCV- 
TV, 2nd vp; Elizabeth Eichman, 
Eichman Advertising, treasurer; 
Alice S. Brothers, Stephenson- 
Brothers, assistant treasurer; Jan- 
et W. Conroy, Walter T. Arm- 
strong Inc., recording secretary, 
and Phyllis M. Lewis, Ullman 
Organization, corresponding secre- 
tary. 


Royal Distilled to Morrissey 

Royal Distilled Products Inc., 
Chicago, has appointed John B. 
Morrissey Co., Chicago, to handle 
its account. Royal recently was 
appointed to serve as exclusive 
distributor for Grommes & Ullrich 
pre-war straight Kentucky bour- 
bon whisky and plans for an in- 
tensive direct mail, newspaper and 
trade publication campaign are be- 
ing developed. 


VOICE 


OF AUTHORITY 


IN THE 
PIEDMONT 


CAROLINAS 


CHARLOTTE 50,000 WATTS 


Collectively, these awards mean that 


WBT’s 38 years of broadcasting have 


made it the trusted and authoritative 


radio voice of the multi billion-dollar 


market in the Piedmont Carolinas. 


AWARD-WINNING 
VOICE of = 


AUTHORITY : 


CAROLINAS | 


Fe 


2,216,600 


2,216,600 consumers populate 
the 75-mile radius around 
Charlotte . . . a population 
larger than the comparable 
area served by Atlanta. 


Jefferson Standard Broadcasting Company 


Represented Nationally by CBS Radio Spot Sales 
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13 S.F. Radio Outlets 
Bury Ax in Joint 


Promotional Effort 


New York, June 21—Thirteen 
competing radio stations have put 
aside their differences and have 
locked arms in a joint effort to 
sell their medium and their mar- 
ket—San Francisco. Even the sta- 
tions’ representatives have ceased 
firing long enough to play host to 
these members of the San Fran- 
cisco Radio Broadcasters Assn. as 
they tour seven of the major mar- 
kets to deliver their 20-minute col- 
or slide and talk presentation to 
time buyers. 

The broadcasters gave their 
presentation, entitled “San Fran- 
cisco—Radio Market with a Gold- 
en Gait,” here June 14 and 15 
and will spend the remainder of 
the month marching through De- 
troit, Minneapolis, Chicago, St. 
Louis, Hollywood and Los Ange- 
les to deliver their gilded figures 
touting San Francisco as the No. 
2 market west of the Mississippi. 


= Some of the facts pointed up 
in the presentation: San Fran- 
cisco Bay Area’s population has 
reached 3,752,000, or four times 
what it was in 1900; unemploy- 
ment is 4% compared to a national 
average of 6.4%; -in 1958, San 
Franciscans spent $4,818,309,000 
in taxable retail sales, compared 
with Detroiters, who, although 
greater in number, spent $4,500,- 
000,000 during the same year; 
there is one car for every 2.2 peo- 
ple in San Francisco; it attracts 
1,622,923 tourists a year who spend 
$85,690,334 in the market, and it 
has the greatest percentage of pop- 
ulation in the heaviest buying 
group—20-49 years—of any of the 
top markets. The broadcasters end 
with flourish by showing that ra- 
dio in San Francisco has a cost per 
thousand of 81¢, compared with 
television’s $1.25, and newspapers’ 
$12.83. 


s The traveling station managers 
who participated in the presen- 
tation were J. Walter Carroll, 
KSAN; Milton H. Klein, KEWB; 
William E. Nichols, KFRC; Homer 
Odom, KABL; William D. Shaw, 
KSFO, and Maurie Webster, KCBS. 
Other member stations of the 
broadcasters group are KDIA, 
KFAX, KGO, KNBC, KOBY, KRE 
and KYA. Representatives of these 
stations, who set up the presenta- 
tion in the seven markets, were 
CBS Radio Spot Sales, H-R Rep- 
resentatives, Katz Agency, AM Ra- 
dio Sales Co. and Adam Young. + 


Byron Joins NBC-TV Sales 

Edward. A. Byron, one of broad- 
casting’s veteran producers, has 
joined the sales department of 
NBC-TV, New York. He will con- 
centrate on the sale of news and 
public affairs shows. As president 
and owner of Byron Productions, 
Mr. Byron created and produced 
“Mr. District Attorney” and sev- 
eral other shows. 


Trenner Resigns WBNY Post 


Harry Trenner has resigned as 
exec vp and general manager of 
WBNY, Buffalo, to take a more ac- 
tive interest in WFEC, Miami, 
which he owns. Mr. Trenner will 
sell his interest in WBNY to Straus 
Broadcasting Co., thus making 
Straus full owner of the station. 


Aqua Pool Names Yount 

Aqua Pool Construction Corp., 
Miami, Fort Lauderdale and Vero 
Beach, has appointed Yount Co., 
Pompano Beach, Fla., as its new 
agency. 


Imbrey Joins Ehrlich, Neuwirth 

Kermit Imbrey, formerly with 
Benton & Bowles, has joined the 
account staff of Ehrlich, Neuwirth 


& Sobo, New York. 
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Auto sales are up and the haulaways are 


rolling out of Detroit loaded with shiny 
new cars. America’s in a car-buying mood 
and Detroit's feeling the effects. 


Detroit’s Department Store sales are 9% 
ahead of last year—and still climbing. So’s 
The Detroit News’ circulation. Sundays, it’s 
the highest ever reached by a Michigan 
newspaper—653,106. Weekdays, it’s 
487,284—highest in Detroit News’ history, 
and way ahead of any other newspaper in 
the six-county trading area, where 98% of 
Detroit’s retail sales are made. 


Got something to sell? Detroit means business— 
business means The News! 


653,106 Sundays—487,284 Weekdays 
average for 3-months period ending 
3/31/60 filed with ABC, subject to audit 


- The 
Detroit News 


ee We Gee ak se Suite 1237, 60 E. 42nd St. 
Chicago Office: . . . . 435 .N. Michigan Ave., Tribune Tower 
NS. 6a vas lan oke 785 Market St., San Francisco 


Miami Beach:. . . . . . The Leonard Co., 311 Lincoln Road 
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Grey, Ward Baking 
Named in Idea Theft 
Suit by PR Company 


New York, June 21—Associated 
Counselors Inter-National, a 


Washington public relations com- 
pany specializing in the Negro| 
market, filed suits for $250,000 | 
each against Grey Advertising| 
Agency and Ward Baking Co., 
New York, last week. 

Associated Counselors claimed | 
in its district court action that 
Ward, maker of Tip-Top bread, 
and Grey, “acting jointly and) 
severally and without notice} 
adopted, initiated, and publicly an- | 
nounced a plan for making. the | 
products of defendant Ward better | 
known among the Negro consum- | 
ing public, which was substantial- 
ly the plan proposed by the plain- | 
tiff and which was based upon and | 
appropriated from the plan pro- 
posed by plaintiff.” 

The specifications of the com- 
plaint state that Ward and ACI be- | 
gan negotiations in May, 1959, and | 
that Ward and Grey requested a 
written plan outlining a tentative | 
program in July, 1959. ACI claims | 
that Ward and Grey put ideas set | 
forth in the 12-page plan, submit- | 
ted later that month, into effect | 
without further consulting them. | 


# The plans called for consumer | 
consultants to conduct an awards | 
program and educational program | 
aimed at the Negro market, Dolph | 
Thompson, president of ACI, told | 
ADVERTISING AGE. 
In the Ward version of the plans, | 
Mr. Thompson said, the baking 
company hired Althea Gibson, Ne- | 
gro tennis star, as its “community | 
relations representative.” Her du- | 
ties, he said, were substantially the 
same as those outlined in a plan 
which he claims ACI submitted. | 
The Washington pr outfit, in op- | 
eration for almost six years, reports 
that it represents Safeway food 
stores, Frigidaire, the Potomac 
Electric Power Co., and other trade 
and religious organizations. + | 
Schram Adds Three Accounts 
Schram Advertising Co., Chica- 
go, has added three new accounts. | 
They are Manhattan Pickle Co.,| 
Chicago; Big Ben Discount Self-| 
Service Shoe Centers, Chicago, and | 
Metal Trees Corp., Chicago, manu- | 
facturer of aluminum Christmas| 
trees. | 
Glenn Names 2 in Houston | 
Robert S. Heller has been named | 
general manager of the Houston 
office of Glenn Advertising, Dallas. 
The agency has also added Edward 
Chalmers, senior industrial account 
executive, to its Houston office. | 


New Horizons 
For You, Too 


Why are there such great in- 
creases in Travel and Resort 
advertising in The Mirror? 
Because as its readers pros- 
per: they reach out for new 
orizons, new lands new va- 
cations. You skim the cream 
off the New York mass mar- 
ket when you advertise in 
The Mirror. 


Make 
The Mirror 
a MUST! 


"mee es a ee 


Young Forms FM Rep 

Adam Young, president of the tv 
and am radio station representa- 
tive companies bearing his name, 
has formed a separate company, 
Adam Young FM Sales, New York, 
to represent fm stations (AA, April 
11). Lee Redfield, formerly with 
Edward Petry & Co., will head the 
fm company. The first stations to 
name Adam Young FM Sales as 
their representative were KITT, 
San Diego, and the Concert Net- 
work stations: WNCN, New York; 
WBCN, Boston; WDAS-FM, Phila- 
delphia; WHCN, Hartford, Conn.; 
WXCN, Providence, R. I.; WMTW- 


FM, Mt. Washington, N. H., and 
WBVA, Washington. 


Vendo Tests Drive-in 
Food, Drink Vending Service 
Vendo Co., Kansas City, vending 


machine manufacturer, in cooper- | 


ation with Esso Standard division | launched a corporate image adver- 


of Humble Oil & Refining Co., is 
conducting a test for drive-in food 
and drink service from vending 
machines. Each installation con- 
sists of eight vendors enclosed in a 
modern structure. An angled roof 
overhang of aluminum protects 
the equipment and offers shelter 
to customers. 


Vendo recently served 50 for- 
eign exchange students complete 
hot turkey dinners from its auto- 
matic vendors. 


Stone Container Opens Push 
Stone Contaimer Corp., Chicago, 


tising campaign with a one-third 
page ad in the June 4 issue of 
Business Week. A total of 13 ads 
will be spread through the remain- 
der of the year, with three differ- 
ent copy themes employed alter- 
nately. Each of the three themes 
relates the corporate name, Stone, 
to a property of the physical sub- 
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stance “stone.” Fuller & Smith & 
Ross, Chicago, is the agency. 


Harris Joins Meyerhott 

Bettina Gorfinkle Harris has 
joined Arthur Meyerhoff Associ- 
ates, Chicago, as copy supervisor. 
Mrs. Harris was formerly adver- 
tising director of Evans Fur Co., 
Chicago. 


Fisher Names Migdow Exec VP 

M. M. Fisher Associates, Chica- 
go, has appointed Ben Migdow 
exec vp and secretary. Mr. Mig- 
dow, formerly vp and secretary, 
joined the agency in 1958. 


Stimulus to creative 
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WKEMH Goes from CBS to MBS; 
Mutual Adds Eight Others 

WKMH, Detroit, formerly a CBS 
Radio affiliate, has joined Mutual 
Broadcasting System. CBS an- 
nounced that it terminated its af- 
filiation with WKMH because the 
station continued to cut back the 
number of network shows it car- 
ried. Mutual’s previous affiliate in 
Detroit, CKLW, has gone indepen- 
dent. 

KXYZ, Houston, an ABC affili- 
ate, has signed a dual affiliation 
with Mutual. Mutual’s former af- 
filiate in Houston was KRCT. Sev- 
en other stations, all former inde- 


pendents, have joined Mutual. 
They are WMSC, Columbia, S. C.; 
KCLF, Clifton, and KCKY, Cool- 
idge, Ariz.; WDOR, Sturgeon Bay, 
Wis.; WSUZ, Palatka, Fla.; WBNL, 
Boonville, Ind., and WGAW, Gard- 
ner, Mass. 


Tripler Buys Spots on WCBS 
F. R. Tripler & Co., New York, 
men’s haberdasher, is using radio 
for the first time, with a schedule 
of safety announcements over Me- 
morial Day, Fourth of July and 
Labor Day weekends on WCBS, 
New York. The company is airing 
48 one-minute spots in each of the 


four-day holiday weekends. Each 
spot, taped by a WCBS announcer, 
Jack Sterling, devotes 20 seconds 
to the advertising message and the 
remaining 40 seconds to safety pre- 
cautions. Fuller & Smith & Ross is 
the agency. 


Listerine Names McMasters 

Gene McMasters, formerly with 
Ogilvy, Benson & Mather, has 
joined Warner-Lambert Pharma- 
ceutical Co., Morris Plains, N. J., 
as product director for Warner- 
Lambert products division, respon- 
sible for the Listerine antiseptic 
and dentifrice lines. 


Cutout Letters 
Grow in Industrial 
Promotion Use: ‘AR’ 


Cuicaco, June 21—Advertising 
Requirements in its July issue 
points up the increased use of 
three-dimensional letters by indus- 
trial sales promotion personnel for 
various identification purposes in 
an article entitled “How to Buy 
Cut Out Letters.” 

AR notes many of the situations 
in which the letters are being used, 
such as: company and brand iden- 


architectural and engineering design 


ARCHITECTURAL RECORD has attracted the largest number of architect 
and engineer subscribers in the history of its field by finding out 
what they need and supplying it in ways that inform and stimulate. 


Effective editing hinges on an unflagging aware- 
ness of the activities, problems and interests 
of readers. 

A tall order in the architectural field. . . 

Consider . . . the fluctuating interest of 
architects and engineers in individual building 
types as they vary in volume . . . the design 
implications of new products and methods . . . 
the unceasing clash and accommodation of 
taste and technology . . . the fast changing 
programs of industry, commerce, government, 
education and medical care for which archi- 
tects and engineers must plan. . . 

Even Architectural Record’s highly qualified 
editorial staff would be severely handicapped 
without its... 


Exclusive Information Facilities: 

© On building planning activity: F. W. Dodge 
Corporation’s daily Dodge Reports. 

¢ On construction trends: Dodge Statistics. 

e On costs: Dodge’s Dow Building Cost Cal- 
culator. 

e On reader interests: Eastman Research Or- 
ganization plus Continuing Readership Re- 
search. 

e On education and medical care: Record’s 


sister publications, The Nation’s Schools, 
College and University Business, The Modern 
Hospital. 


Architectural » 


Rewarding Reading — With the aid of these 
penetrating and accurate information sources 
Record editors are better able to serve promptly 
the full range of architect and engineer inter- 
ests . . . and to alert their readers to tomorrow’s 
opportunities. 


Moreover, all the Record’s editorial resources 
—including an unequaled number of editorial 
pages—are concentrated on serving architects and 
engineers. Its timely building presentations, 
authoritative technical articles, expert draw- 
ings and perceptive photographs all speak their 
language. And its editorial content is enriched 
for them by the world’s leading architectural 
critics, practitioners and innovators. From 
cover to cover Architectural Record is reward- 
ing reading and a stimulus to creative design 


Leadership Results: Architects and engineers 
have voted Architectural Record “preferred” 
in over nine out of ten independently sponsored 
studies. And more architects and engineers 
subscribe to the Record. They’re active, too— 
verifiably responsible for over 89% of all 
architect-planned building! 


ONE MORE RESULT: again in 1960 more adver- 
tisers are placing more advertising pages in 
Architectural Record than in any other archi- 
tectural magazine. The Record’s margin of 
leadership—60 per cent! 
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tifications on buildings, point of 
purchase exhibits, identification on 
sides of trucks and other commer- 
cial vehicles and price information. 


= Letters are available in all 
sizes and a variety of materials, 
including wood, tile, plastic, paper, 
cork, latex, cloth and various met- 
als. 

Cutout or raised letters can 
solve a variety of problems, the 
article points out, “for in this area 
of sales promotional activity, 
where it is so important to express 
a point of view, convey informa- 
tion and activate people, they are 
basic tools waiting to be used.” # 


Anderson Adds Old Spice 
Alastair B.W. Anderson has been 
appointed product manager for 
Old Spice for men by Shulton Inc., 
New York. He joined the company 
in 1956 and will continue as prod- 
uct manager for Bronztan and 
several other specialty products. 


Architect: Frank Lioyd Wright. 
Photographer: Messina Studios. 


Kalita Humphreys Theatre, Dallas, Texas. 


New York 18, N. Y. 


Record 


119 West 40th Street 


ne 


it 


“stimulus to creative architectural and engineering design” 


HOME DELIVERED 


«+. and wheeled to the doorsteps of your 
best potential customers—ioyal metro- 
politan-area readers of The Detroit Times 
who are influenced daily by its adver- 
tising messages. And a resounding 
234,333 Detroiters in the metropolitan 
area alone read the Times exclusively 
(130,889 more than Detroit's morning 
paper*). Be assured . . . the Times will 
deliver enviable sales results. 

ie “Detroit News Sth Quinquennial Survey 
KEEP YOUR EYE ON THE TIMES 


——— ——— 
DetroitsTimes 
Represented nationally by 
HEARST ADVERTISING SERVICE INC. 
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Switch to Lake Shore 
for faster service! 


GOA Names Henke, Benson 
General Outdoor Advertising 
Co., Chicago, has appointed Carl 
Henke director of national sales 
and L. Stewart Benson manager of 
its South Bend, Ind., branch. Suc- 
ceeding Mr. Henke as director of 
marketing and research, is Mack 
Gorhan, formerly assistant to Mr. 
Henke. Mr. Benson, with GOA 
since 1939, was formerly western 


ELECTROTYPES * NEWSPAPER MATS | manager of national sales. 
REILLYTYPES 


PLASTIC PLATES | 
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prohibits use of 14 coal tar colors 
FD A Stands Pat vital to some of the industry’s most 
popular shades. FDA protests that 
it has no enthusiasm for the as- 
as Congress Mulls sicoment, but it contends that it 
|has no choice under existing law 
which prevents it from authorizing 


Lipstick Additives °:s0(22"%* «© 


Cosmetic industry leaders have 


been cool toward the additives 
WASHINGTON, June 21—The Food |},i1) because it shifts the burden 


& Drug Administration made) . Se 
another threatening pass at the | °% proof for safety in additives to 


|O’Grady Joins Vickers lipstick industry, but Congress | cs amet tag lege 4 
LAKE SHORE ELECTROTYPE DIVISION ae Ferg _ oa ronan to pod yh By | would: grelidiie ned sonenil the 
ickers nmson ., Toronto, as | passing new color additiv - . 
1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 | 2 acount executive. Mr. O’Grady tion (H.R.7624) which will enable ee eet ore —— 
atten | TU formerly an account executive | the combatants to shake hands. ling over prem a antes by 
|of Grant Advertising (of Canada)| Since last October manufactur- | 
Ltd. ‘ers have faced an FDA order which | 


. Industry hostility to the bill was 
| tempered by an interest in the sec- 
tions which for the first time au- 
\thorize FDA to fix tolerances for 
|additives which are toxic but not 
| cancer-causing. 

| FDA has long pressed for leg- 
|islation requiring manufacturers 
|to prove safety of additives. Leg- 
\islation establishing this procedure 
for the food industry passed Con- 
|gress a year ago and became ef- 
| fective in March. 

| Similarly, FDA said it lacks 
|facilities to test all additives that 
|manufacturers use in cosmetics. 


|@ Since October, when it an- 
/nounced its intention of banning 
14 coal tar colors in lipstick, FDA 
|has held a hearing. 

It received testimony that coal 
tar colors can have a toxic effect, 
|but witnesses for the lipstick in- 
| dustry contended that the evi- 
|dence did not show any danger 
in the quantities that are used in 
‘lipstick. 

At a press conference June 
|15, FDA Commissioner George 
Larrick reported that his staff has 
considered protests against the 
proposed lipstick color ban_ reg- 
istered by manufacturers, but that 
it has no alternatives under the 
existing law. He gave the indus- 
try another 20 days for further 
comments. 

His statement emphasized that 
existing law permits use of coal 
tar colors only if they are com- 
pletely harmless and suitable for 
use in drugs and cosmetics. There 
is no existing procedure, FDA said, 
\for authorizing use of small 
amounts where toxicity may be 
disregarded. 
| The cosmetic additives bill lin- 
|gered in the House committee on 
|interstate and foreign commerce 
|while committee members re-ex- 
|amined the cancer problem in the 
| light of the cranberry scare. 


Existing law requires FDA to 
|ban any additive that is cancer- 
|causing under any circumstances. 
™ |Some technicians contend the out- 
*, |right ban should apply only if 
| there is evidence that the product 
is cancer causing in humans. 
There have been proposals for a 


\tolerances of cancer-causing ma- 


© |terials, as it does for toxic addi- 
-|tives in the new food additives 


sone 4 |bill, and as it is proposing to do 
= |in the cosmetic additives bill. After 


Pe<- » non listening to a number of leading 
== |scientists the committee decided 
sa: a picnic Raat the problem of determining the 
cancer potential of an additive is 
? ° ; ; so complex that no relaxation of 
Up to your neck in it? If you're not, here’s an idea that might help you . ee Sy ee 
collar some extra coin. Present these facts to the boss. Consolidated, as the world’s SHEE HOR NS BO MAF 
largest enamel printing paper specialist, offers finest quality for less. Specifying 
Consolidated Enamels for booklets and other printed material can save him money 
without sacrificing quality. Get free test sheets. Have your printer test them on your 


next printing order,comparing performance, Ze ‘ g 


quality, costs! Then keep your chin up. 

Available only through your Consolidated Paper Merchant 
WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. - Nati. Sales Offices, 135 S. La Salle St., Chicago 


<. 
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VanZelm Names MacLellan 

VanZelm Associates, Baltimore 
designer and manufacturer of 
launching and arresting gear for 
aircraft and ground vehicles, has 
appointed MacLellan Associates, 
Baltimore, to handle its advertis- 
ing and public relations. 


KCBS Names Worth 

Pede Worth, program director of 
KCBS, San Francisco, has been 
named manager of sales projects 
at the radio station, a new position 
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How much should you pay 
for a good submarine? 


John Kenton says a Skipjack costs $50 million, 
a Fleet Ballistic Missile sub, $100 million. 

How many missiles can it carry? Kenton 
says an FBM sub will carry 16 Polaris missiles 
—a $50 million payload. 

How far can a nuclear sub go? Kenton says 
about 140,000 miles without refueling. 

Who is John Kenton? He is News Editor of 
the McGraw-Hill magazine, NUCLEONICS. 
After an earlier article in 1957, he discovered 
there still was a surprising lack of knowledge in 
industry of nuclear defense projects. 

Last year John traveled 16,000 miles, made 
122 interviews, joined nuclear subs Seawolf and 
Skipjack in dives. He called on Admiral Rick- 
over’s admirers and critics; on sub captains and 
crews; on plant after plant after plant. Then he 


o. McGraw-Hill gz 


wrote a 13-page feature articlein NUCLEONICS: 
“Building The Nuclear Navy.” 

Result? ‘Could practically serveastextbook,”’ 
says Admiral Arleigh Burke, Chief of Naval Op- 
erations. ‘‘I use it in conversations with my 
mer. concerning the nuclear program.’ —Com- 
manding Officer, U.S.S. Sea Poacher. ‘‘Used as 
reference by many of our people.’’—Electric 
Boat Company. 

John Kenton is a typical McGraw-Hill edi- 
tor: demanding, dogged, an engineering as well 
as a reporting background—an expert in his 
field. The authoritative writing of such men 
is one big reason why more than one million 
key businessmen pay to read McGraw-Hill 
magazines. 

And the advertising that goes in them, too. 
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Here’s how information for “Building The Nuclear 
Navy” was gathered. As shown on the map at left, 
above, John Kenton made more than 30 trips from 
New York. He visited Washington 8 times to talk with 
Navy and AEC leaders, made 6 trips to the Atlantic 
Submarine Fleet base at Groton; Connecticut, cruised 
the Atlantic aboard the Skipjack and Seawolf—while 
at sea (far left) he handled the controls. He called on 
shipyards, reactor manufacturers, electronic factories 


making reactor control gear; nuclear fuel fabricators, 
pump builders, makers of specialty steel items and 
many others. While he was doing this, McGraw-Hill 
correspondents, shown on the world map, were sending 
in. other information. 

This work won a double reward. Not only did this 
feature receive wide acclaim, but John won a 1960 
Jesse H. Neal Award, given annually for outstanding 
editorial achievement in business publications. 
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Fastest Growing Chicago Suburban Market 
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The announcement of our membership in 
the Audit Bureau of Circulation is your 
positive assurance that we are circulat- 

ing your sales message to an exactly 


Serving... 
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© MORTON GROVE 
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Instant Bait to Reilly, Brown 
Reilly, Brown & Tapply, Boston, 
has been appointed to handle ad- 
vertising, public relations and mer- 
chandising for Instant Bait Corp., 
maker of a new dry bait and lure 


combination for both fresh and salt | § 4 


water fishing. Consumer and trade 


media will be used in a national | 


campaign. 


Friendly Acquires WRDW-TV 

WRDW-TV, Augusta, Ga., has 
begun operating under the owner- 
ship of the Friendly Group. Rob- 
ert E. Metcalfe, an official of 
Friendly, has been named manag- 
ing director of the station. The for- 
mer owner was Southeastern 
Newspapers Inc. 


]. E. Sullivan to Lambert 

John E. Sullivan, formerly with 
Donahue & Coe, has joined Lam- 
bert & Feasley, New York, as ac- 
count executive in the Listerine 
group. 
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Every car is a potential 


wind, heat, or cold... yet peels off quick and clean. 


Investigate your growing profit market in Flex-Stik Bumper 
Strips teday—write today for samples, prices, information. 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


Rubber-Impregnated Pressure-Sensitive Stock 


There’s a big harvest of profitable business in Bumper Strips. 

ial carrier ... every business a prospec- 
tive user. To help your customers’ Bumper Strips make 
friends while they make sales, use self-sticking Flex-Stik “B” 
—the top-quality stock that prints equally well by letter- 
press, offset, or silk screen. Rubber-saturated for extra flexi- 
bility—sticks tight to curved bumper surfaces through rain, 


(-STIK “B” 


Easiest-to-Apply...Easiest-to-Remove Bumper Strip 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 


GOurRMET—H. J. Heinz Co., Pitts- 
burgh, in line with the trend to 
gourmet cooking, has re-styled its 
vinegar «products packaging and 
added a fourth—wine vinegar with 
no alcohol—to make a new line of 
decanter-packaged vinegars. 


Senate Unit Okays 
New Term for Lee; 
Holds Off on Kintner 


WASHINGTON, June 21—The Sen- 
ate committee on interstate and 
foreign commerce has decided to 
keep Robert E. Lee on the Federal 
Communications Commission for 
another seven years, but it wiil 
make Federal Trade Commission 
Chairman Earl Kintner sweat out 
the fall elections. 

Mr. Lee’s appointment to FCC 
cleared the committee last week, 
despite the fact that Democratic 
Senate leaders are reluctant to 
confirm Republicans for posts in 
federal regulatory agencies pend- 
ing the outcome of this fall’s Pres- 
idential race. 

By the same token, Mr. Kint- 
ner’s nomination was pigeonholed, 
despite widespread Senate approv- 
al of his moves to put teeth into 
the enforcement programs at FTC. 

The outcome of Senate commit- 
tee deliberations on the two nomi- 
nations reflects to the political 
realities of an election year. 

Since there is another vacancy 
at FCC at the present time, com- 
mittee Democrats reasoned they 
could confirm Commissioner Lee 
and still get control of FCC next 
year in the event of a Democratic 
victory in the Presidential race. 


@ On the other hand, the next Re- 
publican-vacancy at FTC does not 
open up until 1962. If they voted 
to keep Chairman Kintner in of- 
fice for another seven years, only 
an unscheduled development 
would make it possible for Demo- 
crats to get a majority of the FTC 
posts. 

With the approval of Commis- 
sioner Lee, the political split at 
FCC remains 3-3. Several. candi- 
dates are being considered by the 
White House for the seventh place, 
vacated by former Chairman John 
Doerfer, but the appointee stands 
no chance of getting confirmation 
from the Senate this year. 

Commissioner Lee, a former 
staff member of the House ap- 
propriations committee, is popular 
with members of Congress. He is 
completing a seven-year term 
which goes back to June 30, 1953, 
when he succeeded former Chair- 
man Paul Walker. 

During his term, he has been 
among FCC’s more outspoken 
members. He has been a strong 
advocate of shifting tv to the uhf 
band, and is currently sponsor of 
a proposal for FCC to operate an 
experimental uhf station in New 
York. He also has favored wide- 
spread testing of pay tv. # 


P&G, Canada, Buys 4 TV Shows . 

Procter & Gamble Co., Toronto, 
has bought four ABC Films series 
for showing in selected Canadian 
markets for 52 weeks starting in 
the fall. The shows, which will be 
carried on nighttime schedules, in- 
clude “The Adventures of Wyatt 
Earp,” “The Rebel,” “The People’s 
Choice,” and ‘““The Real McCoys.” 
The order was placed direct by 
P&G of Canada. 
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This man is a Hutterite. His pic- 
ture was taken with a telephoto lens. 
Hutterites, because of their religion, 
will not pose for photographs. 


Gentle, hard-working, Hutterites 
are farmers who hold all property in 
common, shun “the world,” clin 
stubbornly to archaic dress an 
medieval German. They have a 424- 
year history of persecution. Once 
burned at the stake, they are today 
victims of public gawking and polit- 
ical pressure for their refusal to 
vote, take oath or hold office. 


Last year a bill was quietly intro- 
duced in the Minnesota state legisla- 
ture. Its stated purpose: to limit any 
communal colony’s land acqui- 
sitions. Its real 
aim: to “‘freeze”’ 
the Hutterites in 
one small com- 
munity in western 
Minnesota. Min- 
neapolis Star and 
Tribune editori- 
al writer Jay Ed- 
gerton, who had 
traveled among 
the Hutterites, 
heard of the pro- 
posed law and 


EDGERTON 


_ What makes a newspaper great ? 


brought it to the attention of the 
daily editorial conference of the 
Minneapolis Star and Tribune. 

It was decided that the news- 
papers would oppose the bill as a 
matter of policy. If one religious 
group could be singled out for puni- 
tive or restrictive legislation, then so 
could all groups. 

Edgerton was assigned the job of 
writing the Morning Tribune edi- 
torial, ‘“‘Hutterite Bi!l.”’ In less than 
a month, informed public opinion 
brought enough pressure to bear on 
thestate legislature to kill the billina 
senate committee. This year Edger- 
ton was singled out, among all the 
nation’s editorial writers and com- 
mentators, for the National Brother- 
hood Award of the National Con- 
ference of Christians and Jews: “.. . 
challenged by a specific, ugly bias, 
Edgerton courageously and intelli- 
gently attacked the issue and won.” 


Like all good editorial writers, 


Edgerton is a prodder, a finder-out, 
a stimulator of reader participation 
—attributes he picked up from years 
on the news beat as a reporter, when 
he was concerned only with facts, 
not opinions. The Hutterite editorial 
made news. So did Edgerton’s 20- 
art 1958 series on ‘‘feather- 
ding”’ in industry that earned the 
coveted Loeb Award for special 
achievement in business and finan- 
cial journalism. 

A, major responsibility of good 
newspapers is not only to report the 
news as news, but to stimulate 
thought and to provide leadership 
through the editorial pages, as 
opinion—and to be concerned with 
the needs and interests of all citizens. 
Such consistently responsible jour- 
nalism has won for the Minneapolis 
Star and Tribune the respect, loyalty 
and confidence of the largest news- 
paper audience of readers in the 
3% state Upper Midwest. 


Minneapolis Star and Tribune 


EVENING 


MORNING & SUNDAY 


660,000 SUNDAY 


JOHN COWLES, President 


- 525,000 DAILY 


Copyright 1960, Minneapolis Star and Tribune Co. 
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Announcing an important new service to readers 
that no other consumer magazine can duplicate 


em . 
er 


SUP 


Cc 


ood Housekeeping 


uyers Guide 


THE Good Housekeeping 


BUYERS GUIDE 
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It will make shopping easier in-over 5,000,000 homes— 
for all the millions of Good Housekeeping readers. 

The Buyers Guide will be a purse-size service 
booklet bound into subscribers’ copies of November 
Good Housekeeping—easy to tear out, to keep and to use. 
It will be banded to the covers of Good Housekeeping 
on the newsstands. 

It will list alphabetically all the fine products 
investigated and backed by the Good Housekeeping 
Consumers’ Guaranty. 

We know our readers will heartily welcome this 
modern aid to buying. We asked a sizeable number and 
they said ‘‘Yes’”’ overwhelmingly. 

New editions are planned at six month intervals, 
to make it continually useful. 

Good Housekeeping is proud to add this significant 


new service feature, appearing for the first time in the 
November issue. 


Good Housekeeping - 


MAGAZINE AND INSTITUTE 


... because nothing persuades like the truth 
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A reproduction of our first announcement to the public, 
informing them of this new service to our readers 


This advertisement will be published in leading newspapers across the country 
plus an advance announcement in Good Housekeeping itself and in the Novem- 
ber Reader’s Digest. 

Advertisers in Good Housekeeping will immediately see the implications of 
this unique new Buyers Guide reader service. Their brand names will be listed 
5,000,000 extra times, in a special, convenient form for consumers’ use at the time 
of purchase. 

This additional selling power accrues automatically to advertisers in Good 
Housekeeping. It’s a unique merchandising opportunity. Ask your representa- 
tive for the merchandising plan to suit your needs. 
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. for advancements 
in radio-electronics 


To scientist J. W. Gewartowski, not yet 30, goes the 
1960 Browder J. Thompson Memorial Prize Award 
for his paper, “Velocity and Current Distributions in 
the Spent Beam of the Backward-Wave Oscillator.” 
IRE is proud to honor him for this technical contribu- 
tion, and to salute all who, in this challenging decade, 
work for the advancement of electronics and apply 
it to the betterment of our lives. 


Your company, too, has to meet the challenge of the ’60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 
Present your company’s facts in Proceedings—and watch the 
reaction! 


IRE remembers the MAN 


J. Gewartowski 


For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The institute of Radio Engineers 
Adv. Dept. /< west 45th St, New York 36,N. Y. © MUrray Hill 2-6606 BOSTON + CHICAGO + MINNEAPOLIS * SAN FRANCISCO + 10S ANGELES 


~~ 


One of the Nation's Great INFLUENCE Stations 
Represented Nationally by CBS-TV Spot Sales 


you'll satisfy fiatets retailers nbd 
brokers, distributors, spetesnigi 


Neeser oe eee 


*7 of every 10 homes in Portland and 32 sur- 
rounding Oregon and Washington counties. 


Advertising Age, June 27, 1960 


Getting Personal 


Don McGannon, head of Westinghouse Broadcasting, is a new 
trustee at Ithaca College ... Charles Kinsolving Jr., NBC’s manager 
of plans development, made a futile bid for the post of Democratic 
state committeeman in the primary. He’s the son of Charles Kin- 
solving, who’s retiring as financial ad manager of Newsweek in Oc- 
tober ... Wardell Gaynor, staff cameraman for Robert Lawrence 
Animation, was named president of Screen Cartoonist Guild Local 
841... Richard Hogue of KXTV, Sacramento, tapped for president’s 
appreciation award for community services by Sacramento Jaycees 

.. Bob Harper, National Business Publications boss, is on the na- 
tional board of directors of Circus Saints and Sinners Club. He’s a 
member of the P. T. Barnum Tent, Washington, D.C... 

Kate Cowles, daughter of president-editor of Cowles Magazines, 
was married June 12 to Julian M. Strauss, student of veterinary 
medicine at Cornell... Bob Kintner, NBC president, went right on 
with business from his New York hospital bed after minor eye sur- 
gery... 


Baker 


Gurney 

ADMAN BITES DOG—Putting together their invaluable handbook, “How 
to Live with a Neurotic Dog,” published by Prentice-Hall, Stephen 
Baker, vp with Cunningham & Walsh, and Eric Gurney, cartoon- 
ist, are shown here doing some research on a canine client, who 
for clinical purposes remains nameless. In his book Mr. Baker 
reports that the U.S. canine population is about 25,000,000 and con- 
servatively estimates that of this number about 25,000,000 are neu- 
rotic. Not too surprising then is his report that bookstores*complete- 

ly sold out his book shortly after publication. 


People’s choices: Charles Sprague, publisher of the Oregon States- 
man, and former Oregon governor, was named chairman of an ad- 
visory committee on reorganization of state government. Vice-chair- 
man is Robert Holmes, another former governor who now operates 
his own pr agency in Portland .. . Arthur Arlett, office manager 
and account exec at Hoefer, Dieterich & Brown, was named associate 
dean of the school of advertising at San Francisco’s Golden Gate 
College... 

Two agency men figured in June doings on the banks of the old 
Raritan: Bill McKenna, of Lambert & Feasley, got the Rutgers alum- 
ni trustees award for “loyal and distinguished service” to the uni- 
versity; Art Kammerman of BBDO was elected vp of the alumni 
association . . . “Service” is McKenna’s middle name: He won the 
university medal award for it in 55... WPIX-er Jeffrey T. Carey, 
son of Len Carey, exec vp of C. J. LaRoche & Co., New York, and 
Ana C. Roigt, daughter of the Argentine ambassador to Yugoslavia, 
made it a June wedding . . . Gilda Smithline Block, fashion adver- 
tising supervisor for Abraham & Straus, won the Mehitabel award 
of the Tobe-Coburn School for Fashion Careers. Award is a golden 
statuette of a girl sitting on the top rung of a ladder... 

Newsweek promotion man Elliot Jordon needs help. He made an 
8x5’ ashtray to compete in the annual Artists’ Equity costume ball 
and took second honors, but now he wonders, does anyone need an 
out-size butt bin? Cyril Lee Ellison, vp and ad director of American 
Artist, is the first man ever to be re-elected president of the Ad- 
men’s Post of the American Legion in New York... 

McGraw-Hill has just published ‘“Meager Music,” book of verse 
written and published over the past 30 years by Walter Weir, chair- 
man of Donahue & Coe’s executive committee, who’s also written 
“On the Writing of Advertising”... 

Art awards: At Campbell-Mithun’s annual art show in Chicago, 
Per Hogestad, art director, won first prize, Jordan Krimstein, art 
director, won third with a water color and Jack Mirabelli, radio-tv, 
took second and third places with b&w photos... 

Don Anderson, Wisconsin State Journal publisher, was voted pres- 
ident of the Wisconsin Alumni Assn. in June... 

At his retirement party recently Chauncey Morley, vp and one of 
the first employes of Ketchum, MacLeod & Grove, Pittsburgh, did 
an about-face by presenting a watch to George Ketchum, the presi- 
dent, explaining that Mr. Ketchum has been handing out watches 
to everybody else for years and had yet to receive one... 

Hartford Adclub’s 1960 award for distinguished service in adver- 
tising went to Christine Forbes, ad manager of Hartford Electric 
Light Co. Mrs. Forbes and publications she supervises have won.32 
awards to date...Morris Jacobs, head of Bozell & Jacobs, Omaha, 
received the Nebraska Builder Award at commencement exercises 
at the University of Nebraska June 4. It’s their board of regents 
highest non-academic award. Added to his honors was a Doctor of 


Laws degree he received. from St. Joseph’s College, Collegeville, 
Ind... 
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six basic buying actions which typically result — 
from buyers’ use of manufacturers’ catalogs in 
~ Sweet's. Other reported buying actions are: 
alled local office... recommended...specified... 
requisitioned...wrote for detailed facts. 
Over 26,000 buyers’ responses to more than 80 — 
studies clearly document the significant role of 
catalogs in increasing selling opportunities for _ 
"manufacturers who employ Sweet's system. Your 
Sweet's District Manager will gladly review the 
results of these studies with you. Call him.or write. 
to Sweet! Catalog Service, Div. of FW. Dodge 
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ing with complaints from candi- 
dates who feel they have been 
treated unfairly by sponsors of 
programs, or in the division of 
free broadcast time. 


= With a three-man staff, the 
| watchdog subcommittee will re- 


existing law provides sufficient 
» uma for candidates. 
| “It would be a mistake to as- 
sume that broadcasters are less 
fallible than we are,” Sen. Yar- 
peerage said on the floor. “We 


{make mistakes, and so do the 


broadcasters.” 

Sen. Dirksen charged that po- 
licing of the broadcasters should 
be left up to the FCC. If there is 
anything wrong with the FCC, he 
said, “then let Congress aim its 
guns at the regulatory agency, and 
not set up a political) committee 
that will have a life of seven 
months and end in January, nine 
or ten days after the inaugura- 
tion of the new President.” # 


KAPE Goes on the Air 

KAPE, San Antonio’s newest ra- 
dio station, has started broadcast- 
ing on its assigned frequency of 
1480kc. Officers of KAPE include 


Sam Riklin, president; Charles 
Katz, vp; Arthur Riklin, secretary- 
treasurer, and Ted Fredericks, pro- 
gram director. The station is repre- 
sented nationally by Forjoe & Co., 
New York, and regionally by Clyde 
Melville Co., Dallas. 


McDaniel Adds Rubbermaid 
Rubbermaid Inc., Wooster, O., 
has moved its commercial division 
account from Ketchum, MacLeod 
& Grove, Pittsburgh, to McDaniel, 
Fisher & Spelman, Akron, effec- 


‘tive Oct. 1. Ketchum, MacLeod 


will continue to handle the Rub- 
bermaid housewares account. Mc- 
Daniel, Fisher also handles Rub- 
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bermaid’s automotive division and 
the marine division. 


BBB Opens ii St. Paul 

A better business bureau, the 
first in St. Paul, began operation 
last week as a department of the 
Chamber of Commerce. John Tay- 
lor, who has been doing investiga- 
tory work for a St. Paul attorney, 
has been appointed director. 


Phillips Joins Knipschild 

Harold W. Phillips, formerly an 
account executive at Wentzel & | 
Fluge, Chicago, has been named | 
general manager of Knipschild- 
Robinson, Chicago. 


HELP—Standard Oil Co. (Ind.), Chi- | 
cago, is using newspapers, radio 
and tv in its 14-state midwest area 
to promote its offer of free death | 
and accident insurance under the | 
Standard home heating oil budget | 
payment plan. Supplements will be 
added later. This ad is running in 
more than 150 newspapers. D’Arcy | 
Advertising Co., Chicago, is the | 

agency. 


Senate Unit Will 
Screen Complaints 
on ‘Equal Time’ 


WASHINGTON, June 21—The Sen- 
ate took a swipe at broadcasters | 
and advertisers who dabble in po- 
litical broadcasting, by giving 
sharp teeth last week to a watch- 
dog subcommittee set up to search 
out “equal time” violations during 
this fall’s election campaigns. 

Passing a resolution over the 
indignant rhetoric of Sen. Ever- 
ett Dirksen (R., Ill.), who main- 
tained “there are no dogs for the 
watchdog subcommittee to watch,” 
the Senate agreed to supply $28,- 
000 for seven months to investi- 
gate complaints concerning “the 
dissemination of political opin- 
ions, news, and advertising, and 
the presentation of political can- 
didates on the air.” 

The original mission of the 
watchdog subcommittee was to 
find out whether stations and ad- 
vertisers are abusing new freedom 
under Communications Act amend- 
ments last year exempting reg- 
ularly scheduled news and panel 
shows from the “equal time” re- 
quirement. 


| 


= The watchdog group will be- 
come particularly important if 
Congress goes along on a reso- 
lution reported by the Senate com- 
mittee on interstate and foreign 
commerce entirely suspending the 
“equal time” law for this fall’s 
Presidential race. 

Under this plan, originally sug- 
gested by CBS President Frank 
Stanton, networks and _ stations 
will be “on their honor” to ‘treat 
candidates of the major parties 
fairly during the Presidential race. 
Networks have contended that 
they will be able to provide more 
tv time for the major parties if 
they are relieved of legal respon- 
sibility to supply equal time to 
candidates of all the splinter par- 
ties. 


The sentiment for a watchdog | 


committee originated among Dem- | 


ocrats on the interstate and for-| -- 


eign commerce committee, but it, 
won support from many Repub-| 
licans. Supporters of the watchdog | 
committee, including Sen. Warren | 
Magnuson (D., Wash.), the com- | 
mittee chairman, Sen. A. S.) 
(Mike) Mansfield (D., Mont.),| 
and Sen. Ralph Yarborough (D.,| 
Tex.), have voiced concern that | 
the Federal Communications Com- | 


mission moves too slowly in deal- | 
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Advertising Age, June 27, 1960 


‘Newsweek’ Starts 
Eastern Ad Unit, 
Guarantees 360,000 


New YorK, June 21—Newsweek 
has established an “eastern adver- 
tising unit” with a guaranteed cir- 
culation of 360,000 and covering 
New England, New Jersey, Mary- 
land, Washington and the eastern 
two-thirds of New York and Penn- 
sylvania. 

The magazine said more than 
60% of the coverage will be cen- 
tered in the five eastern metro- 
politan areas: New York, Boston, 


Philadelphia, Baltimore and Wash- 
ington. Ad rates will be based on 
$2,520 per b&w page, $3,905 for full 
color. 

Newsweek said that initially on- 
ly full pages will be accepted for 
every fourth week, starting with 
the magazine’s Sept. 26 issue. # 


Consumers Union Seeks End 
to Admiral ‘Best Buy’ Ads 
Consumers Union, Mount Ver- 
non, N.Y., has asked the federal 
district court in New York to issue 
an injunction to stop Admiral 
Corp., Chicago, from using adver- 
tising representing its air condi- 
tioners as rated “best buy” by an 


independent research organization, 
a rating which CU said it did not 
give. CU also seeks $50,000 in com- 
pensatory damages, charging the 
advertising is damaging to CU’s 
reputation. 

Admiral said certain of its prod- 
ucts were rated as “best buys’”’ in 
1958, and that some cartons, which 
carry the “best buy” line, are still 
being used to package similar prod- 
ucts. 


Schick Moves to New York 

Schick Ine. has transferred its 
headquarters from Lancaster, Pa., 
to new offices at 680 Fifth Ave., 
New York. 
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Copy in Zany Pepsi Push Commemorates 
‘25th Anniversary’ of Famed 12 oz. Bottle 


New York, June 21—Batten, 
Barton, Durstine & Osborn, which 
has been whipping out whimsy 
for such clients as “The League of 
Honest Coffee Lovers” and the 
New York Times, has used the 
same approach in its first cam- 
paign for Pepsi-Cola Co., an ac- 
count it took over last month. 

The new Pepsi push, scheduled 
in newspapers and on radio and 
tv in the New York metropolitan 
area, is timed to take the sparkle 
out of an introductory campaign 


by rival Coca-Cola for its new 
12 oz. bottle. The Coke campaign, 
scheduled to start June 27, is 
billed as “the heaviest in the his- 
tory of soft drink promotion.” 
More than $500,000 is being invest- 
ed in the drive over a two-month 
period. 

At BBDO, not many details were 
being put out on Pepsi’s promo- 
tion. One account man, who asked 
for anonymity, declined to say how 
long the campaign will run. “We 
don’t want Coca-Cola to find out,” 


he said, adding with a_ verbal 
wink: “We just happened to dis- 
cover that this year’s the 25th 
birthday of the 12 oz. bottle, so why 
not celebrate?” 


= In its print advertising, appear- 
ing in New York dailies last week, 
Pepsi hopes to tickle the consum- 
er’s funnybone with such lines as: 
We’re not really off our trolley, 
It’s the season to be jolly: 
So we’re celebrating—guess 
what?—the 25th 
Birthday of the 12 oz. Pepsi 
bottle. 
Live a little, friends, this is 
Relax-with-Pepsi season. 
And 
Come one, come all, ean 
We’re having a ball— more 
We’re celebrating (of all things) 
the 
25th birthday of the 12 oz. 
Pepsi bottle. 

Hurry up and slow down—it’s 

Relax-with-Pepsi season. 

BBDO said that “roughly” the 
same theme will be carried over 
into Pepsi’s radio and tv commer- 
cials. # a 


@ A once-in-a-lifetime special event | 
or a regularly-scheduled adventure | 
show—as different as can be, yet the 
same: they spell overwhelming leader- 
ship for Channel 2. 


Example: WCBS-TV’s coverage of the 
wedding of Princess Margaret scored 
aroyal 25.9 rating and a 60.9% share 
of audience. Despite an 11:15 pm start 
(well after the other New York stations), 
the WCBS-TV coverage averaged 72% 
more homes than the second station’s 

: : ; formerly city editor of the Roanoke 
prime-time showing, more than the ‘Times, has joined the agency's copy 


| department. 


next three stations combined! (Nielsen) Clabes Sakata 


Mitchell, Edmonds Join Brand 
Leon Mitchell has joined Brand, 
Stephens, Talbott & Wreden, Sa- 
lem, Va., as staff assistant to E. Ca- 
| bell Brand, president. Mr. Mitchell 
| was formerly vp in charge of pro- 
duction of Houck & Co., Roanoke. 
At the same time, Cecil Edmonds, 


Concordia Publishing Co., St. 
Louis, publisher of the Missouri 
| Synod and other religious publica- 
| tions, has named Krupnick & As- 
| Sociates, St. Louis, as its agency. 


| 


Another example: “Sea Hunt,’ one 
of New York’s top-rated shows during 
a seventeen-month run on Channel 2 
(31.2 average rating). When the show 
moved to another network station — 
same night, same time — ratings took 
an immediate plunge. Overnight, “Sea 
Hunt” lost three-quarters of its audi- 
ence! The inevitable result: “Sea Hunt” 
is once more back on Channel 2, once 
more riding the popularity crest with 
a current 27.8 rating. (Nielsen) 

Worlds apart? Of course. Yet both 
cases are part of the same familiar 
story. Year-after-year (as reported in : 
63 consecutive Nielsens), New York’s 
largest audiences by far are tuned to... 


WCBSOTV 


CBS Owned - Channel 2, New York - Represented by CBS Television Spot Sales 


Selling 


i iaeteutionla? 


Here’s a preferred market- 
at a popular price: 

for less than 5¢ apiece, 
you reach 85,000 dentists 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


Oral Hygiene 


PITTSBURGH, PENNSYLVANIA 
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Despite brilliant preparation, adequate appropriation 
and skillful publication printing, far too many color 
advertisements lack conviction and radiance in illustration, and 
often fall short in accurate product identification. 


Invest in reproduction security with 


HUTCHINGS & MELVILLE, Inc. 


Custom Photoengravers 


[RII 


4043 North Ravenswood Avenue, Chicago 13, Illinois 


Expert pre-correction in correlation with powderless etching of copper originals 


Advertising Age, June 27, 1960 


'R.O.P. Color Linage —_ soncoerusarmecnariew oy ou comst acim 


in Dailies Up 23.4% 


in ‘60, Hoe Reports | 


New York, June 21—Newspaper 


r.0.p. color linage in April totaled | 


15,807,233 lines, up 13.8% over lin- 
| age reported in April, 1959, ac- | 


R. Hoe & Co. 

Color linage in the first four | 
months of 1960 totaled 50,893,199, a! 
23.4% gain over r.o.p. linage re-| 
ported in the like ’59 period. 

Top national advertisers in color 
| linage in April were Winston ciga- | 
rets, with 616,595 lines, followed | 
| by Shell Oil Co. (294,049); Good- | 
year Tire (235,723); Rambler autos | 
| (208,072) and Pepsi-Cola (194,- 
| 860). 

Among classifications, gasolines 
| and oils led in r.o.p. color use in 
| April, with 835,613 lines, followed 
| by cigarets (775,729); new passen- 
ger cars (615,772); meats and fish 
(553,276) and beers (483,769). # 


TO AVOID DISTRACTION... 


MOopDERN MEDICINE brings your sales message to 

the doctor when his complete attention is devoted to 
the newest in medicine. It’s the ONLY publication 

to give doctors an authoritative review of the most 
recent developments in diagnosis, treatment, 


and practice, from all over the world. 


Sell the Doctor when his mind is on medicine...in 


84 South 10th Street, Minneapolis 3, Minnesota 


Doctor, if you miss this, you will be interested in our new cardiovascular agent. 


Sell the Doctor When His Mind Is on Medicine 


MODERN MEDICINE 


in Minneapolis » Chicago « New York « San Francisco « Los Angeles * In Canada: Modern Medicine of Canada, Médecine 
Moderne du Canada « In Great Britain: Modern Medicine of Great Britain * In Australia: Modern Medicine of Australia 


|cording to a report issued by | 


BPA 
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Now! Enter Old Briar’s Pipe Schemes” Contest! 
4 
: 
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PIPE SCHEMES—This ad will begin a 
six-month campaign by Old Briar 
tobacco in Popular Science. 


Old Briar Tobacco 
Offers Prizes for 
Empty Can Ideas 


New York, June 21—An ad 
campaign for Old Briar tobacco, a 
product of U.S. Tobacco Co., which 
will feature six monthly contests, 
begins with the July issue of Pop- 
ular Science. 

Prizes will be offered each 
month, July through December, 
for the best solutions to the do-it- 
yourself problems, which involve 
projects calling for the use of emp- 
ty Old Briar cans. 

The campaign is based on the 
Popular Science editorial feature, 
“Wordless Workshop,” a cartoon 
sequence drawn by Roy Doty. The 
basic idea is an ordinary problem 
about the house, which a hobbyist 
can solve simply in his workshop. 
For Old Briar, Mr. Doty has drawn 
“Pipe Schemes” along the same 
lines, but calling for a solution 
based on the use of an empty Old 
Briar can. : 


2 1 9Eacem emerany 


= Top prize for each contest is a 
DeWalt power shop, valued at 
$249. Three second prizes, consist- 
ing of seven gallons of Sta-Dri 
Acrylicote paint, will be awarded. 
Norelco electric shavers will be 
given to the six third-place win- 
ners. A large-size can of Old Briar 
and an imported briar pipe will be 
awarded to each of the 100 fourth- 
place contestants. 

Entrants must photograph their 
projects and send them to Old 
Briar, along with a 25-word state- 
ment presenting reasons for liking 
Old Briar. ots 

C. J. LaRoche, New York, is Old 
Briar’s agency. # E 


‘Modern Medicine’ Revamps 

Effective with its Jan. 9, 1961, 
issue, Modern Medicine, Minneap- 
olis, will increase its medical cir- 
culation from 145,000 to 177,000 
per issue and will increase its pub- 
lishing frequency from twice 
monthly to publication on alter- 
nate Mondays. At the same time, 
the magazine will change its for- 
mat and will expand its medical 
coverage. 


Winn-Dixie Names McCormick 
Daniel M. (Pete) McCormick 
Jr. has been appointed advertising 
director of Winn-Dixie Stores, 
Jacksonville, Fla., operator of 519 
supermarkets throughout the 
South. Mr. McCormick was for- 
merly advertising director of the 
company’s Tampa division. 


LAV Offers All-Expense Tour 
LAV, New York, the Venezue- 
lan airline, is promoting its first 
all-expense tour to Venezuela, of- 
fering a seven-day round trip for 
$299.50. New York newspapers and 
travel publications are on the 
schedule. Gotham-Vladimir Adver- 
tising, New York, is the agency. 
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Phoenix is building and growing fast! Preliminary 1960 
census report shows Metropolitan area (Maricopa 
County) population to be 651,000, up 91.3% since 
1950. Annual food sales, now $178,600,000, have 
doubled in 7 years. Building permits for 1959 were 
$249,000,000, up 26% over 1958. 

These and many other solid facts mean BUYING 
POWER... GROWING buying power! You can pene- 
trate this BUYING POWER with low-cost, one- 
medium coverage that daily reaches 91.6% of this 
eager-to-buy market; plus 63% bonus state-wide 
coverage. Buy the one medium that does the big job! 
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CHAS. E. TREAT, NATIONAL ADVERTISING MANAGER, BOX 1950, PHOEN! 


x, ARIZONA ¢ PHONE ALPINE 88-8811 « REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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AIAA Elects Hughes 


Assn. of International Advertis- 


| 


ing Agencies has elected Thomas) 


W. Hughes, president of National 
Export Advertising Service, presi- 
dent. Other officers are Horacio 
Alban Mestanza, vp of Foreign Ad- 
vertising & Service Bureau, vp; 
John M. Hanley, Buchen Co., west- 
ern vp, and Archibald L. Beyea, 
vp of Gotham-Vladimir Advertis- 
ing, secretary-treasurer. 


Chicago's Elite Hotel 


Only five minutes 
from downtown... 
steps from 

famous restaurants 
and exclusive 
— shops. 
uxurious air- 
conditioned rooms, 
suites and 
apartments by the 
day, month or year. 
Donald O. Cronin Manager 


=) Su 7-8500 


181 E, Lake Shore Drive 
— 


AD TO LirfE—When Mrs. Ernest O. Nelson, Burbank, Cal., above, saw 
the Friskies dog food ad in the May 2 Life, she was grieving over 
the death of her bulldog, a pet for 10 years. The dog in the ad 
seemed to her the reincarnation of her pet, which led her to call 
Carnation Co., then the agency, Erwin Wasey, Ruthrauff & Ryan, 
and finally the dog owner, M. R. Kinman. Now Mrs. Nelson owns 
the bulldog, called Oleander. 


‘Teleprompter Tests 
Key TV as Viewer 
Response System 


New York, June 21—Now view- 
ers can answer back to their 
television sets. 

As a result of a new system of 
subscription tv developed by Tele- 
prompter Corp., viewers will be 
able to use their tv sets to show 
their reactions to individual pro- 
grams, take examinations at the 
conclusion of educational courses, 
participate in opinion polls and 
possibly even order their groc- 
eries. The new device, to be known 
as Key TV, was unveiled last week 
at the National Community Tele- 
vision Assn. convention in Miami 
Beach. 

Key TV will be tested this sum- 
mer on two of the community 
antenna tv systems owned by 
Teleprompter. One test in Lib- 
eral, Kan., will be devoted pri- 
marily to test viewers’ willingness 


to pay to see entertainment and 


OLSEN PUBLICATIONS *& 


industry. They 


Award for ‘‘outstandin 
industries.” Accepting 


Olsen Publications. 


1445 North Fifth St. 


magazines 
OF THE DAIRY INDUSTRIES 


Olsen’s idea magazines mold markets and influence 
buying trends in the annual 10.65 billion dollar dairy 
rovide imaginative sales leadership — 
have the circulation and influence to spark industrywide 
romotions for advertisers. Long-time recipient of the 
industry’s most coveted awards, Olsen Publications were 
the only dairy plant magazines honored recently with 
American Dairy Associations’ Distinguished Service 
service to the dairy products 
e award from ADA president 
Lyman McKee, is Lester S. Olsen (left) president of 


OUR 5OTH YEAR 
THE OLSEN PUBLISHING CO. 


Milwaukee 12, Wis. 


Advertising Age, June 27, 1960 


sports, while the other in Farm- 
ington, N. M., will concentrate on 
educational programming and 
merchandising. 


® This system is said to be com- 
patible with commercial tv be- 
cause it can utilize any one of the 
existing channels not already as- 
signed. Components of the system 
are a tower and distribution cen- 
ter, a power pole outside of each 
serviced home with a record box 
attached and a small viewer’s con- 
trol box in the home. 

Community antenna systems 
provide a ready starting point for 
Key TV because they have the 
needed tower, distribution center 
and power poles. 

The viewer’s control unit, which 
resembles a miniature tv set that 
fits into the palm of a hand, is 
wired to a Tele-Record box out- 
side the house. When the Key TV 
system is about to program, the 
control system is placed in “stand- 
by” position. This action puts a 
start mark on a teletype tape 
housed in the Tele-Record box. 
At this point, the viewer is given 
a preview of the participation 
program which is to follow. This 
might take the form of an audio 
or video announcement or a 
scene from the show. 

After the preview, the viewer 
must decide whetner or not he 
wishes to accept the program. If 
he chooses to accept it, he in- 
serts a special key into the con- 
trol unit and then presses an 
“accept” button. 


= Key TV provides an immediate 
measure of its audience by means 
of an instantaneous participation 
indicator machine at the distri- 
bution center. This machine is 
able, at any time, to show the 
percentage of subscribers tuned 
in. The participation indicator al- 
so makes a permanent record of 
this information on a graph. At 
the same time, another record is 
made on the teletype tape outside 
the viewer’s home to indicate 
whether he has accepted the pro- 
gram. 

By means of two buttons on 
the control unit, the viewer also 
is able to indicate whether he 
likes or dislikes a program being 
offered on Key TV when his opin- 
ion is asked for from the central 
station. The response is recorded 
on the teletype tape, and the per 
cent voting for and against is 
shown on the instantaneous indi- 
cator. 


e If it is not desirable to know 
how an individual viewer voted, 
the question may be asked in two 
parts, with the respondents pres- 
sing the same button but at dif- 
ferent times. For example, view- 
ers who liked the program may be 
asked to press Button A first, and 
those who disliked the show will 
be asked to press the same but- 
ton later. This would indicate on 
the tape only that the viewer 
voted, but not reveal his choice. 

The tapes could be collected at 
regular intervals from the Tele- 
Recorder units outside of the 
homes without disturbing the 
householders. Teleprompter’s lab- 
oratory now is working on a sys- 
tem whereby the tapes could be 
picked up by the central station 
through a mechanical device to 
replace the manual collection sys- 
tem. 


= Key TV could have application 
in education, community service, 
and merchandising, as well as in 
pay-as-you-see tv entertainment, 
Irving B. Kahn, president of 
Teleprompter, said. Its ready au- 
dience is the more than 700,000 
consumers who subscribe to com- 
munity antenna television systems 
in 43 states of the U. S. and in 
Canada, he added. Key TV does 
not require approval of the Fed- 
eral Communications Commission. 
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House Beautiful’s virtuoso editorial performance spots, tracks and identifies 
trends early in their dawning and crystallizes them for an affluent audience 
now 900,000* strong. When they act, your business profits . . . no doubt 
has profited from such editorial milestones as ‘‘The New American Look"’ 
(May, 1950), *‘Mixing Old and New Furniture Styles’’ (May, 1951), “Wood 
is Counting As Wood Again’’ (October, 1956) and many, many others. 

That this performance pays off is proved in House Beautiful’s advertising 
leadership. 

Proof? In 1958, 1959 and again in the first half of 1960, House Beautiful 
carried more advertising pages than any national home magazine, continues 
its unquestioned first position in the field. The chart below shows exactly 
how leading advertisers and House Beautiful make beautiful music together. 
To learn more, ask your House Beautiful man. 


HOME FIELD ADVERTISING PAGES 


1958—FULL YEARt| 1959—FULL YEARt|1960—FIRST 6 MOS.¢ 
PAGES PAGES PAGES 
HOUSE BEAUTIFUL 1,230 1,302 589 
BETTER HOMES & GARDENS 1,098 1,042 550 
HOUSE & GARDEN 806 902 481 
LIVING 709 814 407 
AMERICAN HOME 575 563 258 


ee ye : © Publisher's Projection, 
ae Last Six Months, 1960 
‘ nae tSource: P.1.B. 
GE: ran, tSource: Printers’ Ink — 6/17/60 
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SUMMER PERENNIAL—The Four Roses | 
ice cake campaign goes into its 
18th successive summer starting 
June 30 with this ad set for Life 
and Look. Support will come from 
a point of sale program which in- 
cludes plastic replicas of the ice | 
cake for use in window and in| 
terior displays. Young & Rubicam, | 
New York, is handling. | 

| 

| 


Trammell Denies | 
7 

Undue Influence’ 

in Miami TV Case 

PHILADELPHIA, June 21—Former 
NBC president Niles Trammell 
testified here that he contacted six 
Federal Communications Commis- 
sion members and even took sever- 
al to lunch during the time the 
FCC was considering applications 
for a franchise for Channel 7, Mi- 
ami. 

Mr. Trammell is head of the Bis- 
cayne Television Corp., which 
eventually got the franchise. He 
denied an attempt at undue influ- 
ence. 

Mr. Trammell was one of two 
witnesses as the FCC opened hear- 
ings to review its 1956 decision at 
the U.S. courthouse here. Horace 
Stern, former chief justice of the 
Pennsylvania supreme court, is 
hearing examiner. The case was 
ordered reopened in April, 1959, 
after the House subcommittee on 
legislative oversight turned up un- 


American Gas, Oldsmobile, 
Lever Buy NBC-TV Shows 


American Gas Assn., New York 


| (Lennen & Newell), will co-spon- 


sor the half-hour drama-adventure 
series, “The Barbara Stanwyck 
Theater” on NBC, Monday, 10 p.m., 
EST, during the 1960-’61 season. 
The other half of the show was 
previously sold to Alberto-Culver. 
The Oldsmobile division of Gen- 
eral Motors Corp. (D. P. Brother 
& Co.) bought alternate half-hours 
of NBC’s “Michael Shayne,” an 
hour mystery-adventure series, for 
next season, Friday at 10 p.m., EST. 
Pittsburgh Plate Glass Co. had al- 
ready signed for one-third of 


“Shayne.” 

Among summer orders at NBC, 
Lever Bros. Co. (Sullivan, Stauf- 
fer, Colwell & Bayles) bought an 
hour live colorcast series, “Moment 
of Fear,” set for Friday at 10 p.m., 
beginning July 1. This is the sec- 
ond new live show NBC has set 
for the summer. The other is the 
hour “Chevy Mystery Show,” sum- 
mer replacement for Dinah Shore. 


Chicago Dotted Line Elects 
George Konz, Rock Products, has 
been elected president of the Chi- 
cago Dotted Line Club, succeeding 
David T. Kenney, Oil & Gas Jour- 
nal. Other new officers for the 


|1960-’61 year include Arthur 
| Hutchison, Geyer-McAllister Pub- 
lications, Ist vp; L. H. Hunt, En- 
gineering News-Record, 2nd vp, 
and Dave Wexler, Standard Rate 
& Data Service, secretary-treas- 
urer. 


MacFee Forms Agency 

Norman S. MacFee has left War- 
ren Advertising, Philadelphia, and 
has formed his own agency with 
three former Warren accounts on 
which he was account executive— 
Mrs. Schlorer’s Products, Fleisch- 
mann Vienna Model Bakery and 
Bireley’s Beverage Co., all of Phil- 
adelphia. The new agency is called 


Advertising Age, June 27, 1960 


MacFee Sales-Advertising. 


Louisiana Kills Outdoor Bill 

A bill to prohibit outdoor ad- 
vertising on the new interstate 
highway system in Louisiana has 
been killed by the transportation 
and public works committee of 
the Louisiana state senate after 
public hearings. 


Hill Joins Glenn Agency 
Herbert E. Hill has been named 
creative director of Glenn Adver- 
tising, Dallas. Mr. Hill formerly 
was a design, art and advertising 
idea consultant in Los Angeles. 


CJ The capital ladies in the capital city make up their minds—and their 
shopping lists—before the stroke of noon. In the pre-shopping hours. 
CZ It’s this distaff quirk that makes the following fact so significant: 


due influence charges in granting 
another Miami franchise that led 
to the resignation of Commissioner | 
Richard A. Mack. 
= Mr. Trammell said he talked | 
with commission members about 
technicalities in the procedures | 
concerning the applications and | 
about speeding up hearings. 

But in all his contacts, he said, 
he never went into the merits of 
his company or the other three 
seeking the franchise. He said he 
was concerned over reports that 
Thurman Whiteside, representing 
another group, was working 
against the Biscayne company. He 
added that it was common know- 
ledge that Mr. Whiteside and Mr. 
Mack were friends. Both are now 
under indictment for fraud in an- 
other case. 

The hearing’s first witness was 
Ben H. Fuqua, vp of the Florida 
Light and Power Co., who said he 
contacted Mr. Mack at the request 
of Biscayne executives solely to 
find out how the latter felt about 
their application. + 


Wexton Adds Publication 
Intelligence Digest and Weekly 
Review, published in London, have 
named Wexton Co., New York, to 
handle advertising in the U.S. A 
circulation building campaign has 
been budgeted at about $100,000. 


Ernst Joins Foote, Cone 

E. Anthony Ernst has joined 
Foote, Cone & Belding, Chicago, as 
account supervisor on the Minne- 
apolis-Honeywell account. Mr. 
Ernst was formerly the Minneapo- 


lis advertising manager of Fortune. 


make up their minds 
in the morning... 


and the greatest share are influenced by 
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This Week in Washington ... 


Boggs Bill Points Way to Sensible 
Tax Treatment of Lobbying Expenses 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, June 23—Even if 
it doesn’t become law this year— 
as it probably won’t—the revised 
version of the Boggs bill (H.R. 
7123), which emerged from the 
House ways and means committee 


this week, points the way toward 
more sensible laws to govern tax 
treatment of lobbying expense. 
Informal head counts indicate 
that a majority in both houses of 
Congress would like to see the 
Boggs bill become law. But lob- 
bying is still such an emotional 
subject that an organized opposi- 


eae 
neres 


tion can easily talk the bill to 
death if it passes the House and 
reaches the Senate floor this late 
in the session. 

In order to get new lobbying 
laws on the statute books Congress 
has to dispose’ of some outmoded 
moral concepts carried over from 
the nation’s unsophisticated past. 


= Our current tax treatment of 
lobbying, for example, drafted 40 
years ago, bans all deductions for 
expenditures to influence opinion 
on legislative matters. This met 
the needs of a period when the na- 
tion feared the cigar chewing, tin 
box passing boodler. But it leads 


to untenable results when it is 
carried over inflexibly to the mod- 
ern -world, where corporations 
have compelling reasons for want- 
ing to get their views before the 
public. 

Once it was enough to consider 
whether the public was going to 
be hoodwinked—by cynical prop- 
agandists or devious legislative 
manipulators. Now, however, lob- 
bying and the need for lobbying 
has gone through a transformation. 
At every turn, business must con- 
form to government regulation of 
one kind or another. Government 
relations at all levels—federal, 
state and local—have become as 


Between 7 am and 12 noon, Monday through Friday, WRC-TV attracts 
more women viewers than any other station in the Washington area. 
= Owned - Channel 4in Washington - Sold by NBC Spot Sales -WRC-TV 


Source: Washington A R B Jan.-April 1960 


essential as any of the other man- 
agement responsibilities. 

Yet despite these new needs, 
the Internal Revenue Service in 
recent years has been bending 
over backwards to disallow any 
deduction which can be classified 
as an effort to “lobby” or influ- 
ence opinion on legislative mat- 
ters. 


s This is the only area of busi- 
ness expense where the revenue 
service has been so strait-laced. 
It may decide that it is “reason- 
able and necessary” for a company 
to operate a yacht in the Mediter- 
ranean, or a hunting lodge in the 
Smoky Mountains, but it won’t 
allow a deduction for the corpora- 
tion executive who comes to Wash- 
ington to testify on a piece of 
legislation vital to his business. 
Or for an advertisement to tell 
the public that the business is 
concerned about a particular pro- 
posal which would raise costs, or 
complicate marketing operations. 


# In justice to the revenue serv- 
ice, it is important to realize some 
of the difficulties that arise when 
tax agents start reviewing adver- 
tising which is concerned with the 
discussion of public issues. 

Under the law they are sup- 
posed to allow deductions only for 
expenditures which are reason- 
able and necessary. For many 
years, the revenue service won- 
dered whether any ad other than 
an ad which offers something for 
sale, ought to be recognized as a 
reasonable and necessary” expense. 
During World War II, however, 
the revenue service agreed that 
some “idea” advertising, designed 
to build good will for the company, 
met the test of reasonableness. 
Once the door was open, the rev- 
enue service concluded that the 
only way it could avoid becoming 
a “censor” was to accept any rea- 
sonable budget for “idea” adver- 
tising, so long as it carried the 
signature of the advertiser. 


= But the revenue service has 
continued to draw the line at 
“idea” ads which sought to influ- 
ence opinions on pending legisla- 
tion. Clinging desperately to the 
regulation first formulated 40 
years ago, it said, in effect: “This 
far you may go, and no further.” 

Now some people think the cur- 
rent position of the revenue serv- 
ice is completely backward, so far 
as the test of “reasonable and 
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MASS MAIL 
PROMOTIONS 


Rita's ‘personal-touch’ promotion 
mailing services can help you build 
greater customer goodwill. 

All incoming letters are carefully read 
and personally answered when indi- 
cated. Complaints and misunderstand... 
ings are eliminated. 

Try Rita once, and you'll know why 
regionat and national advertisers and 
their agencies (among them: Kraft 
Cheese and Quaker Oats) rely on 
Rita's ‘personal-touch' to gain greater 
customer goodwill from their mail 
promotions. 

Write or phone (MI 2-0881) today for 
details on how Rita can help you per- 
sonalize your mail promotions. Out of 
town call collect. 


RITA NEWMAN & ASSOCIATES 


70 W. Hubbard St., Chicago 10, Ill. 
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@ There's only one 
way to get complete 
and reliable clipping 
coverage of maga- 
zines. BACON'S is 
the specialist in 
Magazines. 25 
years experience 
has built a com- 
plete list and un- 
matched methods 
for anpenke accu- 


BACON'S 


COMPLETE : os 
COVERAGE “**"™™=™ 


of OUR READING LIST 
Published as 
complete 


publicity 
directory. 
BACON’S 
PUBLICITY 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 
our copy today! 


MAGAZINES! 


BACON'S 
CLIPPING 


WAboash 2-8419 
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In Washington... 


necessary” is concerned. Under 
existing policy, a business can 
deduct as reasonable and neces- 
sary any ad discussing a public 
issue, so long as the business has 
no stake in it, and isn’t trying to 
stimulate any action. Yet on mat- 
ters where the very survival of 
the business may be at stake, no 
deduction is allowed. 


s All this came to a head early 
last year when the revenue serv- 


‘ice, with a great display of self 


righteousness, convinced the Su- 
preme Court that money which 
was spent by an association of 
alcoholic beverage dealers for ad- 
vertising to oppose a dry law ref- 
erendum could not be deducted as 
a necessary business expense. 
While the very survival of the 
businesses was hanging on the 


outcome of the election, the rev- 
enue service argued that Congress 
has never indicated any change 
of heart so far as the deduction 
of lobbying expense is concerned. 


® As Congress moves toward re- 
moving the blanket prohibition 
against tax deductions for lobby- 
ing activity, sponsors of the Boggs 
bill were initially unable to pro- 
vide assurance that a new law 
could be written which would pre- 
vent lobbying deductions from 
getting out of hand. 

Originally, they claimed that all 
lobbying expense should be de- 
ductible. But the revised bill pro- 
tects against abuses by specifying 
that expenses which would nor- 
mally be allowed are not to be 
disallowed solely because they are 
lobbying. 

The Boggs bill does not change 
the current policy of the revenue 
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TRENTON TOPS THE DELAWARE VALLEY 


Trenton, 30 miles above Philadelphia, spends more per 
household on food, furniture, clothing, cars than any 


other DelVal city.* 


AND THE TIMES IS TOPS IN TRENTON! 


The Trenton Times is Trenton’s dominant daily, hands 
down. It covers 73% of metropolitan area households, 
96% of City Zone. Beats the Trenton coverage of 
Philadelphia papers 10 times over.t 


*Market figures from Sales Management's Survey of Buying Power, 1959 
tCoverage figures from ABC audits 


TRENTON TIMES 


Represented by SAWYER-FERGUSON-WALKER CO. 


New York © Philadelphia « Chicago « Detroit» Atlanta « Los Angeles * San Francisco 


service which treats most idea ads 
as reasonable and necessary so | 
long as the sponsor feels they | 


create good will. It merely pro- | | e 


r 


vides that an “idea” ad on a public | 7 


issue is not to be disallowed solely | 
because it happens to be an issue | 
that is really related to the wel-| 
fare of the business. 


= Opposition to modernized lob- 
bying laws centers among pro- 
hibitionists and public -powerites. 


They fear their foes will swamp | 


them with ads to influence the) 
voting public. 

The AFL-CIO is waving the| 
bloody shirt, proclaiming the pos- | 
sibility that federal revenues will | 
be reduced and that the volume 
of lobbying expenditures will in- 
crease, “just as the deductibility 
of expenses for business enter- 
taining has led to an enormous 
increase in business entertaining, 
to the benefit of nightclubs and 
shows and to the detriment of tax 
collections.” 

The labor spokesmen visualize 
a tremendous increase in spending 
for advertising in radio, tv, news- 
papers and periodicals for lobby- 
ing purposes, “which by itself 
would result in huge revenue 
losses.” 


# The AFL-CIO does not submit 
any arithmetic to show that in- 
creased expenditures for adver- 
tising would work to the disad- 
vantage of the tax collector. If 
they did, this still would not be 
the sole consideration in a situa- 
tion where a business is arbitrarily 
denied deductions for expenses 
that may be essential to success 
or survival. 

In any event, reductions in tax 
liabilities of companies which buy 
advertising is not the end, as far 
as the tax collector is concerned. 


=|These expenditures add to the 


gross revenues of the advertising 


fitter that iets the true tobacce taste 
through Jaguar C.gareties are not 
(801d everywhere but you wil! fing 
them at better places: 
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ELEGANT—Stephano Bros., Philadel- 

phia, is using ads like the above 

in newspapers and yacht club pub- 

lications to test its Jaguar cigarets 

in the Detroit test area (AA, May 

30). W.B. Doner & Co. is the agen- 
cy. 


media, the agencies and their ex- 
ecutives. They pay taxes, too. + 


‘L.A. Times’ Names Nelson 

Robert D. Nelson has been named 
marketing manager of the Los An- 
geles Times, a post held by Otis 
Chandler until he became publish- 
er last April (AA, April 18). Mr. 
Nelson will be administrative su- 
pervisor of all the Times’ sales 
programs, which include classified 
and display advertising and circu- 
lation. Before joining the Times 
last February as assistant to Mr. 
Chandler he was assistant general 
sales manager of Oscar Mayer & 
Co., Chicago. 


e"" PACOTYPES 


offer a most economical way of 

duplicating originals with no loss 
of quality. And, there is a decided 
saving in production time. 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


____Where do you get BETTER SERVICE than at Pest. 
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The Heustn Chronicle Carries Over Twice 
As Many EXCLUSIVE Advertisers As Both 
Other Houston Newspapers Combined 


Exclusive Retail Advertisers 


Chronicle . . . . . . . «. 1016 Placing 1,290,419 Lines 


Sea EE E> Prt ary ke ie) Goer Ereee oroyy PL SN bx MAT 277 Placing 214,921 Lines 
Se NE oe ee RRs Shae pas caneniiee TRS nate ath ck 135 Placing 345,301 Lines 


Exclusive General Advertisers (Including Automotive and Financial) 


Chronicle . ..... . . . 832 Placing 792,393 Lines 


SO OU. 2... Re cel Pen OER. a SE ee 356 Placing 352,067 Lines 
PRU I ao ke BSL ea en hs Ph ens ot ee ee eee 24 Placing 37,076 Lines 


And ... More Advertisers 


Place The MAJORITY Of Their 
Linage in The Chronicle 


Retail Advertisers 
65% Majored in The Chronicle 


25% 2nd paper 
10% 3rd paper 


General Advertisers (Including Automotive and Financia!) 
62% Majored in The Chronicle 


35% 2nd paper 


3% 3rd paper 
SOURCE: Media Records 1959. 


In Houston, The Chronicle 
Reaches MORE People .. . 

Carries MORE Advertising . . . 

Sells MORE Merchandise 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper. . . 
The Chranicle is a MUST Buy! 


The Branham Company—National Representatives 
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Four members of The San Francisco Examiner editorial staff 
receive four of the six prizes this year in the Press & Union League 
Club's annual Professional Awards contest. Left to right—Mort 
Donoghue, general chairman of the Press Club awards committee 
issues certificates to Ray Morris, Best Photograph of the Year; Eddie 
Muller, Best Sports Story of the Year; Francis B. O'Gara, Best News 
Story of the Year; Will Stevens, Best Safety Story of the Year. 
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REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 
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~There’s Something Special About 
The San Francisco Examiner 


Recently a distinguished jury of professionals and university leaders in the San Fran- 
cisco Press and Union League Club Annual Professional Newspaper Awards gave 


Examiner staff men four out of six of the top honors. This recognition of Examiner 
editorial leadership has been going on for many years. Here is the record: 


1949— Best Feature Story of the Year ¢ Best Sports 
Story of the Year. 1950 —(No Awards issued by 
Press Club). 1951 — Best Feature Story of the Year. 
1952— Best Feature Story of the Year. ¢ Best Sports 
Story of the Year. 1953—Best Feature Story of 
the Year @ Best Sports Story of the Year. 1954— 
For skill, initiative and imagination of the reporter: 
Best of the Year. 1955 —Best Feature Story of the 
Year ¢ Best Photograph of the Year’e Skill, initiative 
and imagination of the reporter: Best of the Year. 
1956—Best Sports Story of the Year. 1957—Best 
News Story of the Year ¢ Best Sports Story of the 


tee 
° Ue AGERE et cha nb bens oud 
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™ THE DAILIES 


Year @ For skill, initiative and imagination of the 
reporter: Best of the Year. 195g8— Best News Story 
of the Year @ Best Photograph of the Year ¢ Best 
Sports Story of the Year. 1959—Best News Story 
of the Year ¢ Best Safety Story of the’ Year ¢ Best 
Photograph of the Year ¢ Best Sports Story of the 


~ Year. 


The Examiner's editorial leadership is also recognized 
by judges of editorial matter all over the world. These 
honors from professionals at home are just a few of the 
many The Examiner has received in the last ten years, 
including the Pulitzer Prize in 1950 and many other 
national awards. 
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fa Says 


WANT MORE 
- CUSTOMERS IN 
_ BRIDGEPORT. 


Per cent of families reached 


LOOK 
3.6.F’. 


15% 


15% 


LIFE 


PARADE 


READER'S DIGEST 26% 


20% 


(FAIRFIELD COUNTY) 


36% 


The things people of Bridgeport read about in the BRIDGEPORT POST and 
PARADE on Sunday, move off the shelves on Monday and all week long! 


PARADE 


THE SUNDAY NEWSPAPER MAGAZINE 


Represented Nationally by Moloney, Regan & Schmitt 
PARADE ...The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week.) 


EMPTY PROMISES— 
To demonstrate 
that what is past 
is prologue—at 
least as far as 
cigars are con- 
cerned—Admira- 


Advertising Age, June 27, 1960 


tion cigars is 
running pages 
like this in New 
York newspapers. 
Heineman, Klein- 
feld, Shaw & Jo- 


The mystery of the empty cigar box! 


Something 1s making this cigar, the Admiretion “Nelson . the festest growing 15: 
smoke in New York. Look closely. becouse olf the clues to its success ore in ful! 
view. All except one, You see the name, Admirotion, A femous ciger maker for 
93 yeors. Thet could be ene reason. You see the price. 15* with no extra ciger 
tex to pay. (Who enjoys paying taxes?) AM you see the extra long size, 6 full 
inches, big end tall ond hondsome. But the one big clue can't be seen, it must 
be enjoyed. W's the full rich favor of dear Havens tobacco, aged through ond 


seph is the agen- 
cy. 


through, mellowed to luscious goodness! Will you try @ few? That is. if you can 
tind them. The boxes empty out mighty fost. 


Kellogg's All Stars 
Bows in East Areas, 
Chicago and Seattle 


BATTLE CREEK, MIcH., June 21— 
Kellogg Co.’s newest product, All 
Stars—a sugar-coated oat cereal— 
is making its debut in eastern mar- 
kets after tests during the past two 
months in Chicago and Seattle. Na- 
tional distribution is expected be- 
fore 1961. 

The cereal is shaped like stars, 
each with a hole in the middle, and 
is the second oat cereal developed 
and produced by Kellogg. OKs at- 
tained national distribution last 
year (AA, Aug. 3, 59). 


= The ready-to-eat cereal is being 
supported in the test areas by 
newspaper ads and tv commercials 
which explain that “Whoo” put the 
holes in the middle of the tiny 
stars. “Whoo” is a cartoon charac- 
ter featured on the All Stars pack- 
age, known as “the wonderful wiz- 
ard of oatz.” The package also will 


feature cartoon cutouts for young- 
sters. 

Tv commercials shown on chil- 
dren’s shows in test areas are fea- 
turing a jingle about “Whoo” and 
his unique occupation. 

Leo Burnett Co., Chicago, is the 
agency. # 


Associations Index Issued 

A new geographic index, which 
lists by state and city all national 
associations, professional societies, 
labor unions and other non-profit 
organizations listed in the basic 
volume, “Encyclopedia of Amer- 
ican Associations,” has been’ in- 
troduced. Each listing in -the new 
index includes the name and ad- 
dress of the association, as well 
as name and title of the chief of- 
ficial. 


Rauh Names Eisner Agency 

J. E. Rauh Cigar Co., Milwau- 
kee, manufacturer of Thora ci- 
gars, has appointed William Eis- 
ner & Associates, Milwaukee, as 
its agency. 
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@ Important basic facts revealedin _ 
new McCann-Erickson Study. READY SOON! — 
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fand Outdoor Advertisine ; 
Aicago So eer Peel ‘ 


Have Designing Department, 
Advertisement Writing De- 
partment, Printing Depart- 
ment, and employ experts to 
facilitate the prompt prepar- 
ation of effective advertising 


A Third of a Century of Success 


P 


- > 
DS. 


The advertising agency and its chief, from “The Man Who Shaped 
beginning in the July 5, 1960, issue of LOOK. 


a Century”, 


At the turn of the century, a new force 
was emerging to sell the goods 

of U.S. mass-production. 

It was called “‘modern advertising’, 
and Albert Lasker was its apostle. 

In the current Look, 

John Gunther begins the Lasker story. 
The story of a pioneer 

who made $45,000,000 in advertising 
and was always fascinated 

by its mysterious power... 

who said it made him feel 

like primitive man suddenly blessed 
with the gift of fire. 

Using this power as no one had before, 
Lasker introduced America to 

new foods, new fashions, new luxuries— 
to a new standard of living. 

Meet “The Man Who Shaped a Century” 
in the current LOOK, 

the exciting story of people. 
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Accredited Home Ne wspope 


RATE & DATA Guide FEZ) 


of AHNA’s 1960 Rate & Data 
Guide . . . 44 pages of useful 
information on the nation’s top 
community and shopping news- 
papers. 


A message of importance to newspaper spacebuyers 


FOLLOW THE LEAD 


le 
group of print media are sufferi 
advertising dollars. ~— oo & nee 


AHNA newspapers are lead in circulation, 
and results. Once you've ried ao AHNA Py oak 
see for yourself, in the form of more sales, why AHNA 
ee continue to gain in national edvertiaing 


AHNA newspapers are communi leaders, sparking 


civic improvements, monitoring civil oalen and protecting 


civil liberties, rhead. local ’ 
re spea ing merchants’ group sales 


All of which means AHNA newspapers wil the bell 
in cash r sales. Why not foll 
— y ollow the | and see 


Accredited Home Newspapers 


OF AMERICA, INC. 


706 Rhode Island Avenue, N.W. 


ms : 


Washington 6,D.C. © District 7-4618 


141 East 44th St. 


New York 17, N.Y. @ MUrray Hill 2-8273 


‘Roanoke Times,’ ‘World-News,’ 


to Otter R.O.P. Service in Fall 


The Roanoke Times and World- 
News will offer its advertisers r.o.p. 
color service, effective Sept. 1. 
Color units will be sold in four 
general categories: Morning, eve- 
ning, or Sunday alone; morning 
and evening combination; morning 
or evening with the Sunday edition, 
or the Sunday newspaper and both 
daily newspapers. The Times and 
World-News have had spot color 
service since 1957. 

The newspapers will hold a col- 
or forum, “Call to Colors,” Aug. 9, 
at which executives from other 
dailies will speak. 


Kirkland with ‘Family Weekly’ 

In a caption accompanying a 
photo of Ron Gow of Whirlpool 
Corp. and Donald D. Kirkland 
(AA, June 20), ADVERTISING AGE 
identified Mr. Kirkland as being 
with Family Circle, which is incor- 
rect; he is with Family Weekly. 


= America’s modern way of doing 
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The NASA-USAF-Navy X-15 manned rocket gets a vital part... delivere 


usiness @ 


hh oa 


 epae 


so 


d with jet-age speed by AiR EXPRESS 


X-15 part flies first 3000 miles by Air Express 


The scene: Edwards Air Force Base, Calif. Crack engineers work ‘round the clock to ready the X-15 
for its flight to the brink of outer space. /ts engine, built by Thiokol in Denville, New Jersey, packs 
a 400,000 HP punch—more than the power of two giant ocean liners! Because of an accelerated 


They must be shipped fast, with kid-glove handling. In 


short, a job for low-cost AiR EXPRESS. Give your business 
these advantages, too. Ca// AIR EXPRESS to speed your 
products FIRST TO MARKET.... FIRST TO SELL. 


& y» 
AIR Ej 


4 


assembly schedule, some parts—like this turbine pump control—are installed right on the flight line. 


RESS 
=D 


; } CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY + GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


Advertising Age, June 27, 1960 


Wise Ad Budgeting 
Reduced to Statistics 
in Weinberg Report 


New York, June 21—Robert S. 
Weinberg, a mathematician turned 


economist, who is manager of mar- 


ket research for International 
Business ‘Machines, has completed 
a 25-page “Analytical Approach 
to Advertising Expenditure Strat- 
egy,” which the Assn. of National 
Advertisers released June 17. 

Mr. Weinberg’s aim was to de- 
termine the most profitable level 
of advertising expenditure. He in- 
dicated that maximum net profit 
after taxes would be determined 
by four sets of factors interacting 
simultaneously. These are: 

1. Economic and industry—the 
interrelation between industry sales 
and general economic activity. 

2. Competitive—the company’s 
share of market. 

3. Internal—the interrelation of 
company net profits before taxes 
and company sales. 

4. Institutional—the structure of 
taxes, industry practices, govern- 
ment trade regulations and the 
availability of external capital. 


® According to Mr. Weinberg, the 
most efficient ad expenditure must 
reflect the interactions between 
these factors and the expected fu- 
ture advertising expenditures of 
the company’s competitors. 

The level of company advertis- 
ing required to attain a given 
marketing objective will depend 
on three factors, he said: Its cur- 
rent market position; the level of 
competitors’ ad expenditures, and 
the relative effectiveness of the 
company’s ad expenditures. 

Mr. Weinberg’s study includes 
two case examples which indicate 
how the margin of error was nar- 
rowed in the determination of the 
most profitable advertising ex- 
penditure under given conditions. 

The book is $5 to non-members 
of ANA. 


ANA OUTDOOR STUDY GIVES 
RATES, TRAFFIC, OPERATORS 

New York, June 21—The Assn. 
of National Advertisers has issued 
the initial report in its new study 
of circulation and rate relationships 
of outdoor advertising. 

The 22-page report lists in tab- 
ular form current information on 
market population, allotment, ad 
rates, cost-per-1,000 circulation 
and audited daily circulation of 
each illuminated outdoor plant in 
the U.S. Also listed are names of 
plant operators for each location. 

The outdoor report was prepared 
under direction of ANA’s outdoor 
advertising committee and was 
compiled from data provided by 
the Traffic Audit Bureau, National 
Outdoor Advertising Bureau and 
Outdoor Advertising Assn. of 
America. It is available to non- 
members of ANA at $5 per copy. # 


Ried] & Freede Adds One 

Anken Chemical & Film Corp., 
New York, has appointed Riedl & 
Freede, Clifton, N.J., to handle ad- 
vertising for its subsidiary, Trans- 
copy Inc. Billings for the account, 
formerly with Gardner Advertis- 
ing Co., will be $250,000. 


Patatio Joins Ambassador 
John J. Patafio Jr., former east- 
ern advertising manager of the Re- 
porter of Direct Mail Advertising, 
has been named director of sales 
development of Ambassador Mail 
Advertising, Bellmore, N.Y. 
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In Delaware Valley, the Suburbs 
account for 65% of Food Sales 
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—And in Delaware Valley’s suburbs, The Daily Inquirer is . 
read by 27% more women than the major evening newspaper.* 


So, if you want to sell more where they're buying more—put your advertising in The Inquirer! 


*Source: ‘Philadelphia Newspaper Analysis” by Sindlinger & Company Inc. Highlights available on request. 
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NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES | FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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1960 SUMMER OLYMPICS IN 
ROME...EXCLUSIVE ON THE 
CBS TELEVISION NETWORK 


You will be more than a good sport if you take 
your customers to the Summer Olympic Games 
in Rome, via the exclusive broadcasts of the 
CBS Television Network. You will be the far- 
sighted sponsor of an exceptional advertising 
vehicle. All signs point to the gathering of an 


unprecedented television audience—vast, ex- 


cited, and attentive, coming back day after day. 

People are still talking about this network’s 
coverage of the Winter Olympics at Squaw 
Valley: viewers still marveling at the thrills of 
Olympic competition; advertisers still marveling 
at the size and quality of the television audience. 
Five out of every six upper and middle income 
families, and three out of every four lower in- 
come families, watched the Winter Games. If 
you make cars or stoves or other “high-ticket” 
items you will be interested to note that upper 
income families watched most, as Nielsen 
average-minute ratings show: 

UPPER INCOME ©: 232A 25 5 

MIDDLE INCOME S22 22.0 

LOWER INCOME «16.7 
The broadcasts from Squaw Valley also attracted 
more adu/t viewers per family than any other 
Winter program—with the result that a leading 
cigarette maker was the first advertiser to spon- 
sor a part of the Summer series. (Because of 
the number of viewers of a// ages, a famous 
cereal maker soon followed.) Altogether, more 
than 100 million Americans tuned in. 

Yet the Winter Games were scarcely more than 


a warm-up exercise for the Summer Olympics . 


—the world’s greatest sports spectacle—to be 
held this year in the ancient thoroughfares and 
modern arenas of the Eternal City. Television 
tourists will follow the Marathon from the 
Capitoline Hill along the Appian Way, past the 
Coliseum to the Arch of Constantine. Sports 


enthusiasts will see Herb Elliott of the 3:54 mile, ie 
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Rot 
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jet planes will shuttle tapes daily from Rome 
and Paris to New York. From August 26 to 
September 12, the CBS Television Network will 
present a total of 32 broadcasts, averaging more 
than one hour of coverage a day. Advertisers 
who want to get a running start on the new Fall 
selling season will be interested to know that 
two-thirds of these broadcasts will occur on or 
after Labor Day Weekend. Thus far P. Lorillard Lil a 
Co. has purchased one-quarter of the series and "es 

General Mills, Inc., one-eighth. 

In a truly unique combination of advertising 
values, sponsors of the Summer Olympics will 
gain the continuity and frequency of impact found 
in a regular series, together with all the excite- 
ment and prestige generated by a newsworthy 
“special” of major dimensions. Not to mention 
a huge circle of new friends brought to you ex- 
clusively on the CBS TELEVISION NETWORK. 


fabulous Konrads swimmers—the foremost mepes Gr 


and women athletes of our time dra’ 
every quarter of the globe. iz 
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for the right impact 


on business decisions... 
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advertise to management 


in the magazine 


edited for 
the age of the manager 


Dominant, continuous advertising to management 
in DUN’s REVIEW and Modern Industry is the 
effective ... selective ... economical way to influence 
business decisions. Here your dollars buy frequent, 
impressive advertising which is read by important 
executives when they are thinking about business 
and most responsive to business advertising. 


And this advertising reaches men your 
salesmen often can’t. 


This is the reason advertisers are placing more 
pages in DUN’S REVIEW, the business management 
magazine. They have found it the place to influence 
the decisions of men who have the authority and 
interest to act. When you advertise to business 
your advertising belongs in... 


DUNS 
REVIEW 


AND MODERN rTROUGT aT 
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GRANT SPEAKS—Will C. Grant, board chairman of Grant Advertising, 

speaks to members of the Florida Citrus Commission, paving the 

way for a full-scale presentation by his agency, which sought the 

fresh fruit portion of the commission’s $4,000,000 consumer adver- 
tising account. 


Grant Promotes Split-Account 
Concept fo Florida Citrus Commission 


Two Agencies Cost No announced last April that one 
orange product should not compete 


More Than One, Agency _ with another. 

a Mr. Dey hammered hard on the 
Tells Commissioners multiple-agency setup, and empha- 
sized that having two agencies in- 
stead of one would not cost the 
commission any more money. 

Mr. Dey cited several examples 
of large food companies in the U.S. 
which have successfully adopted 
multiple-agency setups. He pointed 


LAKELAND, FLA., June 21—Per- 
sons who witnessed the presenta- 
tions made before the Florida Cit- 
rus Commission last week (AA, 
June 20) were still talking this 
week about the sales argument 
made by Grant Advertising, which 
solicited the fresh fruit share of 
the commission’s account. 

The Grant presentation, which 
took one hour and 35 minutes, was 
presented by a team composed of 
Will C. Grant, board chairman; El- 
liott Plowe, president; John Dey, 
exec vp in charge of Grant’s Mi- 
ami office; Nelson Mason, vp in 
charge of Grant’s Tampa office; 
John Pinto, creative vp in New 
York, and Palmer Tyler, vp of the 
Miami office. 


count, naming Ogilvy, Benson & 
Mather for its regular coffee and 
leaving instant coffee with Benton 
& Bowles, which previously had 
the entire account. He added that 
regular coffee sales had increased 
since the split. 


es “If you’re wondering if a split 


cies,” Mr. Dey said, “just remem- 
ber that when Benton & Bowles 
got your account five years ago, 
the total budget was the same as 
your processed budget is today.” 


s Asserting that a good competi- 
tive program is good for both the 
fresh and processed citrus prod- 
ucts, Mr. Mason maintained that! 


Benton & Bowles maintains that it 
has separate copy groups on fresh 


out that in 1958, General Foods_ 
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| Thompson Co. and Batten, Barton, 

|Durstine & Osborn,” he said. “The 
account was moved out of Foote, 
Cone & Belding after 52 years be- 
cause Sunkist wanted a fresh ap- 
proach to fresh lemon advertising. 
And don’t forget, fresh lemon sales 
have been declining since World 
War II, a condition similar to your 

| own.” 

Mr. Plowe promised that if his 
agency got the account, it would 
| hire a well-known fresh fruit mar- 
| keting man and open a service of- 
fice in Lakeland. 


® Media plans for fresh citrus fruit ~ 


|were discussed by Mr. Tyler of 
Grant’s Miami office. Long range 
plans called for insertions in Good 
| Housekeeping and McCall’s. 

| Plant season campaigns would 
| be featured with full-color pages in 
newspaper supplements—s pe cifi- 
| cally Sunday, The American Week- 
|ly and This Week Magazine. 

| For short range, close support 
|Grant planned ads in newspapers 
| in 41 markets, which have 70% of 


| 
| 
| 
| 


} 
| 


| 
| 


account would attract top agen-| 


split its Maxwell House coffee ac- | 


| 
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Mr. Dey also pointed to the Sun- | 
two sets of creative brains are bet-|kist fresh lemon account (with | 
ter than one. He said that although |billings of $1,300,000), which was | 
won by Leo Burnett Co. last month. 
“This account attracted such top| 
and processed products, the agency agencies as Burnett, J. Walter 


1 CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


(J Permanent-type Displays—wood, glass, plastic, metal 
[J Molded Plastic and Animated Displays [] Complete Dealer 
Display Kits [] Cloth Banners [[] Outdoor Displays—Stanzall® 
(0 Cardboard Displays [J Econo Signs [] Mystik®—Self-Stik 
Displays [] Pennants [] General Lithographing Services 
(1 Complete creative point-of-sale facilities from ideas to sales. 
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citrus fruit sales, and a saturation 
spot radio campaign. The spot ra- 
dio push, in Detroit for example, 
would include 50 spots the first 
week on one station, 50 spots the 
second week on a second station 
and 50 spots the third week on a 
third station, with the cycle start- 
ing over the fourth week, Mr. Ty- 
ler said. 


2 A full program of proposed 
print and radio ads,.with suggested 
themes, headlines and copy, was 
presented by John Pinto, creative 
vp. The first suggested headuine 
was, “Squeezin’s better than freez- 
in’ (and God knows, it’s better 
than Tang).” 

Mr. Pinto blasted the “orange 
look” in ads for orange products 
and he showed a number of slides 
to illustrate his point. “When a 
consumer reads ads, he sees orange, 
and this tends to confuse him,” Mr. 
Pinto said. 

The first ad he showed featured 
a red orange in the middle sur- 
rounded by much white space. The 


headline said, “Nothing tastes fresh | 
as fresh Florida oranges,” which | 
turned out to be the principal slo- 
gan for all the Grant ads. The copy 
followed with such statements as, 
“Real oranges come only in this 
container,” and “fresh from the 
health state.” The ad also con- 
tained a recipe. 

Other ads featured such head- 
lines as, “For eatin’ or squeezin’,” | 
“Peeled, sliced, squeezed, diced” | 
and “New breakfast discovery: | 
Spiked orange juice.” Mr. Pinto} 
drew many laughs when he showed | 
an ad with the headline, “Why take 
Phake?” Phake, it was explained 
at the bottom of the ad, was a 
synthetic orange-type drink. 

Mr. Pinto told the commissioners 
that Grant had discussed the pos- 
sibility of stamping the Good 
Housekeeping seal on every Flori- 
da orange with the magazine and 
that the chances of completing the 
arrangement were excellent. “I 
think our major problem will be 
to get the growers to add the 
stamp,” he said. 


‘ 
— 


é 


WINNER—Dr. Cortez F. Enloe, pres- 

ident of the agency bearing his 

name, speaks before the citrus 

commission. Dr. Enloe was award- 

ed its medical ad account (AA, 
June 20). 


Many of the grapefruit ads fea- 
tured a comic drawing of a child 


,and a grapefruit. A typical head- 


line read, “I wish I was a grape- 
fruit, Mom.” “I wish I were a 
grapefruit, dear.” “You too, Mom?” 

“The new crop’s at your store 
now—get a bagful while they last. 
Fresh ruby red grapefruit from 
Florida, the heatth~state. Packed 
with Vitamin C. The biggest health 
bargain in town. And the tastiest.” 

The Grant presentation was pre- 
pared by the agency’s New York, 
Chicago and Miami offices. 

Grant told the commissioners 
that its fresh fruit account would 
not conflict with that of another 
Grant client,.Dr. Pepper. 

The agency received an unsolic- 
ited testimonial from William D. 
Sims II, former president of Col- 
gate-Palmolive Co., who now lives 
in Orlando, who appeared before 
the commission and praised the 
agency’s work and Mr. Grant. 


es A large crowd jammed the citrus 
commission’s auditorium to witness 
the Grant presentation, including 


55 


the executive committee of Benton 
& Bowles, and several:others from 
that agency. Other spectators in- 
cluded representatives of Camp- 
bell-Ewald Co. and Liller, Neal, 
Battle & Lindsey, neither of which 
was making a presentation, as well 
as of the three which were contest- 
ing for the commission’s medical 
advertising account—Cortez F. En- 
loe Inc.; L. W. Frohlich & Co. and 
Burdick & Becker. + 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 


Atherton W. Hobler, chairman of | 4 


Phone: CH 3-2050 Chicago 7, lil. 


EVERYTHING 
UNDER 


THE SUN! 


RESTAURANT SALES in San Diego totaled an estimated 
$97,639,000* last year — one more indication of the market’s brisk 


expansion. In the past ten years, San Diego County’s aggregate 
business activity has risen almost 200 per cent. 


Two metropolitan newspapers offer your best sales approach to the 
market. The San Diego Union and Evening Tribune have a combined 
daily circulation of more than 200,000 (220,667 ABC 9/30/59). 
Readership (Sunday-and-evening combination) is 86.9%. 


The San Diego Anion | EVENING TRIBUNE ‘SELL SAN DIEGO 


“Source: Economic Research Department, Union-Tribune Publishing Company 


“The Ring > Copley Neweparorc 


15 Hometown Daily Newspapers covering San Diego, California — Springfield, Illinois — Northern Illinois — 
and Greater Los Angeles. Served by the Copley Washington Bureau and the Copley News Service. 


_ REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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@ Important basic facts reveaied in 
new McCann-Erickson Study. READY SOON! 
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oS ibid Se Borden, General Foods Run 
Z | |Joint Promotion in TV, Print 
$3 | Borden Co., New York, will pro- 
> |mote its Eagle Brand sweetened 


: |Flake coconut, a General Foods 
| |product. The ads will feature a 


"| will be run in the August Ladies’ 
| | dition to commercials promoting 


2 _the dessert on General Foods’ reg- 
| | ularly sponsored ABC-TV _ shows, 


: | bin risers and recipe pads, are be- 
I |during the July and August pro- 


a | Borden will run a separate cam- 


condensed milk in a joint advertis- 
ing campaign with Baker’s Angel 


recipe for “lemon snow freeze,” a 
summer dessert. Color page ads 


Home Journal and McCall’s in ad- 


“Who Do You Trust?”, “Day in 
Court” and “Love That Bob.” In- 
store display material, including 


ing furnished to grocery stores 
| motion. 


paign for its Eagle milk with two- 
color ads in the July Better Homes 
& Gardens, Good Housekeeping 
and Successful Farming. Young & 
Rubicam is the agency for both 
Eagle milk and Baker’s coconut. 


Grant, Rosenblum Open Shop 

Promotion Plans and Programs, 
specialist in sales promotion activi- 
ties, has opened at 120 E. 56th St., 
New York. Principals are Thomas 
Grant, who has an advertising 
management background, and Sig | 
Rosenblum, a sales promotion con- 
sultant. 


THE GAP W 


IDENS! 


With 607,000 average 
weekday circulation, the 
Journal-American’s national 
milline rate is now $3.13 

— 11.87% lower than that of 
the World-Telegram and Sun 
and 32.1% below the Post's! 


Based on National Advertising Rates and 
A.B.C. Publisher’s Statements for 6 months 
ended March 31, 1960. 


Nielsen Network TV 


Advertising Age, June 27, 1960 


Two Weeks Ending May 22, 1960 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Frank Sinatra Timex Show (Timex, ABC) 18,487 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..................0.-. 18,261 
3 > Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 18,035 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 15,368 


5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ..........0000cccce 14,012 


6 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 13,786 
7 77 Sunset Strip (Several sponsors, ABC) .... 13,560 
8 Danny Thomas Show (General Foods, CBS) ...........ccccccccceecsseseeees 13,379 
9 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 12,566 
10 Playhouse 90—Wed. (American Gas, Allstate, R. J. Reynolds, 
GRRE a ge ie ie Pe Sn aR gle a A ee 12,430 
PER CENT OF TV HOMES REACHEDt 
Homes 
Rank Program (%) 
1 Frank Sinatra Timex Show (Timex, ABC) ............ccccccccccccceceeeseeeee 42.6 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............cc00008 40.8 
3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 40.4 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 34.5 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ..........00000..... 31.4 
6 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 30.9 
7 77 Sunset Strip (Several sponsors, ABC) ......0.....ccccccccccescesseeeeeeees 30.8 
8 Danny Thomas Show (General Foods, CBS) ............cccccccccseeeeees 29.9 
9 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) 28.7 
10 Playhouse 90—Wed. (American Gas, Allstate, R. J. Reynolds, 
eli aah aah chp diesen dieisa Mies naindieniantapaeiagainibiaaaiie 28.3 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............0000 17,040 
2 Frank Sinatra Timex Show (Timex, ABC) .00..........ccccccceceeeeeeeeeeenes 15,052 
3° Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 14,871 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,328 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ............0000000 12,792 
_6 Danny Thomas Show (General Foods, CBS) ............::ccscssesenees wom 
7 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) .............. 11,526 
“8 Father Knows Best (Lever Bros., Scott Paper, CBS) .................. 11,210 
9 I've Got A Secret (R. J. Reynolds, Bristol-Myers, CBS) ................ 11,164 
10 77 Sunset Strip (Several sponsors, ABC) ..........cccccceseecseeseseeeeee 10,893 
PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccee 38.1 
2 Frank Sinatra Timex Show (Timex, ABC) .........ccccccccccccccseeeeeeeseees 34.7 
3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 33.3 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ............... -32.2 
5 Red Skelton Show (S. C. Johnsor, =<! Milk, CBS) ...........0.000... 28.7 
6 Danny Thomas Show (General Foods, CRS) oo....ccccecceccecseeseeteeees 27.9 
7 Price ts Right—8:30 p.m. (Lever Bros., Speidel, NBC) .............. 26.3 
8 Father Knows Best (Lever Bros., Scott Paper, CBS) ...........ccccee 25.1 
9 I’ve Got A Secret (R. J. Reynolds, Bristol-Myers, CBS) oo. 249 
10 77 Sunset Strip (Several sponsors, ABC) 2.0.0.0 2... ccccccesseseeeeeeeees 24.7 


one to five minutes. 


program. 


* Homes reached by all or any part of the program, except for homes viewing only 


**Homes reached during the average minute of the program 
¥ Percented ratings are based on tv homes within reach of station facilities used by each 


Boost Contraceptives 
Like Toothpaste, 
Rainwater Urges 


CHICAGO, June 21—Advertisers 
are falling down in their duty to 
the public by not advertising and 
actively promoting the use of con- 
traceptives for controlling family 
size. 

This is the opinion of Lee Rain- 
water, associate director of Social 
Research Inc., whose new book, 
“And the Poor Get Children: Sex, 
Contraception & Family Planning 
in the Working Class,’ was just 
published by Quadrangle Books 
Ine. ($3.95). 

Mr. Rainwater, whose book is 
based on a pilot study of 100 lower- 
class families interviewed in depth 
in Chicago and Cincinnati, feels 
the advertisers could do the same 
job here that they have done for 
dental hygiene (“Brush your teeth 
twice a day; see your dentist twice 
a year’’). 


The N.Y. Journal-American is represented nationally by Hearst Advertising Service Inc. 


ag 


® His book brings out the fact that | 


lower-class couples have large 
families despite the fact they don’t 
| want them, because of their lack of 
knowledge of contraceptive devices 
—or, if they have the knowledge, 
their lack of information on how to 


juse the devices effectively. These 
people are too timid or ashamed to 
go to doctors or clinics to find out 
about these devices, and very often 
are mistrustful of clinics, the book 
says. 

According to Mr. Rainwater, the 
best way—often the only way—to 
reach these people is through mass 
media, such as newspapers, radio, 
magazines and television. 

Mr. Rainwater acknowledged 
that any advertiser brave enough 
to undertake such advertising 
would be up against a great wall 
of taboo on discussing such topics 
publicly. 

The study on which the book is 
based was sponsored by the 
Planned Parenthood Federation of 
America. + 


United-Carr in Corporate Ads 

United-Carr Fastener’ Corp., 
Boston, maker of metal and plas- 
tic parts for electronic, automo- 
tive, aircraft, appliance and other 
industries, will run corporate ads 
in Business Week and Newsweek. 
The ads will consist of two col- 
umns, to be separated by a column 
of editorial, with one of the ad 
|columns devoted to a single prod- 
uct and the other dealing with 
the corporate image. The schedule 
|was handled by Reach, McClin- 
|ton & Humphrey, Boston. 
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best buy in the Leisure-Time market is the Big Three Sportsmen's 
Magazine group, with the largest circulation gain of any magazine field in 


the last I5 years...now an audience of over 3,200,000 known spenders! 


Your salesmen call on their best prospects first. Why not your advertising ? 


ATED O/ LARGEST CIRCULATION GAIN OF ANY MAGAZINE 
ea UP 211% FIELD IN THE LAST 15 YEARS! 


SPORTS AFIELD | 3 


story! 
* 959 EIGHTH AVENUE * NEW YORK 19,N.Y. 
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Penn & Hamaker Adds Account: 
Names Wiemer in Media 
Penn & Hamaker, Cleveland, has 
been a inted agency for Meriam 
ahaa Co., Pacatend. maker | Blair TV Names Two 
of meters and gauges. Richard Kimball, 
The agency has appointed Ray- | ‘with George P. Hollingbery Co., 
boy 


media director. 


Blair 
CRITICAL READERS 


LISTENERS, VIEWERS 
think up cloims thot your agency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 

PRIVACY OR pouibesinaeh 
A 


office of Blair Television, 


headquarters. 


FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 

against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


21. W. Tenth, Kansas City. nn 
oan one +a "oo 


St Ja sociates, Cleveland, is the agency. 


mond F. Wiemer, formerly associ- 
ate editor of Building Products, 


previously 


joined the Chicago sales staff 
Television Associates, 
station representative. Lloyd Hea- 
ney, formerly with the Chicago 
has 
been transferred to the New York 


Hupp Unit Launches New Push | 
Perfection division of Hupp 
Corp., Cleveland, launched a new 
lad campaign this month for its 
new refrigerated semi-trailers. The 
kickoff campaign includes two-col- | 
or pages in Commercial Car Jour- 
nal and Fleet Owner. Butrick & As- 


Spice Islands Aims 
at ‘Taste Makers’ 
in Print Drive 


San Francisco, June 21—A na- 
|tional consumer magazine cam- 
|paign with romantic and historical 
overtones will be used to establish 
a sales personality for the Spice 
Islands products of the Leslie- 
Spice Islands Sales Co. 


personne] 


ran, Spice Islands advertising 
manager, the campaign will run 
through next October. 

The color page ads will run in 


A MEDIA PLAN WITHOUT 
NEGRO RADIO IS LIKE 
HAM WITHOUT EGGS! 


No matter what other media you’re using, if you haven't dis- 
covered Rounsaville Radio’s six Negro markets you are overlooking 
an 824 million dollar consumer group. That’s what 1,433,000 
Negroes in the Rounsaville Radio area have ready to spend AFTER 
taxes each year. More than 80% of their money is spent on consumer 
items alone. Negro business is important business—it can influence 
the sales picture of any product! Incomes are up 192% since World 
War II! To make sure you're getting your share of nearly one 
billion dollars, use Rounsaville Radio! All six Rounsaville Radio 
stations are Number-One Rated by BOTH Pulse and Hooper. Get 
the facts! Call Rounsaville Radio in Atlanta, John E. Pearson, or 
Dora-Clayton in the Southeast today. 


Personal Letter 


An advertiser's dream would be a captive audience pre-conditioned 
to buy his product. The nearest thing to making this dream a reality is 
Rounsaville Radio— 100% programmed to the Negro audience. Negro 
Radio comes closer to the Captive Audience and Pre-Conditioned Buyer 
than any existing medium, Negro performers tell your sales story to 
their Negro listeners, and believe me, they buy! No matter if your budget 
is large or small...no matter how many media 
you plan to use... a proper part of your budget 
must go to Rounsaville Radio or you miss this 
market. You can make excellent use of our Know- 
How to sell your products. Call on us, we'll be 
happy to help you. We are one of the oldest and 
largest broadcasters in Negro Radio. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mgr. 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon) —Cincinnati’s Only all Negro- 
Programmed Station! 

WLOU 5,000 Watts — Louisville's 
only all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


WVOL 5,000 Watts— Nashville’s 
only all Negro-Programmed Station! 


WYLD 1,000 Watts — New 
Orleans’ only full time Negro-Pro- 
grammed Station! 


WTMP 5,000 Watts — Tampa- 
St. Petersburg’s only all Negro- 
Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


ht 


Ropert W. ROUNSAVILLE ¢ 
Owner-President 


JOHN E. PEARSON Co. 
Nat'l Rep. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


WW Southcasiorn Re 
Southeastern Rep. 


Atlantic, Harper’s and The New 
Yorker, with the first two of the 
series appearing as a junior page 


will appear on pages facing the 
color ads. 

“We did this deliberately,” ex- 
plains Vern Norris, D-F-S vp and 
account executive on the Spice 
Islands campaign, “in order that 

Overboard with those trifles, men! 
We need more space for 
the true treasures of SPICE ISCANDS! 


SLAN DS 


eeVrerees GPick I 
teeenacae 


the ads might read out of the full 
pages and into the more specific 
product copy of the b&w single 
column ads.” 


= Only two of the b&w ads have 
been completed to date, with a 
third to be ready soon. A single 
column b&w ad also will run in 


Developed by the San Francisco | 
of Dancer-Fitzgerald- | 
Sample, with R. W. Murphy, vp in| 
charge of sales and John McMur- | 


in Holiday. Single column b&w ads | Lee 


Ghe good Captain sets sail for 
| SPICE ISCANDS (a precedent followed happily | 
ever since by other astute Cooks) 
ot Vow ne . ‘SA 


ee ee 


} petted fb | SPI 2 ISLANDS 


Beesess 


Gourmet magazine. 

Art director on the campaign 
was Gig Gonella, with copy pre- 
pared by Hal Larson and Bernie 


Dancer-Fitzgerald-Sample ac- 
quired the Spice Islands account 
last fall. Foote, Cone & Belding 
held the account previously. 

“In developing the theme of a 
campaign,” ADVERTISING AGE was 
told by Mr. Larson, “we recognized 
the fact that Spice Islands is pret- 
ty much accepted as the quality 
brand of spices and that the prod- 
juct has a great and natural name 
| offering all manner of promotional | 


| possibilities. 


le “Spice,” Mr. Larson continued, 


|“is the kind of product for which | 
many people look to presumably | 


more knowledgeable experts for 
guidance. So we decided to do a 
campaign directed at the ‘taste 
makers,’ to be placed in publica- 
tions they could be expected to 
read. 

“And we set out to fashion a 


#|campaign that would establish a 


bright and appealing personality 
for the Spice Islands line, a per- 


sonality we will be content to live | 


| with for a long, long time. 

“There is such a place as Spice 
Islands, you know. It’s real, al- 
though it’s now called the Molucca 
Islands. Marco Polo trudged over- 
land across two continents to find 
them. History also puts da Gama 
there, and Capt. Cook and Magel- 
lan. Columbus was aiming for 
them. 


“In truth, our research taught 


Ag »erv McCann-Erickson 


Berreeh ueteemr acy: 
es ¥ ileus Mie my 


Pie ai 
os 


SNS 
ak 


wi at wi 
weit ft nh] : cor 
What do farmers 1” : 
bou 
Income Classes I-IV say ® ee 
farm publications? 
: pu il 
weuan ott \ 


& hl obaiee basic facts revealed in 


MIDWEST UNIT 


Study. READY SOON! 


Advertising Age, June 27, 1960 


us that the Spice Islands was 
rather an important area in has- 
| tening the age of commerce. And, 
|of course, we were aware of the 
romance of the place as exotic 
tropical isles with lovely ladies 
and an atmosphere redolent with 
the aroma of spices. 


= “But while we wanted to take 
advantage of all these values,” Mr. 
Larson said, “we didn’t want to 
take ourselves too seriously. The 
product, yes; the ads, no. So we 
took the light tack illustrated in 
the copy. 

“It was our thought that we 
could accomplish our objectives 
more effectively if in the ads 
themselves we didn’t talk competi- 


| tion. We want Spice Islands to 


mean spice with these taste mak- 
ers we're talking to. So the ads are 
the soul of soft sell. 

“The facing b&w columns,” Mr. 
Larson noted, “do, of course, talk 
about specific products. But even 
there we try to be gentle; careful 
not to overstate, and to be believ- 
able. And we try to maintain the 
tone of the page ads. 

Mr. Gonella, as art director, and 
Mr. Larson conceived the cam- 
paign together. 

“We abstracted characters from 
history and made the ads revolve 
about them. Gig went to New York 


Consider what a flat, flavorless world 
this would be if Marco ‘Polo--and you-- 
hadn't discovered SPICE ISCANDS 


| 


| 
| 


aA 
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and got the top photographer, Ar- 
|lnold Newman. And we arranged 
for a protagonist to appear in 
every ad.” 

The protagonist, actor Tony 
Randall, is named in most.of the 
facing single column ads. 

“We thought that Randall had 
exactly what we wanted,” Mr. 
Larson said, ‘a sophisticated con- 
temporary character with appeal 
to nearly everyone, but especially 
to our taste maker audience. And 
of course the guy is a great clown; 
he did a beautiful job of mugging 
—enough, but not too much. 

“These are not endorsement 
ads,” Mr. Larson added. “And, in 
every picture there is a happy 
anachronism; a jar of the Spice 
Islands product in the oldtime 
setting.” + 


Basford Names Two 

G. M. Basford Co., New York, 
has appointed Henry W. Taylor 
Jr., formerly with Union Carbide 
International Co., an assistant ac- 
count executive and Adolph Pe- 
tersen, formerly with Smith, Ha- 
gel & Knudsen, to the copy de- 
partment. Basford also has been 
named by the American Society 
for Metals, New York, as central 
news bureau for the society’s 1960 
metal show to be held in Phila- 
delphia Oct. 17-21. 


Holman Joins Memphis Dailies 

Raymond G. Holman has been 
named assistant manager of the 
general advertising department, 
Memphis Publishing Co., pub- 
lisher of the Commercial Appeal 
and Memphis Press-Scimitar. He 
formerly was general advertising 
department manager of the In- 
dianapolis Times. 
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If you represented a U. S. firm in South America, you'd give a pretty good account of yourself 
if you kept getting openings like this from your better prospects: ‘“S/m, estamos interessados 
—desde ter visto os avisos da sua companhia em TIME.” (Sure we're interested. Have been 
ever since we saw your company’s ads in TIME.) To find out how TIME can do a selling job for 
you in any of the free world’s markets, call your TIME International sales representative soon. 


TIME’s Latin America Edition. Published in English,-the business language of the world, for decision-makers throughout Latin America. It consists of the editorial 
content of the U. S. Edition plus additional Latin American news and advertising directed to its special audience. TIME Latin America is printed in Havana and air- 


speeded to major cities for delivery to readers the same day as TIME in the U. S. Latest ABC circulation: 67,284 (six months average ending Dec. 31, 1959). 
Ask for the latest Audience Survey on this edition. Five editions around the world: TIME Latin America - TIME Atlantic - TIME Pacific » TIME Canada + TIME U.S. 
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Rockford, Illinois, the city that just clinched honors 
8 as the state’s New number 2 city in population (126,099) 

is also 2nd in manufacturing plants (484), according to the 
8 newly released 1958 census of manufacturers. And Rockford 
has long been the number 2 city in retail sales . . . first 
outside Chicago! No wonder it’s called Remarkable Rockford. 
Get total coverage of this great market in the 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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| Simmons-Boardman Names Rep 
Simmons-Boardman, New York, 
“|\has named Conaway-Klaner-Vog- 
|ler, Los Angeles, publishers’ rep- 
| resentative, to handle sales in the 
West for eight publications: Amer- 
ican Builder, Plant Location, Rail- 
way Age, Railway Locomotives & 
Cars, Railway Purchases & Stores, 
Railway Signaling & Communica- 
tions, Railway Track & Structures, 
and International Railway Journal. 
The latter is a multilingual month- 
ly scheduled to begin publication 
next January. 


Metrecal Was in ‘Pageant’ 


In the June 20 issue ADVERTISING 
AGE ran a story on Metrecal, Mead 
Johnson’s new weight control prod- 
uct. It said that advertising materi- 
al included “a favorable article on 
the product in the February Coro- 
net.” This was incorrect; the article 
actually appeared in the February 
issue of Pageant. 
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Baton Rouge, La. 
is the 4th market 
in the Gulf South! 


— 
Nala“ 


Call your Hollingbery man. 


Tes That’s right! Baton Rouge is the 4th largest market in the 
states of Louisiana, Texas and Mississippi... .the area known as 
the Gulf South. Ranking just below Dallas-Ft. Worth, Houston 
and New Orleans, the Baton Rouge market served by television 
station WBRZ has a population of 1,561,000, with retail sales of 
$1,285,000,000 —too big a market to be overlooked on any list. 
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Advertising Age, June 27, 1960 


Coming 
Conventions 


*Indicates first listing in this column. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 

July 9-10. Texas Newspaper Advertis- 
ing Managers Assn., summer meeting, 
Western Hills Hotel, Fort Worth. 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. Fran- 
cis Hotel, San Francisco. ' 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

July 24-Aug. 5. Advertising Federation 
of America, second annual management 
seminar in advertising and marketing, 
Harvard Business School, Cambridge, 
Mass. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
cago. 

Aug. 12-13. Arkansas’ Broadcasters 
Assn., Hotel Marion, Little Rock. 

Aug. 26-27. Oklahoma _ Broadcasters 
Assn., Western Hills Lodge, Wagoner. 

Sept. 2-4. West Virginia Broadcasters 
Assn., annual fall meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

Sept. 8-9. National Business Publica- 
tions, New York regional conference, Ho- 
tel Roosevelt. 

Sept. 9-11. Iowa Daily Press Assn., 
26th annual meeting, Des Moines. 

*Sept. 15-16. Region 5, Public Utilities 
Advertising Assn., Tampa Terrace Hotel, 
Tampa, Fla. 

Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
lac Hotel, Detroit. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 
Sept. 22-24. Advertising Federation of 
America, 10th District, Little Rock, Ark. 

Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Management, 


Ambassador Hotel, Chicago. 


Oct. 2-4. Advertising Federation of 


America, 7th District, Chattanooga, Tenn. 


Oct. 4-5. Advertising Research Founda- 


tion, 6th annual conference, Hotel Com- 
modore, New York. 


Oct. 9-13. Direct Mail Advertising Assn., 


43rd annual convention, Americana Hotel, 
Bal Harbour, Fla. 


Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Pro- 
motion Assn., Southern Regional Work- 
shop, Phoenix Hotel, Lexington, Ky. 

Oct. 13-15. Pennsylvania Newspaper 


/Publishers’ Assn., annual convention, 


Penn Harris Hotel, Harrisburg. 

*Oct. 14-16. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, Sher- 
aton Towers, Chicago. . 

Oct. 16-17. Texas Assn. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas. ‘ 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston 


Oct. 17-18. Agricultural Publishers Assn. 
annual convention, Advertising Club of 
New York. 

Get. 18-21. National Assn. of Educa- 
tional Broadcasters, annual convention, 
King Edward Hotel, Toronto. 

Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 
tion, Sheraton Towers Hotel, Chicago. 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th 1 symposi and ex- 
hibit, New York Coliseum. 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va. 

Nov. 14. Nati 1 Busi Publica- 
tions, San Francisco regional conference, 
Jack Tar Hotel. 

Nov. 14-16. Broadcasters’ Promotion 
Assn., annual convention, Sheraton 
Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., 57th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 16-18. Television Bureau of Ad- 


vertising, annual meeting, Waldorf-As- 
toria, New York. 
Nov. 17. National Business Publica- 


tions, Los Angeles regional conference, 
headquarters to be announced. 


Glass Opens Youthways 

Claire Glass, formerly with Par- 
ents’ Institute Inc., has opened 
Youthways, her own consultation, 
promotion and merchandising serv- 
ice in the young people’s market, 
with offices at 60 Sutton Pl. S., 
New York. 


Marvin Davis to Rockmore 

Marvin Davis, formerly with 
Revion Inc., has joined Rockmore 
Co., New York, as a vp. 
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When my late husband, George M. Slocum, established 
AUTOMOTIVE NEWS in 1925, he showed great faith in the 
automotive industry and its future. Every dollar he posses- 
sed and every ounce of his energy went into making AUTO- 
MOTIVE NEWS a publication that would serve a great 
industry. 


Under Mr. Slocum’s guidance, AUTOMOTIVE NEWS 
grew and prospered, just as the automotive industry did. 
The problems of the industry were also the problems of our 
publication, but Mr. Slocum always took the ups and downs 
in his stride, having unshakeable faith in ultimate success. 


Why do I make a point about AUTOMOTIVE NEWS 
being an independently-owned publication? It is my feeling, 
as I know it was Mr. Slocum’s, that in order to provide the 
kind of publication the automotive industry needs, the own- 
ers of that publication must have their heart and soul in 
the auto industry. 


At the time of Mr. Slocum’s death in 1949, some of my 
friends advised me to sell the publication, but that would 
not have been in keeping with Mr. Slocum’s ideals. I knew 
that all the employes of AUTOMOTIVE NEWS, which I 
like to call the ‘““Automotive News family,” would help me 
carry on Mr. Slocum’s work. 


The publication was strong and vigorous in 1949, and it 
has grown steadily ever since. It has been very successful, 
and the rewards of that success have been reinvested to 
make AUTOMOTIVE NEWS an even better publication. 


Our editorial department, virile and impartial, is the 
largest in our field. Our printing is the most modern and of 
the highest quality. Every subscriber is carefully serviced 
with the latest electronic equipment, and, I’m proud to say, 
we now occupy our own new building in the heart of the 
Motor City. 
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A Strong, Independent Publication 
the Auto Industry's Best Secunty 


In the first six months of 1960, AUTOMOTIVE NEWS is 
at an alltime high from every standpoint. We believe this is 
true because, as an independent publication, we live with 
our industry —and, as we prosper, we share our prosperity 
with our readers. 


I have great faith in the many members of the AUTO- 
MOTIVE NEWS family. Together we shall continue to 
serve this great industry through an AUTOMOTIVE 
NEWS that is strong, vigorous and independent. 


) Chairnfan of the Board end President 


- REPRESENTATIVES: 


NEW YORK: Edward Kruspak, Howard E. Bradley, Room 
707, 51 E. 42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, Room om 360 N. 
Michigan Ave., State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 965 
E. Jefferson, Woodward 3-9520 


SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 : 


LOS ANGELES: Robert E. Clark, 6000 Sunset Blvd., Holly- 
wood 3-4111 


The Newspaper of the Industry 
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Editorial Contents for the “‘100 Leaders” Issue: 


™ Sales and earnings in 1959, compared with 1958, and an indi- 
cation of the company’s sales and earnings trends in 1960. 


@ Total advertising expenditures for 1959 and 1958, as well as es- 
timates for 1960. Expenditures will be shown for “measured 
media” ‘such as newspapers, magazines, television, business pub- 
lications, ete., as well as for so-called “collateral” and “unmeas- 
ured media.” 


@ A tabulation showing the advertising expenditure as a percentage 
of sales for each company among the 100 leaders. 


@ Advertising expenditures, broken down by media, for major 
divisions and subsidiaries of each company. 


™ A brief rundown on the marketing strategy and chauges during 
the past year. 


@ Sales rank and share of the market of leading brands and product 
lines of each company. 


@ A compléte listing of marketing, advertising and sales promotion 
personnel. 


™@ The advertising agencies employed by the company, along with 
the products or brands served; plus the agency personnel respon- 
sible for each product line or brand. 
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The once-a-year issue that marshals the marketing profiles of the 
“100 Largest National Advertisers” into an editorial presentation 
prized as one of the most valuable of the many special services 
developed by Ad Age for the world of marketing and advertising, 


is now being prepared. 


First published in 1956, this annual issue has grown in coverage each year until now it is recognized as 
one of the most complete and authoritative studies of the marketing operations and expenditures of 
the nation’s top advertisers. As a result, it merits more than usual attention from both advertiser and 
agency executives. In fact, this exclusive, “behind the scenes’ look into the advertising and market- 
ing activities of the leaders invariably becomes a year-round reference. For here, in one place, advertis- 
ing’s decision-makers can find up-to-date, concise information for use as a planning aid throughout the 
year. Over 48,000 paid subscribers turn to Ad Age weekly and this same number and more will be 
“At Attention” on Monday morning, August 29, when their copies of the special issue featuring the 
“Advertising Profiles of the 100 Largest National Advertisers’ are opened. 


we 


Advertising Age |= 
Plan now to spotlight your sales story where the greatest 
a . ABC TY, Aided by Big Y&R Buy, = ke 
audience of your customers and prospects will be on August Adis AMoureetDay Programming Cok 
SME Se es 
29. The unique ‘Advertising Profiles of the 100 Largest Na- = 


the 100 


tional Advertisers” issue of Ad Age is a No. 1 attention-getter 
in any parade of promotion opportunities. 


Take advantage of this interest and reserve your space today. 


advertising closing date 
August 17, 1960 


1 Year (52 issues) $3 _ . 
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. Advertising Age, June 27, 1960 


PHOTOGRAPHIC 
REVIEW 


be 


Faupel Timinsky Headley Peterson Canady Markham 


WINNERS—Winner of the ninth annual Golden Spike ager, P. Ballantine & Sons, Newark, N. J.; George 
award presented by the Assn. of Railroad Adver- .Timinsky, Miami sales division manager, R. J. Reyn- 
tising Managers was Timken Roller Bearing Co., olds Tobacco Co.; Eve Headley, E. F. Hutton & Co., 
Canton, O. The award was accepted for the com- Miami; Darrell Canady, Minneapolis-Honeywell 
pany by Norman Peterson, advertising manager. Regulator Co.; Ralph Markham, Florida savings 
Certificate of merit awards were accepted for their bond division, U.S. Treasury Department. Not 
companies by Leonard B. Faupel, advertising man- shown: General American Transportation Corp. 


¢ 


LEARNER LEHRTER—Herb Lehrter 
(right), formerly general advertis- 
ing manager of Mars Inc., Chicago, 
has joined Hiram Walker-Gooder- 
ham & Worts, Detroit, as advertis- 
ing manager. Here he learns some 
fine points of -flavor analysis of 
bourbon from. Tom Cline of the 
research department at the com- 
pany’s Peoria distillery. 


Leffler Bishop Forsberg 


SHOOTING SPORTS CONFERENCE—Assistant Secretary of the Interior 
Ross Leffler, Louis Bishop, president of the American College of 
Cardiology, and Franklin S. Forsberg, publisher of Field & Stream, 
talk over ideas presented in panel discussions at the first National 
Conference on the Shooting Sports, sponsored by Field & Stream. 
At the conference, held at the Waldorf-Astoria on June 8, a 15-man 
committee, representing every phase of the shooting interests, was 
formed. This committee will meet on June 29, to map out plans for 
a permanent council to coordinate the efforts of all shooting-minded 
manufacturers and associations in the development of hunting and 
shooting. 


TIE-IN—Super Valu Stores, Minne- 
Fish wi Dell : apolis, has erected 200 signs like 
is iebe Eggert Weedon O'De Reid Edscorn Bogart this along major highways in Min- 
MIXING IN MINNEAPOLIS—Changing markets were discussed by AMA _ new president of AMA and president, Market Facts; Margaret L. Reid, nesota, North and South Dakota, 
panelists James S. Fish, vp and director of advertising, General Mills; manager, market research, plastics division, Monsanto Chemical Co.; Iowa, Wisconsin and Montana. Lo- 
Gerhart D. Wiebe, partner, Elmo Roper & Associates; Robert J. Eg- Ben E. Edscorn, director of market research, International Shoe Co., cal operators, who are independ- 
gert, marketing research manager, Ford Motor Co.; D. Reid Weedon and Leo Bogart, vp for marketing planning and research, Bureau of ents, lease the reflectorized signs 
Jr., vp, Arthur D. Little Inc. At social hour were William F. O’Dell, Advertising, ANPA. The convention was held in Minneapolis. on a long-term basis. 


Atkinson Bradley Hodge Whiteside Harding Johnston Dann Allen Jackson 


AT AMA CONVENTION—American Marketing Assn. convention in Minneapolis included a and director of research, C. E. Hooper Inc.; Richard E. Johnston, manager, marketing 
reception for program speakers and panelists, among whom were R. L. Atkinson, di- research, RCA; Robert T. Dann, director, market research, Roche Laboratories divi- 
rector of research, Personal Products Corp.; Joseph E. Bradley, manager, experimental sion, Hoffmann-La Roche; Robert G. Allen, assistant director, marketing research and 
design and mathematical research department, Pillsbury Co.; Harry Hodge, controller, development, Ciba Pharmaceutical Products, and J. Robert Jackson, marketing re- 
Green Giant Co.; Henry O. Whiteside, vp, J. Walter Thompson Co.; Al W. Harding, vp search manager, Upjohn Co. 


. 
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Of the top ten markets in the U.S., nine are cities but one is a state! Iowa, with a population of 2, 747, 300 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state] 
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Filmways Names Two VPs 

Robert C. Winkler and Fred Ra- 
phael have been given the title of 
vp at Filmways, New York, tv film 
producer. Mr. Winkler is in charge 
of post production and related 
services; Mr. Raphael heads client 


Amana Builds New 
Drive Around 8-Page 
Ad in July ‘Coronet’ 


Amana, Ia., June 21—Amana 
Refrigeration Inc. will build its 
jsummer promotion around an 


services. 
|eight-page ad in the July issue of 
WIBW Promotes Hodges |Coronet, on sale today. 


Hilton Hodges, formerly national | The eight pages—seven of them 
sales coordinator of WIBW, Tope- | yith color—will combine the entire 
ka, Kan., has been promoted to! amana product line with the story 
station manager. |of the heritage of the company and 
| its locale. 

About 1,000,000 reprints of the 
ad, enclosed in a four-color cover, 
will be distributed to Amana deal- 
ers. The inside back cover will con- 
tain a coupon offer of Garry 
Moore’s $3.98 album, “That Won- 
derful Year,” for $1. 

Amana dealers have already re- 
ceived a copy of the June Coronet 
containing a special insert an- 
nouncing the July promotion. 

MacFarland, Aveyard & Co., 
Chicago, is the Amana agency. + 


That's What Advertisers Reach in 
The Sporting News 
280,000 Copies Weekly _ 
With 98% Male Readership 
Largest Newsstand Sole of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Years 


INSTANT — 
SELLING = 
VIA... 


The Commercial Appeal | 
and 
Memphis Press-Scimitar 


Because the Memphis Newspapers have an 
area of influence of more than 2,600,000 persons in 
76 counties, you can bank on them to deliver the 
customers to your goods. 


Among major Southern metropolitan areas, 


Memphis ranks second in per household food sales. 
Look at this: 


~ 


FOOD SALES Sales Per 
Rank Metro Area Household 
Atlanta $i,tit 
MEMPHIS 1,084 
Dallas 1,046 
Houston 1,045 
Birmingham 1,005 
San Antonio 993 
Louisville 976 
Fort Worth 849 
New Orleans 838 


Source’ SRDS for Year Ending 6-30-59 
... and there's only a gnat's eyelash between Memphis ~ 
and the first ranking area. 
Memphis Newspapers Provide Advertisers 
With A Total Market Which Ranks 
Among The Top 15 In The Nation 
—Use Them Regularly! 


Write For Additional Facts 
THE 
COMMERCIAL APPEAL 


a MEMPHIS _ 
_ PRESS-SCIMITAR | 


SCRIPPS-HOWARD NEWSPAPERS 


Sk ae -~s 


The heritage of Amana 
has traveled to every part 
of America 


OLD AND NEW—Pages 2 and 3 of the eight-page Amana Refrigeration 
ad in the July Coronet picture the rustic character of the Amana, 
la., town and the contrasting modern Amana plant. 


Spectro-matic Names Williams er at CBS-TV, has been appointed 

Spectro-matic Associates, Rock- | to the mg _ of MA a poe: gn 
ford, Ill., has appointed William | Prosram - we cook & ‘o “ Shadi 
R. Williams Inc., Chicago, to han- um ee ee eee 
ote Be OSverissing & Me U.S. tive at Ziv-United Artists TV, has 


Spectro-matic, which previously ~* 
placed direct, is an association of | Joined the sales staff at NBC-TV. 


paint manufacturers. throughout) 
the U. S., England, South America | 
and South Africa. 


Burr, Stark Join NBC-TV 


Eugene Burr, formerly a produc- 


Conti Appoints Gibson VP 
Conti Advertising, Ridgewood, 
N. J., has appointed account exec- 


research and programming. 


utive A. D. Gibson vp in charge of | 


Advertising Age, June 27, 1960 


Pennsylvania High 


Court Gets Sinclair 


Fair Trade Appeal 

| PHILADELPHIA, June 21—-Sinclair 
| Refining Co. has appealed to the 
| state supreme court a lower court 
| decision which said the company 
| could not stop a franchised service 
| station operator from selling gaso- 
| line below the fair trade price. 

| The decision in common pleas 
| court last month reversed an ear- 
lier injunction. Last September 
| Judge Gerald A. Gleeson ruled 
| that Russell Gentzsch, the service 
| station operator, competed unfair- 
|ly by charging less than fair trade 
prices, and thus caused Sinclair 
“irreparable damage which tended 
to destroy the good will of its 
brands and names.” 

The injunction decision was re- 
versed last month by Judges Jo- 
seph Sloane and Francis X. Mc- 
Clanaghan. 

In a similar common pleas court 
case involving Sinclair, a judge 
last December ruled in favor of 
Philip Schwartz, the station opera- 
tor, indicating that gasoline was 
not a proper commodity to be 
placed under fair trade. 


= A decision by the state supreme 
court is expected to settle numer- 
ous cases involving other oil com- 
panies and their franchised dealers, 
jas well as Sinclair. + 


The majestic beauty of a harp weaves a 
mood so vital to good music that only the 
best is good enough for the symphony 


conductor. 


This same “quality touch'' and ceaseless 
devotion in achieving the best is also what 
sets apart great radio and television sta- 
tions from the rest. 


RADIO 


TELEVISION ate 


abe/nbe * DALLAS 


Serving the greater DALLAS-FORT WORTH market 


OF THE DALLAS MORNING NEWS 


Represented by The Original Station Representative 
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PASSPORTS ISSUED OR RENEWED (JAN.-MARCH, 1960) 
Circulation concentration in the top 15 metropolitan areas 


in eit a . fy 
Sie 


ee, ee ee ee 

Sports Illu EF TR ON 

a “ senna ‘ aaa 
-& World Report 343% = 


Percentages compiled from these sources: passport data from U. S. Dept. of State 1st quar- 
ter1960 figures for 15 leading areas; and iatest available publishers’ reports: TIME (3/23/59) 
* Holiday (March 1957) « Life (10/26/59) « Sports Iilustrated (3/2/59) « U.S. News & 
Worid Report (3/28/58) « Reader's Digest (April 1959) « Newsweek (3/23/59) « Look 
(3/18/58) + Better Homes & Gardens (April 1959) « Saturday Evening Post (3/14/59). 


CONCENTRATION AND COVERAGE 


OF PEOPLE WHO GO PLACES 


In the 15 metropolitan areas where 65% 
of all U. S. passports were issued or re- 
newed earlier this year, TIME concentrates 
more of its circulation than does any other 
magazine of a half million or more circu- 
lation. For concentration and coverage 
where it counts...among the executive 
and professional families who travel for 
business and for pleasure... TIME is the 
magazine, the medium. 


* - = ee ee ta = ok 7 oe ey -< 4 Pe cay ieee et ee ee ; z Bo er : ; eo? eee =. 
"es se aetemee tees ies Mere eo | Oe ? ee hg! At DEPRES Cee eh : mies ‘et re i ge ie ~ i ee % ‘ ee ee z & as: ea - 
= AS iY 2 aR aie Mian BRE TS. es, WL ie as et Tk ee mi MA ely re a a ge 2) ag ; i ah ek a aaa = re 
Ta. eee a Pie Ss aT ay oct enc ae eh ae oe ae Bt. he a Fel Aub crates ntiggt aperana: Cee ye 6 ae ee ei. ual 
an ‘ CMiew ee ae, ees Fo eres abe ES Apa N Sincnes SR Le ee ee pete NE figs : : Preset oo ee eens Rei ae og ire ee er ie er eee : : knee 
is See yee 3 ; ba ee Ee FO aaa Seay AN 0 AON I” site eatiaense momen sean cael eS s,  e ; xe 
iA Ce : 4 “ 7s Z - IR ct gene ah Cee | ks eye =e ) - a = Sash : ie % . 5 —— es pa Ss Y a as ; = 
” r: 
- 
i : ‘em 2 ee hip, y ers ak ea ‘ ; 5 | 
| ge 5 ie ne i iu ‘ i an £ > 2 ee sera . 
‘ | " ob e Ts ANA ’ ~ ‘b 
; Sty ef Pe vans : : Sea: im ; Se a et laste ok HOSEA giants : : 
vie ea iaebha Eh gligte: aes a : . a - : ae 
‘\ 4 Fe : <a ieal ae A Rr Ss : Pee ‘2 oe ma ' ie a 4 pe < Wee es ; 5 ph gi 
ee ie Mee r wy Pe aes TO os 3 s ee F "Go iene a 7 hes 
Pe eee fs Pied tty, ‘ . ec 3 aft j Pcs Sei = Rey c eae Z r oth gins 

ie Se So ee Wee Mies seit) Bis 2 ees ie Pe 4 mae ea ere ee ee ~ ‘ vi: é eae er: Rea ena & 
% wee gee Rs a Hecate “iia ae ae: Pea bared a Pome snc) clr hin fe Ie ae . ASS ea a aa ce ee cep ae ; 
, 2 ae Sa ae Be rae reat ae Fone See eee cence * ; PO rhc ch, al ma Do SRR SS ae oe lor a e aren : 

2 ee ae i fo Mee ae ee eS ae Se cab Rea a ey oe Co a ee re 5). eo a 

: co ie Son Tae: a ee Le bs a he Se eS a eae fags mh a OES a ra ne ots 3. ah Oe eee ce ae j a Z 

ree oc : Sn: 3 - bi a So eh ae a “habs << ae => : Rn eh Sy oe aes et aOR Genera ae aay r. ss 

ei’ a eS a a So eee tae i ty ee ss " By he Re) ome ESN ites ip ere ame z aes y Seater a” a aor : Px» Bs LO ae oa Ba Rar: ; es 
‘ ie ies set Cea 5 ae Pe ge ae Se ee as, a eS ao = i es Ce ag ‘ 
‘ Ame 4 4 a ‘ ‘ i ee : 7 zi 
7 on le Dig ee ta ee bet Pe go eee -;, wae 6 EEE oi ie : aes, a aoe wee, |, . Ee 
ee Rt a et. a en. iia: oo ee, oe ee ek ee . ie aie eae er a ic, aie eee = Fp ie 
is pas ie ee ee ee ae ae T= ie ee ee ee ee a ee. adil eS ,: Ie SOE le ee oi y 
oy ees a a ‘ Be ae . See eee: eS. ¥ =e le Po Pe: | M We ee et 7 er cage bales e ee 2 ie ere ee 2s 
” i ee oa Wk te Aull Sa ot ! : eal, ee 3 ‘ ot : j 7 ' ool ar 2 ag 
es 4 Raa bi ee a ae ee Pe Cee ee Sa Le 3 ee ee Tie, age nA gare Mahe se Pretec ba Pet AS ae ¥ fo ae sie 
Fi om CPR en Be et ee ee eu ich ae Me ies ea ot she! Gti ae eas eae Reece ys, Ty ive eee ed a. ga aa 
Be ; Seas ‘# pet ae A eS Sk eee ie ae Pe RGN ae ee ce Ree. RP tye ge hk gl 
i . : ia ce ee eS ee eee ‘ rave, = Bhs ee Be 2 te ie 4 pe 7 ie ae ant et see i 
; | Cee FP as ee eee OS eee ee le ee nn 
a ae ee oe se Ra ed eke a Sethe eet Bs ee es essere ary. Whe epee 8 aa ty Ye ee. age es falls alla a ao fasta ” Fj 
es Ces font” Joos Teas 255) Jake See ies ed eS Rg SS, ae i ee es ah a Oe Kee i.” Scere i ef See afl fale , 
‘a be ee tay ee ae ie eee ee Poa he te ee, Soe Ss a Si ee est : tae heer Rede See ae Sere et a Bo ee ee 

of ae ee ee ee le ar a ee, oe ne 2 ere arent a ee I gO gh ge i 
° eo a Bee foe Soe Se oe eee es, Me. ee MRO aes = -- apt NEA SER ore acerca i) + gh Ee mn ON ae ae: fg ee. a Ga 

ee ee a ee: ee See ee SE Geka A ce a. Me a ee emer 5 een a ; ‘ "3 oman a Sea ae yt ce gue ee lel is 
ae ia; oe ee Mee Gl SN ee a eg a ae a J ink : aN er : Sane ee ‘i of Pe es a 
? <r eS ays oe ee Bee era : be a ae meer: 5s ‘ ee eae oe are sa a a a see yee” oy : 

: sd Te iso AR ES Peet la, Sie. SOR A ei le ecamml Seee  ai sins ye ae rs Be a ee: 1 eS ate Py ss re ih ge a * ae * ) 
fy MRE Ee mem. eee Ti ne eM See Nee es, Sees ie eae fAes ; ere eae es: es ae ‘ SS aiae ae ea De te ee i ed ae ae Kes 
ee ee I Kae eee oye a, eae 4 pg Uh Se’ ee ae, Mere min eI tase ac a emma ee Se OP a 3 eee aN gil ager ae 

oe , bo : ne Seah ee Page Sy gps es piel eaeiae Mohs ee oe ; SS) al eae, ——— Rae Pew F ode FO PR eee ale i ee ; 
Le Ce ae Se alec = ae Seep a) Ps Dg oS) Iie * a eka 5 Oe i2 en fi ee Fes ae: Z i ‘ee ye ee Poor ee 

D pte ee oe city cis We ok <tc a oe oo A ee ie ie SS | 
a ae aie Beg i. oe aan gy ee eT eM Oe fe » Wane epee eae 2 Be ee ON OO ee OS 5 ae rad 
? ao eligi i : st : at fee i wae 2 ae wf oe a 
me ‘A 2 Be 4 i, ~ at jerk . een af vl 
oats fe Gh ae i bye : jes g hs ie =o : 
: ay ee * ae ¥ * oe ae oe Fs eee a es? ; “im 
he oi i b oo ie = dake Seay, 5 as co ae eat ; —_ : ats aes d a ; rig ; pe wail? f : oa . st z 
ae tix vl he ac Ee be er ag ae ie TARE heey ¥ ¥¢ ae a e ff, ; : ett i 
“ad ae are Ss 3 : b f ais, Sey Re SURE ph Faerie Puch a >, é as ‘7 ne te oe ‘4 = oe ~ ; 
a = Fs) ; s L hs ee ee ee eS eats gig fe ae ms a oe Se 4 i a, ee vse ee pine of “ ye 
". ie Ay ; Soa Cae ees ae ere eee emer air ied ae my ? 2 ” Q eae aes 
ye ri ia is Ea: Sea ots eats. Bie ee =e ed Re Me her The Ga ona ey a | a rll af sania ev Ge er aay A cs <i casei aa i, ‘ 
: © ste ace aay sar rg pis Fos gee hk ae Ss ie iii OB bea ; ns pS ie a Rg es 43 Se eer Se a so a) hile yall a "3 
, gay mcd Le eee See ome See See ae Bl Bi ae 1S ae a. > SEs: ae ee cae ae +) er i a i OE + pond eee oe 

’ : - eo es , eee ys a ie 2m dis — Fi ic aaa eer a ges bcagtads UM wt cae : Pe ae Be! og ee ¥ 

ee i aoe ae | : on ae er Oe aa Ga eee aa : Be ite ae epee 
tre eS cy a al , " nee bi 5 ; ; “ . 
’ S ee 5 thee = a , Titel a 8 ‘ eae ee aang 
; " ; —_ Nr ee P oye * oi ° 
cae < cay i tay Se eg tas A : 5 e P 3 po a 

5 % es eee fi: eee ee ee ) Sr ae > 4 aia 1 a teeich SE 
pie” e ily me oll. abate 3 : } at ; Boe a, a 
; e ~ Pach . ve : — mR : i i 4 a ie coe) en F roe hs ae 

7 a 7 ae 1 ie $i a i eS F 2 ab a ’ ea Oe Or a re se Serene ee a 

a iss saa ge a tee ee ee Re ee =o ie i coe _ el ee : eae es 

yee ee ta u coe on ae % a a st ee i ; oc <ieay gpg: coat a 

geen oer ee ee ies dy Gel pes Seneh ; Seo oe os & Be >: ay © OS Gee e. . : : eee hae peachy od oh vi ad 

7 SS, eS Se ee ee ae %. a es 2 «aie 2 SS Oe GPE EPR 92s, ee sate ear roitaan’” aca ee amen: ‘ 

— — F ( : oe ie a . 5 a, ? ate The eer ee. Be ve j oh opigte Sita ts A RS 
Bi SS og ce. sabahe > Ste eae 3 Heh. eis. Se ere aie. ‘ ; ie cit é F ih ee as Be eS aay vs ; 

a ae ko fae - ok Sou Met SAE? paercs eweeen Bae eu j a: Se tee : (gta ms ? yeh: hal, sae nn i NR te ete. E TRIB 

+h ey tee seit ee ae Bae aoe Bet ee Be PES a : 5 Sie aus ¢ Ca ey i. Celgene ey y ae a 

ota She a Sate Pee dN Sete ouee. eee ee tee F Pe ae ee By PPR CR OG ; oe Base ee. 4 <a arene a Sali yas ee ae TO Ain teen 

ie BP ioe Ba aa! Soy oie de ee ee Ar ce) MRR is hc i a8 68 EA ye oe OP 2 aoe em I a pe le «cana ee se 
Ce oer Ne oe © see Bae ar Ser ar is y PRE gE FAS steps nt aie ty mine +t ee BE ES ee rd el ; G2 “ea ‘ . 
sin Sek eee eee ae Sey Gren Seed See Se! oe ee tear ee gas 5 NE Soe eh Ee Sarge De reise mech tir ec Mee ee i. aes ease cae ae ae -~ilgatlei ee ei a i a, aie 

BS eRe LT eae < ac Gide: Bia SI estan Se © pee eee Re US 2 Bas. cat 2 ee pe Seer ee RO hth Ss * Maem. ME me RM al ae ae tora ‘tiie ee 25 
2 % 2 BS i =r 3 oi eewih iw ee eh _- wa 5 Oh UE xn Oe Reman aS Bie oc Res i a " Fiat 2 PET ca , ee ar a.m Mati ioe Peso. in f 
, i ' ie P a 7 cs og BK OSS arte ates aa, Es a ee FRA Ss Ger eee ace - , K ae. a ees pie a es 2 ee ra let  e ie 4 
2 are aa oe gf Sie ee ee Nee Ra eee. Sgr ea eee, “S Fak te: Paes, Gere apie aint ST oe < a Fae Oe, oe + 
; ‘ 4 ‘ee ‘ oi Mies: ee pe aeeep Wat age: Sen amy ae Se dele gate, AOiwr peat anes ac eS a . 1s ie ; | e 
; 91 ‘as i : e Be ic 1 le aie 3 es ; ae at Soe hai ‘i ee a nt “ange ; ss a 
ae 5 2 c Z Sa Re i 5 Fl As Mia oS? Ph Seer en sc hipls ‘. 
oe gett ga tees die ao Pa a SARS ers 3 St ga So -< eat ee iatidecgieclemes pia ee. sea Ss eres Ba cere eee Bee. x sei 2 soci ete . i a 
, ; = » Rs ted us. & Sea eae eae es en ei ies BRPTE pacer , <<  S aged = eet he a alia e * 
os oa ; : ; ene, SS bes os , 0 ae . ret : hy, Mes ti é MM i a 
ie! aeyer Git oS as Se pie e eet | ot oe ‘hate EE, Seen Ne Wee F Saree , y fone AS alana " a Ss Sl Rin, Nae, » beige - 
kp reas et % i ack Lo ee ee SG ; We ices Nic Ce. a ee ae $ ee a Se te oe Se a A es aad Ses “ian ates 
ust hel e ; ies a : a <7 ¢ es or i i E i ae we ae IE en z at ‘ :. _ eee — et wel 4 Bee a eS ee s Sah Pes 53 = ae vite Pie ; Ps, 
oh ie be a Se. |) oes Qa eS oe is, a is 
na oS, ee ee ae 50 | a ee Me ate ee SC in San reas a . a Rea oh. See Aina ‘ae ‘ee = Ser ties ees a 4 
ee Be fe ees i eli RE Ca Dei sige artists Ss gare catch ote em eA SY ae Ne Ss m5 ae ml + 

< Se a ae ae et! en, Pos ah gbe RE Sy Saat Se et BOS oe el oe ee Pk Sag . Cee NBA ar nea rR Vic isa eesiiinp cide Mi ce Tas Ss. ip ai Ma | santas. ee eal Phi te ee i. 
rae ; pile See) ile ieee z , : ve eee ‘i ; tee Oe Wee, : ; ah: 

a A Sts oe par 7 ib ae ie : : , ee ~s ane 2 iit a aac - alg ee eta ere a 

Se Soe = Rot, AP ee ee =, at ie Ves a ate Rae ga ; set puleerat FSA sae tage ie Peaks sellin exhaled ret ee i a Ok er ae 7 ™ 

nes TR aera fas I ee a ie i, Sal, Ue te: Ae ome ge ye) Ee need Beery oy ae ites Se de ae ee Gi SIT eae ee as om Beste hee ete ee eS ee eee tig: ee ee ” iy an, See tes 

al = ‘ais ae e Si, se oe a coh, Sip ai e 9 awn pis pull ls a econ io aad oan. ares Sy os AE NN, * ‘ete Tee , Pay 

ie Pe ee he ey + ee. 4 a ar t i ¥ eae "We ae: i TW elie aia ee a ? a ri Gea ey oe 
ey 23” Rem Sie iis, on es ee ey, “a pe ee Wee - aie ‘ eet ee ae ees id a a ojala pe ay eee hes, fe 

: a . eS ES - a ae ie ae OS ae, eee ert ee Benj pent aes Roe at 3 (bs Name yt 4 a or a ea RE ~— es, MS SERRE TR 3 

ial — hf ee eee eae? se ae ee cS a5 game estan Tyo a MeN oc Ra YPN belt SIR 2 Meee fe ie a eh ee. sein So at ana, % ae 

be es te a 2 — Ss eee * Seppe ee : : s ' ee Wie 4 ' El eS, ie Se RR tae a ee 

hela ech Ry = ‘ ho Ne ae ST oe 5 ee a Tc ge rere 1 apie A eM eh oe Be eens ee i a ey oe a BP ee tel ng a ee Spi i. a ie cee ie: i 
se eee ee a ¥ gh ea J Be ¥ hae Ria Tae rea eee i fetid s . wae aha ae ee ghey TSA ae jp TaN a pe a iicee ia, gee Pree re wt at " die ‘ 4 ‘a ake Phe ‘ = “iE Ee 

my Oe ie j bear’ jg ee Sear a Ws co Pe hy pe esr Mo 3 cea cle cee tal age ee Reet DeLay PEALE a sake ee " met is : th og Alaa esl eee ee: ; 

ey ae é Pay ies eer trae ae  : - Be ke wre rele Samara sy : Shee ill oe. reeratees ite ee Se oa eee ee. OS AY ee a 

SIO. pate 7 $3 = a 2 ae aes pie Rene ees aa Soe ieee yee Bees i a Bh ee ty VO i a on ge me" “hae = Wiaae os ie 

4 ot - mf ee ey, A eRe ae aoe 0/1 2g, ae ln Cee. cee a fi) Tee Bean ty § gi) or ae, aa. & ia he rs os 

Ley a oars E i aI Wide Me), eR et ri A SS a eis Uh em Ne Seng a ame: Se ares cc et 4 a a " _ 

or < e net tee Bosca bao Se, SD, Nes, Fee ne EMANATE hai at ee Ce ee ae ee ne ee se Ae ee ee, ip gate foe a, age ne 

oc ed Be : a ( ee i Y Ee peienis ral: : ; Sige Sell . 8 is hits Ss eR Pie os Aime 3, . Piet: ce sot hie es, 
26 ad Be <o, a, g b, P seca ety 7 Seat ; pia iy ee an hes a és 
Fi jj: gene ees ee MR ae ‘ a a ~ s , " REO. a, ae é ey 
os Bae Coa cere <a 2 seas) ae Es. ic ime ek Bs yee, ee eee OR! Bre eee Re es Mae tgs 
Sa : : ae ee mbes Bete a Bee a ee ae a eee pas eae a ya ; Ors Re Se hy 
: ; ge ad — ‘ee road ‘ 3 ry ee ae re ey fo Oe apts einer ty) (a1 Ar ee eee eae Case aan 2 Ta ee : : : 

ee te ae. a ee ee rye tm eee aE Maret dag as ie Gane ee ra tae ae ee sais ' Yai . f 

hee ity HE alee ae ee ee oe ee ae Soa tage oc se at | II Ne eee eee ea ea eee ea a ioe ae a in tan ae *.. 

Has, Vee a eS ee one a ee oe ee ee me Ee Le re nA et ee bee ha Neca menotacy eo ssc ade eS *, e : 

. ; sa . , . ii er ee ae ee BL ae - 
fies . Sao Sa, See Sie ou ee eae ee aegis ey Si itunes oe , igtes< ae 

ae «Mies : ee ee ssi ie Ni PROS a Ran AY Oe steel or eee Epes hae eae pee ee a aes eo Suara cea ode a 

; = : oa ae ; seeps ial * ee: See ee COREE a SELMER oe mat br ges arr gee et PRR PME SIG OS ghey lire Pecan ate ap en Sa Oe a a gs fe 

Ji ee Re Be ae ee eee ye A ee RE: A ene os ee a a a a fi 

ae ie RS Ae MG, et Pees ot ae re puget fee ij = Regence abs giehnshcpmagin . . hemoger xs ay f 

oe f 2 GR er ae! ale i TA. <j Oe RRM carmmeraa aa eee cen aise ad tk ric. Seen ; “Bheaumae PO a cee ety. << ete 2 

- tale : -# Po eats ey on et pb sil Be i ee i. nae Secs Neer a Cee. ae oe eta Bae ae Vea Ges eee ee ee a i 
. . SO Reeueaee 0 Es, eoieiliear RS = sac. Ree , poral st Lah oat Dan ra en eM Pk Aenea OL Camm piss a ae EL ah ae eg Or Reet sae ee a ie 
: é j eld SAR aa TRO Os a se aR LO aa Bette! aig eS Fray Por eee tee ROA SS ONS (Se earth Oh ce Sees OS ewe ee a Ce as ? 

plieake gr aco ay aa) ce sae : 3 RP eth | Bi Spa j . cece ee ele : ia rhe aaa oy Ht 30ers Rear asces & Pail. i ae eee aor 2 
ba : es ap ber ae oes callers Manet > ae iia ile eal eis sont Mitac “$e dS ner ego eae ph Sa: i 7 shee: © 7A aie aera eee Pe = aS Be. : a ig a — me “ ion 
7 PEE Sy ee i Gt abe an 1. canara: me a ye cyte on 9 ay Sco at ae iE = eat ee ee,” ee ! 

; MM FEES IR eh ae ER ORS SE. adigalnt yer mceee alii. By EAE were 3 ie = ae Ret) te ee eee a i 
ee ‘ P ciate so a ee — ae = ere bais sion: bet seinen. + : n Ch eli "at arama male aetna 7. ar a Painaert <i Micsees Ths ee 
: i eee eg ee | ee Se ee Ce te ieee a Cg ee ee ae Sai a geen oe —s. 
- on aes a : ea aes J a ote ~ ee Se eet ee ee ne eee tae i ah ie) Sear 3 

ro ™ hes ae wa ie pg eaeere ! bee eis co ese ae : 
ci ie a a ae See She : a : ie ee ro am re kB 8s 1 J eg Go A aan “ae ot SOM F ar 

4p a re ied = ns Pe mee Te eee a ae oes eee ee oe es ne a. cee . sis baa Ce ee” Tee Sete cle tam om G mcs rae : safely De eh: eee ay ee a. 

pes ee Caer bs Erg ete. Ben 5 ip coi ch eS ee ee ies eda ie, oe se i Le AE, ee i Sk sla aiid 8 2 a yee ——— Fae cia 7 

: pe es a fag eee Migr sare a i er Sa aye Se 2 san ge ae ghee al eae ; erat , PxC vem Tey Se ; 
Seite ; : oe ES 3 fen ag | 
cae 
a “7 
cts ae 
cat 

es, 

gon 

oe 
; we i : 
_ ee Muh aphaecrNo ST ee 
i Ui S0SG8 2) Ure ee 
: { 5 be 
<= x 
fs s 
@ | 
v =. i Bae se ee erecta Qua oe Ph. CE ase a 
= ‘ TEAS «ee a 
; cee by ee we ts ae as? 
aed ay et 
: eget st: i 
= ' — * . ee ; . rinse ft 
eA Me ce 
. : Me et 
gat Eas ASD 
| i pa pee ). 

ie: a S 

mm a 

es, Me : 
oh Ges | 
x ne : : aes 
ke ; j ; 

sy et j ' 
wee > a LE - 3 TT Ar. = tnt a i 
® . 3 ; 4s. 
: : : 7 i as : fo Sie ¥ ; : ey: 
eet | +t fF: ee oe 
; ~ : 
-_—— =< 


Liquor Industry 
Had Banner ‘59, 


Gavin Reports 


Magazine Ads Gain, 
Newspapers Still Have 
Lion’s Share of Budget 


New York, June 21—Last year 
was a banner year for the nation’s 
liquor industry. Sales of distilled 
spirits rose 4.4%, while volume in 
cases reached 85,897,136, up 4.7% 
over 82,037,253 cases sold in 1958. 

Spirit blends continued to be the 


most widely purchased product 
type in °59, with sales of 27,269,- 
581 cases representing a slight | 
gain of 0.4% over ’58. Straights, | 

however, continued to gain in | 

popularity, with sales of 21,923,429 | 
cases representing an netanaed 
6.3% jump over 1958. 

These are some of the findings | 
presented in the 1960 issue of “The | 
Liquor Handbook,” edited by Clark | 
Gavin and published last week by 
Gavin-Jobson Inc. 


a In a rundown of consumption | 
in cases, the handbook shows that | 
bottled-in-bond whiskies contin- | 
ued to decline in consumer appeal | 


in ’59, falling 9.2% in sales; scotch | 


sales gained 8.9%; Canadian, 7.2%; | 
other whisky, 2.5%. Total whisky | 
sales went from 63,062,445 cases in | 
58 to 64,966,656 cases in ’59, an) 
over-all increase in consumption | 
of 3%. 

Gains were reported also in all 
other major categories: Gin, up 
7.9%; rum, 12.6%; brandy, 8.4%; 
cordials and liqueurs, 10.4%, and 
vodka—scoring the biggest gain of 
all product types last year—up 
13.9%. 


= The ’59 lineup of the ten lead- 
ing whisky brands, the handbook 
reported went this way: 

Seagram 7 Crown (a House of 
Seagram blend) continued to lead 
in popularity, as it has for many 
years, with 7,000,000 cases; Im- 
perial (Hiram Walker blend) was 
runner-up with 2,250,000 cases, 
while Old Crow (a National Dis- 
tillers’ brand sold in both bond} 
and straight) and Seagram V.O.| 
(a Canadian whisky) tied for third | 
place with 2,200,000 cases each. | 

In fourth place was Canadian 
Club (Hiram Walker brand) with 
2,000,000 cases, followed in fifth| 
place by Calvert Reserve (Sea- 
gram blend) and Schenley eave! 
(Schenley blend), with 1,900,000 
cases apiece. Jim Beam (a straight 
made by the distillery of the same 


Fine Homes 
For Pets 


Mirror readers are nice, kind 
ng They love pets. They 
ove them so much that in 
ed advertising The Mirror 
as attained next to top po- 
sition among New York's 
seven dailies. And, from ca- 
naries to police dogs, the 
pets love the homes The 
Mirror finds for them. So 
everybody's happy. 
You, too, can get the class 
of the mass market. 


Make 
The Mirror | 
a MUST! 
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name) was sixth in popularity 
sweepstakes with 1,600,000 cases. 
Ancient Age (a Schenley straight) 
and Corby’s Reserve (another 
Walker blend) had seventh posi- 
tion with 1,450,000 cases each. 


s Early Times (a Brown-Forman 
straight) was eighth with 1,400,- 
000 cases, followed by Fleisch- 
mann Preferred (a blend) in ninth 
position, with 1,200,000 cases, and 
Four Roses (a Seagram blend) in 
the tenth spot with 1,100,000 cases. 


Other whiskies to top 1,000,000 
cases in ’59 were two National 
Distiller brands sold in bond and 
straight, with Old Taylor 1,050,000 
and Old Sunny Brook, 1,000,000 
cases. 


® On the advertising front, “Liq- 
uor Handbook” notes that total 
newspaper expenditures for dis- 
tilled spirits were off for the 
second straight year in ’59. News- 
paper investments by distilled- 
spirits advertisers last year totaled 


$46,924,000, as compared with 
$47,553,000 in 1958 and the record 
$49,799,000 in 1957. 

“Among media, however, news- 
papers still lead by a comfortable 
margin,” the handbook said. “The 
over-all drop in distilled-spirits 
advertising was chiefly attributa- 
ble to a decline in dollar volume 
for spirit blends. The drop was 
one of 12.7%, as spending went 
from the 1958 figure of $14,311,685 
to a ’59 total of $12,488,766.” The 
handbook added that a prime fac- 


Advertising Age, June 27, 1960 


tor in the drop was a reduction of 
about $800,000 in newspaper ad- 
vertising by Calvert Reserve, 
which was “heavily advertised” in 
magazines last year. 


s On the brighter side for the 
newspaper medium, however, was 
a gain in what “Liquor Handbook” 
called the “strongest product cat- 
egory in today’s marketing terms” 
—combination (straights and 
bonds) bourbons. Newspaper in- 
vestment for these products in ’59 
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totaled $5,448,193, up 16% over an 
expenditure of $4,696,563 the pre- 
ceding year. 

Expenditures in newspapers by 
scotch advertisers last year totaled 
$3,285,007, up 23.1% over 58, while 
Canadian whisky investments, at 
$2,737,133, rose 5.9%. 


s The top ten liquor advertisers in 
newspapers in °59, by individual 
brands, went this way: Seagram 7 
($2,912,268); Old Crow ($1,507,- 
174); Smirnoff vodka ($1,269,852) ; 


Early Times ($1,230,882) ; Schenley 
Reserve ($1,196,460) Canadian 
Club ($1,123,709); Four Roses 
($1,112,962); Seagram V.O. ($1,- 
095,271); Old Grand-Dad ($978,- 
059), and Ancient Age ($907,525). 


@ Magazine advertising of dis- 
tilled spirits, “Liquor Handbook” 
continued, reached an “unprece- 
dented level” in 1959. 

“Distilled spirits advertisers 
spent a total of $39,552,929 (in- 
cluding newspaper magazine sup- 


plements) to purchase 3,427 pages 
of space during the year,” the 
handbook continued. “The totals, 
comparing with $32,972,993 and 
3,225 pages in 1958, represent ad- 
vances of 20% in expenditures in 
magazines and 6.2% in space.” 
“By far the most significant 
magazine development of the 
year,” “Liquor Handbook” noted, 
‘was heavily increased advertising 
of bourbons. Combined advertising 
devoted to straight whiskies and 
blends of straights (almost wholly 


bourbons), bonded bourbons, and 
‘combination bourbons’—those sold 
under one brand name in bottled- 
in-bond and straight-whisky ver- 
sions—amounted to an amazing to- 
tal of $11,056,217. 


s “This may be compared with 
the $7,462,316 spent on blended 
whiskies in 1959 magazine ad- 
vertising and the $6,230,948 ex- 
pended in behalf of scotch. The 
percentage..advances in bourbon 
dollar spending were 54.3% for 


The answer is very simple — never! 


At least, in 33 years, we have never quite been able to manage it. 


WHEN DO YOU Piece: A FORMAT ? 


Public preference changes too fast and so do each community’s needs. That is 


why every Storer station is locally oriented to the particular community it serves. 


Only by knowing community problems from day to day have we been 


able to help solve them. Only through constant check on listener and viewer 


preferences have we been able to build loyal, responsive audiences. 


Keeping the public informed and entertained, and working for a better 


community is a day-to-day, often an hour-to-hour, even minute-to-minute job. 


We've never found a way to format community service. It’s too big. . .too 


fluid. . .too much of a responsibility to be frozen — even for one day. 


Radio 
CLEVELAND—WJW 
TOLEDO—WSPD 
WHEELING—WWVA 
MIAMI—WGBS 

LOS ANGELES—KGBS 
DETROIT—WJBK 


PHILADELPHIA—WIBG 


Television 


DETROIT—WJBK-TV 
CLEVELAND—WJW-TV 
MILWAUKEE—WITI-TV 
ATLANTA—WAGA-TV 
TOLEDO—WSPD-TV 


NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 


straights, 26.4% for bonded bour- 
bons and 24.6% for combination 
bourbons.” 

Blended whiskies and scotches, 
the handbook added, also were 
advertised “considerably more éx- 
tensively” in °59, scoring a 43.1% 
and 10%, respectively. Canadian 
whisky investments rose 12.8% in 
59. 


s The ten leading brands adver- 
tised in magazines in ’59 were: 
Calvert. Reserve ($2,623,528); 
Seagram 7 Crown ($1,925,203); 
Canadian Club ($1,780,647); Old 


Grand-Dad ($1,751,258); Sea- 
gram’s V.O. ($1,551,145); Old 
Crow ($1,117,583); Four Roses 


($1,077,468); Gordon’s gin ($1,- 
024,621); Old Taylor ($966,022), 
and Smirnoff vodka ($917,541). 

In addition to providing statis- 
tical breakdowns on the liquor 
industry the 200-page “Liquor 
Handbook” also includes sections 
on the national liquor market, 


distillery operations, industry pro- 
|jections and consumer character- 
| istics. It contains 300 charts, maps 
,and tables and is available from 
|the publisher in soft-cover ($6) 
|and hard-cover ($8.50) versions. + 


| 
Esquire,’ ‘Town & Country,’ 
‘Time’ Boost Rates, Circulation 
Esquire, Time and Town & 
Country have issued new rate 
cards. Time, effective with its Jan. 
2, 1961, issue, will increase its cir- 
culation rate base from 2,450,000 
to 2,550,000, and will boost its bew 
page rate from $13,225 to $14,300. 
Town & Country, effective with 
its January, 1961, issue, will in- 
crease its circulation base from 
85,000 to 90,000 and will boost its 
b&w page rate 12%, from $1,800 to 
$2,000. The magazine attributed in- 
creased rates to rises in the costs of 
“paper, printing, engravings and 
payroll, as well as an increase in 
circulation of 21%.” Esquire, effec- 
tive with its January, 1961, issue, 
will boost its circulation rate base 
\from 800,000 to 850,000 and will 
increase its b&w page rate from 
$6,150 to $6,500. 


McAnulty Joins KISN 

Howard McAnulty has been 
named regional sales manager of 
KISN, Portland, Ore. He formerly 
was with KGW and KLIQ, Port-. 
land; KVAN, Vancouver, and was 
/manager of the Oregon Food Mer- 
| chants Assn. 


| 
| 
| 
| 
| 


film libraries in key 
cities throughout the — 


Would your film benefit 
_ from Modern know- — 
how? Ask for your free _ 


sah cee 


oe 7 i 7 
Modern Talking Picture Service, Inc 
3 East 54 Street, New York 22,N.¥Y. 
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Sales Promotion Club Elects 
Herbert B. Rust, Stowe-Wood- | 
ward, has been elected president | 
of the Boston chapter of Sales | 
Promotion Executives Assn. Other | 
officers include Dick Hodgson, 
American Marketing Services, vp; 
Al Keene, Keene Advertising, sec- 
retary, and Al Taitz, Elbert Ad- 
vertising Agency, treasurer. 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., inc. 
Cigarette Manutacturers Since 1905 
48 Stone St., New York 4 


| 


{ 
| 


Flight Rules; Allows 
Good Will Premiums 


WASHINGTON, June 21—The Civil 
Aeronautics Board has approved 
amendments of a “liberalizing or 
clarifying nature” aimed at loosen- 
ing up charter flight regulations. 

Although a charter group still 
can’t be formed through general 
advertising, the board now allows 
airline companies to hand out cus- 
tomary advertising and good will 
items, such as flight bags with the 
name of the airlines on it. 

In order to insure that charter 
flights do not compete with com- 


'|mercial flights, the board con- 


(CAB Loosens Charter |‘inve¢ to spell out provisions 


which prevent solicitation of the 
general public or any organization 
“easy to join.” # : 


Ebner Joins Beeson-Reichert 

William L. Ebner has joined 
Beeson-Reichert, Toledo and Co- 
lumbus, O., as copy director and 
account executive. He had been 
copy chief of Norman Malone As- 
sociates, Akron, for the past five 
years. 


WTCN Appoints Humphreys 

William M. Humphreys, former 
senior radio salesman at Katz 
Agency, Detroit, station represent- 
ative, has been named national 
sales manager of WTCN, Minne- 
‘apolis radio station. 
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‘Quality, Service, but not Price, Sell 


Cuicaco, June 21—Price takes a 
back seat to quality and service 
when it comes to housewares, ac- 
cording to a survey conducted by 
the National Housewares Manufac- 
turers Assn. 

Quality and service were termed 
more important than price by 58% 
of the manufacturers displaying 
their products in the January and 
July national housewares exhibit, 
and 48% of the buyers agreed. Too 
much emphasis is placed on price, 
said 78% of the manufacturers and 
76% of the buyers. 

Survey questionnaires were re- 


turned by mail to the Chicago 


OFFICE OF THE PRESIDENT 


Mr. F. Van Konynenburg 


Executive Vice P 


WCCO Radio 
50 South Ninth 


Minneapolis, 
Dear Van: 
I suppo 


se > 
that sound rather platitudinous, 


think 
risk to say that I 
field of radio-television 


statesmanship- 


Most people find 
think universities 
faith in what these 

*]] underwri 
vhag” new insight, 


bring some 


profession, in 


in education. 


I'm grateful to see 


appreciation. 


With every good wishs 


and Television 
Street 
Minnesota 


resident 


sometimes those of ' 


the 
study is @ 


ought 


the educat#im™ 
under’ 
my estimation, 


bth IS 


THE DIFFERENCE BETWHEEN 
GOOD AND GREAT IN 


MINNEAPOLIS, ST. PAUL THELEVISION 


“FIRST FOUR-YEAR WCCO TELEVISION SCHOLARSHIP 


it very easy to 
to be doing 
institut ope 


? 


fice 


Represented by 


PETERS, GRIFFIN, 


ey J. Wenberg 
President and 
Administrative Assistant 


WOODWARD, INC, 


Appliances, Survey by NHMA Indicates 


NHMA headquarters by 26% of 
the 905 manufacturers and 12% 
of the 7,830 buying companies sur- 
veyed. 


= In answer to the question: 
“Which one of the following do 
you think has done the most to 
increase your housewares business 
in the last five years?,” 30% of the 
respondents said new products; 
18%, manufacturers’ representa- 
tives; 16%, product improvements; 
14%, packaging; 6%, factory sales 
staff; 5%, jobbers; 4%, consumer 
newspaper advertising; 3%, con- 
sumer magazine advertising; 3%, 
trade publication advertising, and 


_|1% said radio and tv advertising. 


Sales for 1959 averaged 
$2,399,332 per company, according 
to replies from 85% of the manu- 
facturers who participated in the 
survey. Of the companies which 
reported dollar volume, 55% had 
more than $1,000,000 in 1959, com- 
pared with 46% who passed the 
$1,000,000 mark in 1958. # 


‘Playboy’ Hikes Price 
10¢; Wants to Stay 
‘a Class Magazine’ 


Cuicaco, June 21—The price of 
Playboy will be hiked from 50¢ to 
60¢ with this year’s September is- 
sue. Publisher Hugh M. Hefner re- 
ports that the publication has been 
testing the higher price since Jan- 
uary on more than 100,000 copies 
per issue and “the loss has been 
slight.” 

Because Playboy derives more 
than 80% of its total sale from 
single copy newsstand purchases 
(806,580 newsstand copies out of 
an average monthly total sale of 
993,275), the increase in cover 
price is more meaningful than it 
would be to other magazines. 

Mr. Hefner’s reasoning behind 
the decision to increase Playboy’s 
price notes that “we are not so 
fascinated by numbers that we 
wish to allow our circulation to 
continue to climb much beyond 1,- 
000,000 at this time. Having over- 
taken our major competitors, we 
don’t want to get so far ahead 
of them that we cease to be in the 
same race. We want to stay a class 
magazine and avoid attaining a 
mass audience and competing with 
mass magazines.” # 


Splittdorf Elected President 

C. Richard Splittdorf, vp and 
manager of the Philadelphia office 
of Sawyer-Ferguson-Walker, has 
been elected president of the Phil- 
adelphia chapter of the American 
Assn. of Newspaper Representa- 
tives. Other new officers include 
William Neville, local manager of 
Ward-Griffith Co., vp, and Ray- 
mond Wiley, local manager of the 
New York Times office, secretary- 
treasurer. 


Associated Merchandising 
Names Stritzinger Ad Head 

Chris Stritzinger .will join Asso- 
|ciated Merchandising Corp., New 
| York, Aug. 8, as advertising and 
promotion manager, succeeding 
|Carl Wagner, who resigned in Jan- 
;uary. Mr. Stritzinger has been vp 
and a director of Potts-Woodbury, 
Kansas City, since 1955. 


McDonough Adds 2 Accounts 

Furniture Plaza, Boca Raton, 
bow and General Aviation Corp., 
distributor-dealer in executive 
twin-engine aircraft, have appoint- 
ed J. C. McDonough Associates, 
Fort Lauderdale, to handle their 
advertising. 


Moses Joins Daniel & Charles 
Myron Moses, formerly with 


. |W. B. Doner Inc., has joined Daniel 


'& Charles, New York, as a vp. 
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Swans Down Cream Puff-Eclair Mix, another new product of 
General Foods, is being introduced in selected markets via 
TV Gute. General Foods advertises other fine products in 
TV Gutpg, as well. It delivers more young marrieds (18 to 34) 
than any other magazine—for unmatched penetration of the 
homes with the high-consumption kitchens. ‘TV Guipe packs 
power at the point of purchase, goes home with the groceries 
more than 3 million times a week in more than 39,000 food 
outlets, including every major chain. With TV Gutpe’s 56 
regional editions, you can take your story into more than 74% 
thillion homes, or, with economical flexibility, into any prime- 
market segment of this total. Your plans for successful debuts— 
sectional or coast to coast—should include TV Gutne. 


BEST-SELLING WEEKLY MAGAZINE 
IN AMERICA . . . CIRCULATION 
OVER 7,250,000 ; 
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Reports of Mass Magazines’ 
Death Exaggerated, He Says 
To the Editor: I have just now 
had a moment to read further in 
your story of John Fischer and his 


incredible comments about mass) 


magazines (AA, June 6). Since he 
evidently started, at least, to re- 
view Teddy White’s 


wonderful | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| Time Inc. exist. 
| It would be amusing to speculate 
|over his breed when radio became 


_a factor in advertising, wouldn’t it? 


Through words. We do not recall 
ever seeing a Harian ad with a 
picture in it.” 

We’re proud of the pictures in 


Possibly the newspapers were ad- Holiday and hope they stir people 


vised to suspend and all magazines 
| surrender too! With the wide use of 
automobiles and the growing im- 
portance of outdoor advertising, 


novel, “View from the 40th Floor,” | 29m medium surely had to die, 


it surely seems to me, as a sadder 
but wiser graduate of the school he 
writes about, he might have done 
remarkably well to stick with his 
subject! 

There are many, many “Crowell 
Alumni” represented in the in- 
dustry today and somewhere in the 
neighborhood of 90% of them re- 
member the gloom-chanting of a 
few sadistic boobs like Fischer. 
There isn’t room by eight pages to 
undertake even the most elemen- 
tary critique of Fischer’s erratic, 
wildly melancholy appraisal of 
mass magazines but there will be 
his misguided prophets of catastro- 
phe as long as successful proper- 
ties such as Cowles, Curtis and 


don’t you suppose? Give a man 


| such as this a scrap of fact to spring 


from and he shrieks disaster to all 
—all mass magazines. 
Henry J. Higgins, 
Chicago. 


A Few More Stirring Words 
To the Editor: In the June 6 
issue of ADVERTISING AGE, a pub- 
lication I follow faithfully, the 
Creative Man’s Corner reprints a 
very good advertisement by Harian 
Publications, under. which the 
anonymous Creative Man says: 
“Like nothing we’ve seen in 
Holiday in pictures, these Harian 


ads stir the wanderlust in us. 


|to action, but we’re perhaps even 
/prouder of the words in Holiday, 


and are of the feeling that they 
stir people even more. In each 
issue, there are several articles 
which contain no pictures whatso- 
ever. These and other articles are 
written by people we consider the 
best writers in the world today 
and I do mean the world—English, 
French, Italian, Indian, Chinese, 
and, of course, American writers. 
They run a little longer, of course, 
than the copy in the Harian ad, 
but I suggest that if Creative Man 
can spare the time, he sample one 
or two of them. 


Ted Patrick, 
Editor, Holiday, Philadelphia. 
* o e 


Footnote: Radio Figures on 
Top Advertisers Are Incomplete 
To the Editor: The Top 100 Na- 


CELEBRATION! 


SUPERIOR ENGRAVING CO. 
215 West Superior St. 


CAUSE “All we have of freedom, all we use and know, 
this our fathers bought us long and long ago.’”’ 


FOR 


In many things we have, there is a priceless 


ingredient of heritage. We are very conscious 


of it here at Superior. The dot-by-dot 
perfection of the plates we fashion, the service 


we deliver day or night, has for its inspiration 
a long record of outstanding performance... 


| 


€ Chicago 10, iit. 


———— 


a rich inheritance which we are confident 
you will find reflected in the higher quality 
of every plate made by Superior. 

Just call SUperior 7-7070. 


CALL NIGHT OR DAY 


Chicago’s Foremost Photoengraving 
and Offset Platemaking Plant. 


Piercing Proof of Quality 


must be the best! 
han shame Ia pe 


Submits Candidates for 
Strange Coincidence Dept. 

To the Editor: If, over the years, 
you’ve been keeping an informal 
ranking of advertisements sub- 
mitted to your “Strange Coinci- 
dence Department,” we think you’ll 
probably want to consider this AC 
spark plug advertisement for the 


Advertising Age, June 27, 1960 


THREE TONS OF PROOF 


Champion Spark Plugs that Pierce Steel Plate 
Will Stand Up Best in Your Modern Engine 


CHAMPION 


— 
MEIET OF CHAMPIOMS WITH THE ERCKUSIVE Five.crS vesuia’ ’ 


| No. 1 spot. It appeared in May this 


year. 

The attached Champion spark 
plug advertisement, prepared by 
MacManus, John & Adams, ap- 
peared in October of 1955. 

Walter F. Meads, 

Account Supervisor, J. Walter 

Thompson Co., Detroit. 


tional Advertisers of 1959 listing in 
your May 30, 1960, issue omits an 
important footnote. I don’t know 


exactly how a footnotologist might 
put it, but words to this effect | 
would seem appropriate: | 

“Radio figures shown above are 
incomplete. More of the top 100 
advertisers use spot radio than are 
reflected here.” 

The Radio Advertising Bureau 
figures you used as your spot radio 
source are a “Top 100” compilation 
—but on a different base. Some ad- 
vertisers who don’t come within 
spot radio’s top 100 are in the all- 
media top 100 and do use radio. 

Perhaps if we are able to con- 
tinue expanding the size of our 
spot radio list, the problem will 
solve itself. You’ll recall that the 
first year RAB broke this particu- 
lar industry bottleneck we were 
able to release only 50 figures 
(covering 1958). Then the next 
year (covering 1959) we were able 
to double it and went to 100. I 
won’t curdle your blood with a de- 
scription of the difficulties—and 
expense—of gathering spot radio 
figures, but until this difficult 
problem is completely solved, we’d 
appreciate it if some kind of a foot- | 
note could be used to keep the rec- 
ord straight. 

: Miles David, 

Vice-President, Radio Adver- 

tising Bureau, New York. 


J 2 * 
Another Miracle Fiber? 

To the Editor: Fabulous is about 
the only word we can think of to 
describe the achievement shown in 
the attached ad [appearing in 
Chemical Week, May 28]. Six 
fibers enter the left hand, and 
seven come out the right, with 
obviously “nothing up the sleeve.” 
Not only that, but the color com- 
bination has changed. 

If we hadn’t been convinced be- 
fore, we are now: No machine will 
ever replace man for sheer power 
of achievement. 

Lucien R. Greif, 


Greif Associates, New York. 


A Price-Guessing Game 
To the Editor: How may any 


[amell & fradburns 
SPRING SALE 


LIMITED TIME ONLY 
ALL GRAND NEW ALL SIZES—ALL TYPES —TUBELESS-TUBE TYPE -WHITEWALLS BLACKWALLS 


nEW Low Ss 
‘THE EASIEST POSSIBLE TERMS 


y ie 


SAF-T-MILERS 


NYLON or RAYON 


£ arnell & Bradburn [nc. 


LO 3-6116 GL 7-4777 
reader determine the price of the 
tires in the attached advertise- 
ment? 
Francis Mcl. Stifler, 
N. W. Ayer & Son, Philadel- 
phia. 


‘So You Think You Know 
Baseball?’ (Apologies to ‘SEP’) 
To the Editor: Who’s on first? 
The enclosed Kodak ad has me 
stumped! The picture certainly 
raises many questions. I am an 
avid baseball fan and have a Little 
Leaguer here at home .. . and 
both of us would like to know: 


1. Who taught the player kneel- 


SS SSS ST 


TI REE LILI I Ta 


~— 5 f - 1 wy — Bie ey Meee yy ‘ ee . n4 a 2 oe Bi, eer Cie ie on oy Cine: SN Se i Ee en ne “me red 
‘ote af Bad ean i a! > Shae — ee. ee ty soni +) porters. oe = 3 pee cae Neti eee Te 4 janie ge air: “Gerakan pane Stead ime. th (eames Rite ga i ra See 
rae es % pio ts: ae am meee et 5 ot ron ago ce ie, eal a hy Pa Ps Se ate es) pea a aS as ie i re ee a ee Oe its. 
cs ce eet re Pee eee ie ee oe “ie } : ‘ waa et ois ically 
‘ ; ; ee 
ar cae 
Pee, e. “ 
: 7 Pe be 73 a ae po i 
oe te J ——— bs 
at ; + * ig «Es eee a 
ba : ; Po y * ear | 4 is a i : aise 
ae ; : me. ae labia 
bees Cc Wie ow ame <= an sales 
= a f 8 Ee = Sa fe 
as seo as) eS Se tne Le 
ae “ i =e aS ec His -2\ 
Ph 4 3 45-5" EE fees 
a p Po es . : : > ae: 
ae tea Seal e nro ealbaedreme = Ba 
ie, sc aes oe tel pee MY cp tene APE - ee ir: 
a : ic a £.. Rs eeeseaneamapa coe tas Rapes re an 
Se =~ * ate ttamin —~ _— gi eh 
oa om ee ve 
ta = 
eae 4 ee 
a Ps f She 
. ee — 
Tes: ie 
a - * s 
iid. ase : 
pieicia ay | i 
cy : ae ‘ ee ee ; ee 
pee 9 ee 
ee ei 
¥ ' . 
rise = ' \ \ z r ts “ ‘ ‘ il ; 4 ‘ ‘tes 
= eee 4 YS / : a the: Titer ~' eee vs. Oa Powace resi Belts : a 
es : eo ry Mia ee TL. Teacoe Br REMC Cog, or) 3 ae ch tet ot hee bs 
Pe Pe i 3 bes en “ih nade Raa Ea 7 ie 
eer iy, A, ae : ™~ NN aR et ine fe if ‘ We pay highest prices tor we 
specs “ 7 ra i ale aie OR Bi y Q\ i ee ee es : the tres ‘4 
—: a“ . ~“ iii. ee a ; BN ms tes OE ce you trade in. eo 
1s. nor ili tiga i ee ;, . 
Be cee ag . ri : oe ee ‘\ ea eee ss Ce eb a 
Bier ie sae ee ee ‘ ee Ce be 
oe = 40 “5 P aaa he USC ea ae \ ‘ N \ e: eee; ws AR ox ; 
ie cae oe a aia Me YONGE oe , Tics cee Biareg  ul > yy <a, 
i x id m aD % a le NN YY alates sab ek Se 2 NYLONS 
is ve bi ite, as Ee Ee: oe = 5 eas : 
aS 1? |  ——— ~ yy ‘\ Td . 
; . i a A cs 9 a es fe i - , —_ si ~ 
| ae SSA RE 
= wn Was 1} — ag 
; eo Saas SS SRY G ee © cae <7 vostcimeniaibtniennitelatih ta iebnideny | es 
a Se ae ee arta sae runes GENERAL a 
ee. | a ee . ~ = i eae i f} Pee 
ss al pee ee ee SS . ty —_ pais hy) Va fii}; ; aoe 
8s e ote Pig ee 2 ae ne ~ = ‘ _: eos. , eres tf 4 elas sf 
ee a Se) eS ces 4 ie = “nd ain, —— / oh ais ae eae TUBE TYPE OR TuRELESS— “AE: tht hs 
rics Nh iv am aN. att hi ' ~~. eo - 3 MO ian ag iS are WACK OF WHITEWALLS—ALL SIZES q 3 en 
Sa = fetishes halls SM SO a. erga “> is en rot : 3 es 
ae Be ea ies Na *¢* WHC San. ae $7750 i Te: 
Be A" Eo Ta ae oe ee A — 
rf “i me siges | 3 ea Of! ae. v FY . SER Ras, Sa Se EEO er TOP QUALITY 4 
ea? eye Neen, ee = wo Sia.” Ve Fd MO ee oy aaa “3 GENERAL = a es 
ares ti Ge Bs eae ¢ a sobs Se oO LS % > v/ , . (ae Seat. 5 Dee i ade is ff 4 Lees 
‘ds . CA ha Tt ee NYGEN /// ee 
: a if amg) 2 xn. aS), “ is el Se aR ote ? : Ste 
feds ie see” a eM ~ a ‘ oS Ete a Mle PT ene a ee Seer eT age ae coro : $ res 
me i ik Pi, i tie Pa oA - . : ee eee ce a ae CONSTRUCTION. STRONGER, 3 ? aie 
ee "Ris Ta eal ee (ao ie ae a ae ne 5 eee ee i we he LONGER-LASTING, SAFER. af 
Bes ie. nha.) Sa) oe ail a a _ ee | CEN hg aes iid: 1 nar tT viata 
Fea ee ae eee cee? ( Sir Ee ee MRS ee $ 00 as 
3 Pe ps LP ye Hes aad C. 7 f SS pee | een SS aa rer a ie Toe ana ‘By ae * es. ne i Prk: 
_— Ee ee Rigen —. \ pe ee en ee os ee eee PER MONTH S 
ee a EO 7a er eet ” -_i——_-, 3 REPS yc a = ce Rar eco ea nouns : 
1 Se ny * ie | BPR ci. 6, alle 4 = ghee Raa ee Te es : m YOUR PRESENT TIRES WILL PROBALY | won. wen. pu. 708 AM. TO eae F, " 
: eeWE ‘ ts eee fm es a: Gs. _— “ae "ge he Pe BRS Se ord co 1 eae oa b. wane vas Game RaceeNe TOUS AND TwURS 7.90 A vosba. sat, 
a f eae - F5 C12 CM rf ' — : Se ae go ie a” 
ht Se Sans py, . ia ~ 4 Be lin ise Re * ths i ee aig : ; 
ae Sane > ae ™ ee (A f YA / SA it tl Ld 4 = a : semerie “ee ‘ tae 
say Hah Mis Ria 7 oY / a f/ 4 GAGs, j Seems acted a Se Seer ce ee = a ae 
Pe SNL ON a | ee Ae 7m | 
: . 7 / he 
; . if 4 ; , 4 , wv. ra - 
% “ Se y . ees Ge; ae s 
E % e ss A . ee / 9 : 
f F j ) o A ey 3 Ee : 
rs igh : . Y, i og a Bee cae i ou f a 
on vie : F : , 4 ‘ies '£ “ ‘ \\ Bu, i es <n PF Pe : ‘ ae 
ie i Pe ia: f ~ hg i oe ee ecm «Seam sate } bt 
= ae J Sage.” nea Z fi y ; “Ne ‘ as eT a ae Yi gh a ae - ~ a | Yeoes 
pee ee Lo ~ feta * esc: tae: LP 2 Spire as — eee i, Hy | rae, 
oe pe a 45 i a eh oA 7 ee ee ea 
bei ee ee Se. 5 ellis i df cj SAM a 5S Se aed 
eee caes: hes vie a ee, ; om, : ; : ¥ ae ‘ » Poe) ete — Be eS ives 
ben sles Pshotns es) eset alieg = 4 a fla. elanion ma? / PCE rrmerer rane rte Ooi eee bes 
aera i Le. See in eel aoe So: ee a praca = EE: SE me 
thes | co ee ea a Me Woy ty Go aa: oi tates i 
Rea iat ue mrmiare <.' eoe tn gS ak a fo eae as - 
ee fe Oa ee Oe ci, a Ny Scare ee 
ro. ree pre ea ig by ae me 2 onc, ee a, SUES ee ccopoeee + Eetiaile vc eres 
Nase tee ee Sea OL ae ae 7. Sem? eet A ai et a - 
stigae na RANE SG i : Ronee ‘none i eR re Sa Sl ay Bt --. 
ed a Meee TER epee are SS Lg ON LE ae : “a 
Fa. te ee <a, \ 7 ER irs os 
ee: ve i 52 ee os ip i oe ee a No aes bene 4 a 
i ER Sar se ee Ss a ee a 
 Seaapeeg an Br, hee oe eae RE ea oe : ss 
‘ch Sea aleg: Oty, ; hh of mc ely j OS SRR aM 3 Wg =) ye ac Ne Ce a “ Es 7 ee 
2 ail ag : ay meat Fs : . 2 i me eitiesa! Bae! ue 2 eee : q Des 
sag ee ait 
Si, pee i Ree) Soe eee oe me . , ~ Pee oS Pr ae coats ie es ai ee , - ee 2 H - 
Ee *e oR - es. ——————— . ‘ : <i rant ee Set ee Raat Co ot ee wigs 4 ee 
a 77 Meee peat ie a vo BTS cat a a Ry a es = 
= pais meh TTR me ots es ee: . . aon eck eS ee ame ere shines ae rae ine pated id sore i : 4 nats 
*.) Shalala Sg RE ee ee S & : i apse gullet ik ‘ 
ee ae ees ce. — =f ; : i 1 ae 
: - - sag 4 ce ae Nay peas on ae oak Coe eeaer 9, ae 0s See eee 2 
ea ae roe Ne are gos it Be Sp Se PR Rese aigsc: t Pre ona plsaere Reena nee . | ae 
| aes ee eats eae haa Ses : ee een Apes ee et et ee ee eee Pe Reet Se Sa ; ore 
ee frit sid sa FS wg RAE RA ions Get aa Si ela SI ce at ae pee? ay Xe chemicats on the move...in textiles a 
ee - : : : ; © f Be ; tie 
a ie 28 
ee —S—_ ee fags 3 ‘ a 
i * catty i ; zs = 7 “ ¥ S : oa 
ee — Y : . Oe wd 
= — — ; 
—— : pnd - y = ~ |" a 
a a | iS’ ~ . 25 = 
= | E Se — ne a F 
. pare ae —— ‘ | : 
Pee (7 =« 
wo hears etapa tproneee magn Goren py oe ‘ ~ 
ny ee cant oe ene LAO AR em creas: promenms # ee Sat “Sys 3 a 4 . 
mn a a Te cme mater, © Th Se cemetion = pe? ce ; 
(reaoe ONUNG, Ont wan tatean anaes 90 chat, ond te tehin engets ey eh : 
5 ‘[o Sccigene the congtaet pagans i eatin, Se Ge abry ty pemdict cteinge and grecany te a > is 
. ee : Sane Bes ge . : 
ne eamng couetic chlaring ceamkation i Seeing mee in ene, \ ‘a 7 
Mite on gat eli te a tee 2 ts EP ee 8 tw 4 > 
2 Ee pe aon a AO ae te oer, Mt.05 , x ‘ : 
% tye Is 
Olin ‘dathieson om | 
Po “ : ii . 
ie : _ 
ae eeremmee ase Z < —_ —y a ‘ an 
ee | i ‘ " E Seinen aoa See t2 ee 
aie — . 
” Sa i 
ot - ” t —_ : 
| > ~ . . . ; 
ay > a eed : ; : ms Bee me . ga ae : 7 se ON EE, 
= ee wer: : Bee his ae 


73 


Advertising Is Target 
of Another Comic Strip 

To the Editor: Another blast at 
“ads,” but this from a rather unex- 


WILLIE LUMPKIN 


EVER e 

pected source, the Detroit News. ops tm eA y 

What would it cost Harvey to seek F campxin ANOTHER 

out and buy non-advertised goods? THE MAI BATCH 

Perhaps more to the point, what - APVERTISEMENTS! 

would a single copy of the News 

(an AA advertiser) cost without —[™ 3) | “ 

the support of those awful “ads”? 4 i, 

Of course the strip refers to direct yf \) 

mail, competitive with space; per- 

haps that justifies the whole thing. he 
Bart W. Toomey, Ee 


Copy Department, Campbell- 
Ewald Co., Detroit. 


HOME...6ET KODAK FILM | 


Gy and return to the resplendent lawns ;latter-day Lawrence of Arabia,;for American memsahib Mary | visit his sister, the Maharani of 

s of the “nearby” Rambagh Palace| with the extra exuberance of a|Hurn (and the noble cause of the | Jaipur, with a pretty visiting fire- 
in Jaipur, change into her cool|sophomore and the endurance of|Canadian Club). Even a tiger|)man from America for a quick 
Bonwit dress, look pink-cheeked | Atlas. She does things as quickly| would laugh at this! drink of you-know-what. 
and fresh, and sip her Canadian'and easily as tearing off another The Canadian Club jungle sortie As Nikita Khrushchev says, we 
Club with the Maharaja as a vic-|coupon of her round-the-world! was led by the Maharaja of Cooch|have an apposite proverb in our 
tory toast (“Death to the tiger”) | TWA air ticket. Behar, head of a Rhode Island-|country—that he who rides a tiger 
all capsuled in a short time. | Her quick dash sounds a bit off|sized state. Wonder why he took! will find it difficult to dismount. 

India is a land of million yes-|the track—unless the tiger was|the hunt party to distant Jaipur | That is Mr. Rich’s dilemma... . 
terdays and things there don’t hap-| waiting with a reception party in| when his palace is nearer to the G. J. Advani, 


G8 THE HOB AM 1960 CAmeRA PARADE 
AT YOUR DEALER'S Mc.'. LOOK FOR THIS SYmEGL... 


ing to stick his head over the bag? | 
Wonder if he has any teeth left? 


2. What position is he playing? 


|pen that fast. Miss Hurn must be a| the Assam jungle ready to lie low hunt site. Probably he decided to! 


Syracuse. 


If he is playing first base is the 
other boy coming back from sec- 
ond base? If he is playing second | 
base is the boy coming from third | 
base? If he is playing‘third base | 
...the other kid is running the| 
wrong way again! If he is the} 
catcher ...the runner is once again | 
coming from the wrong direction. | 
My only conclusion can be that 
either Kodak’s agency knows very 
little about our national pastime or | 
that some production man flopped | 
the photo and made a mess of the 
whole thing. Any comments? 
Martin Gunther, 
Award Printing & Advertising 
Co., Los Angeles. 
es . * 
Robinson Ad Produced Sales 
To the Editor: As an “ex-retail- | 
er,” Mr. Bedell’s experience should | 
have taught him that criticism of 
any ad can only be made fairly on | 
the basis of sales results. To say 
that the Robinson ad reviewed 
(AA, May 30), one in a two-month 
long series, produced the largest 
January and February sales vol-| e 
ume in the history of the company | 
tests its true merits. The outstand- 
ing recognition that all Robinson 
ads receive is predicated on the | 
“off-beat” approach. | 
| 
| 


4 QUAD-E 
CITIES 


\\o 


J. Gordon Kroenert, 
Director of Publicity and Pub- 
lic Relations, Robinson Furni- 
ture, Detroit. 


Some Liked Hartog 
To the Editor: Re: the Hartog! 
story (AA, May 16). You shocked | 
Alfred. Sylvia wants to deprive us 
of one breast (“Voice of the Adver- 
tiser” June 6). That leaves about 
40,000 of us who enjoyed the 
story. 
R. F. Runyan, 
Harter Corp., Sturgis, Mich. 


The Jaipur-Assam Controversy: 
Third (and Final) Instalment 
To the Editor: John D. Rich of | 
C. J. LaRoche & Co., New York, 
the advertising agency handling the 
Canadian Club, admits twice in two 
paragraphs that I am correct re- 
garding the distance between the 
wild jungles of Assam and a palace 
in Jaipur (‘“Voice,” June 6). How- 
ever, he points out my ignorance of 
the fact that the Maharaja has an 
air-taxi for his hunting guests. 

Never having been a palace guest 
of an Oriental potentate—even a 
pinchback one—I accept Mr. Rich’s 
word. But his explanation is still 
too rich for my palate—as I know 
my India well. 

There are no modern runways in 
the wilds of Assam and it still 
seems incredible that Mary Hurn 
could take a 1,600-mile round trip, 
lead a safari of 30 elephants and 
200 mahouts, trackers and beaters, 
shoot a 500-lb. man-eating tiger 


THIRD IN POPULATION 


ROCK ISLAND, ILLINOIS 
MOLINE, ILLINOIS 

EAST MOLINE, ILLINOIS 
DAVENPORT, IOWA 


D-CIT 


\ 


IOWA 


DES MOINES 4) 


5 er 


, CHICAGO 
QUAD-CITIES 
Bh econ = 
POPULATION ILLINOIS . 
1. CHICAGO... , . 6,117,900 : 
2. PEORIA... ... . 294,700 


3. QUAD-CITIES . . 279,700 
4. DES MOINES .. . 267,600 
5S. ROCKFORD .. . 196,200 


Source: Sales Management 1960 Survey of Buying Power 


IN IOWA-ILLINOIS 


Here is the 3rd largest metropolitan area in this two-state 
industrial and distribution region. The map above shows 
ranking of the other major population centers in lowa-lllinois. 


Quad-City home-town newspapers penetrate 99.8% of the 
households in this metropolitan community ... over V4 million 
population ... one of the first 100 markets in U.S.A. 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT MORNING DEMOCRAT MOLINE DISPATCH 
DAVENPORT EVENING TIMES ROCK ISLAND ARGUS 
Represented by JANN & KELLEY, Inc. Represented by ALLEN-KLAPP 
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June 
1960 


§American Agricul- 


turist (sm) ......... 24.8 
§Arizona Farmer- 

Ranchman (bw) ...... 62.3 
Arkansas Farmer: (mon) 

#Deilta Edition ...... 18.1 

Western Edition 17.9 

Average 2 Editions .... 18.0 
tBusiness Farming (mon) 29.9 
§California Farmer: (sm) 

Central Valley Edition 39.9 

Northern Edition ..... 47.2 

Southern Edition ..... 38.0 

Average 3 Editions 41.7 
Colorado Rancher & 

. eae 28.8 
Dakota Farmer (sm) 32.9 
Electricity on the 

Farm (mon) ......... 12.9 


Farm & Ranch—Southern Agriculturist: 


Southeastern Edition . 25.6 

Southwestern Edition 50.4 

Average 2 Editions 27.5 
The Farmer (sm) ...... 56.5 
Farmer-Stockman: (mon) 

Oklahoma Edition 22.2 

Texas Edition ...... 21.8 

Average 2 Editions .... 22.0 
Farm Journal: (mon) 

#Central Edition ..... 73.1 

Eastern Edition ..... 60.9 

Southeastern Edition 51.5 

Southwestern Edition 55.1 

Western Edition 63.3 

Average 5 Editions 60.8 
ttFarm Quarterly (q) 88.7 
Georgia Farmer: (mon) 

North Edition ...... 11.1 

South Edition ...... 12.8 

Average 2 Editions 12.0 
Indiana Farmer (mon) 10.6 
Kansas Farmer (sm) 22.0 
Kentucky Farmer (mon) 13.3 
Michigan Farmer (sm) . 40.0 
Mississippi Farmer: (mon) 

Delta Edition ...... 12.2 

#Eastern Edition 11.3 

Average 2 Editions 11.8 
Missouri Ruralist (sm) 14.1 
Montana Farmer- 

Stockman (sm) ....... 51.3 
Nebraska Farmer (sm) .. 49.8 
§New England 

Homestead (sm) ..... 19.8 
New Mexico Farm & 

Ranch (mon) ........ 24.7 
Ohio Farmer (sm) ...... 38.5 
§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer .... 36.9 

The Oregon Farmer 33.3 

The Utah Farmer ..... 34,2 

The Washington Farmer 35.4 
§Pennsylvania Farmer (sm) 31.3 
Prairie Farmer: (sm) 

Zillinois Edition ..... 55.9 

indiana Edition 53.4 

Average 2 Editions 54.6 
Progressive Farmer: (mon) 

#Carolina-Va. Edition 60.6 

#Ga.-Ala.-Fla. Edition 62.2 
. HKy.-Tenn.-W.Va. Ed. 59.6 

2Miss.-La.-Ark. Ed. 60.2 

ZTexas Edition ...... 65.8 

Average 5 Editions ... 61.7 


*t§Rural New-Yorker: (m) 
New York-New 


England Edition 19.2 

Penn. -Jersey Farming Ed. 18.2 
**Southern Planter: (mon) 

#Va., W. Va., Md., 

Dei. Edition. ....... 14.4 
ZN. Car., S. bar. Ga. Ed. 13.0 
Average 2 Editions 13.3 

Successful Farming (mon) 61.5 
Tennessee Farmer & 

Homemaker (mon) 11.1 
Wallaces’ Farmer (sm) .. 55.9 
§Weekly Star Farmer: (w) 

Kansas Edition ...... 14.2 

Missouri Edition ..... 14.5 

Okla.-Ark. Edition 12.1 

Average 3 Editions 13.6 
Western Crops & Farm 

Management (mon) 23.7 
Western Farm Life: (sm) 

Regular Edition 11.9 

Eastern Edition 14.4 

Average 2 Editions 13.2 
Wisconsin Agriculturist & 

Farmer (sm) ........ 37.4 
Wyoming Stockman- 

Farmer (mon) ....... 40.4 

Total Group .......... 


Advertising Age, June 27, 1960 


June Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


KEY: (mon)-monthly; (sm)-semi-monthly; 


1959 


General Farm Publications 


32.6 
68.6 


18.1 
17.9 
18.0 
22.0 


45.6 
41.8 
43.7 


31.7 
66.0 


9.9 
(mon) 
27.7 
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56.6 
37.8 


950.2 1,068.6 


June 


1960 1959 1960 1959 
192.7. 194.7 18,080 23,733 
349.5 341.3 47.069 51,839 
127.8 118.1 13,657 13,650 
112.7. 116.0 13,496 13,510 
120.3 117.0 13,577 13,580 
221.9 216.9 13,471 9,903 
218.4 —— 32,648 
242.5 229.7 38,577 37,273 
207.7. 217.5 31,052 34,140 
222.8 223.6 34,092 35,706 
257.4 237.8 21,841 23,987 
376.1 438.3 25,831 51,776 
64.2 62.8 4,448 3,427 
222.8 240.1 10,997 11,878 
229.3 226.3 13,036 13,561 
225.4 234.7 11,792 12,535 
542.8 585.8 44,307 58,401 
208.8 196.2 16,855 16,821 
204.0 174.0 16,559 11,194 
206.5 185.1 16,707 14,008 
449.5 535.1 31,375 30,040 
430.0 484.4 26,156 29,326 
331.7 418.6 22,079 25,895 
339.6 418.6 23,653 25,895 
412.9 520.1 27,156 30,685 
458.5 489.6 26,084 28,987 
212.2 205.5 40,979 41,719 
92.2 73.6 8,335 5,862 
107.2 86.7 9,637 6,408 
99.8 80.1 8,986 6,135 
97.5 88.2 8,349 8,857 
245.0 247.3 16,684 19,967 
122.8 140.4 10,421 12,532 
354.8 390.0 30,709 36,907 
97.2 53.5 9,187 4,806 
80.2 51.7 8,578 4,766 
88.8 52.7 8,882 4,786 
240.0 251.0 10,731 17,601 
373.2 368.6 38,748 44,265 
531.7 588.1 37,653 48,273 
147.3 171.1 13,863 20,524 
136.4 96.4 18,721 13,398 
421.3 466.0 29,562 39,451 
222.9 235.9 27,931 37,778 
205.1 213.6 25,203 34,736 
216.4 229.4 25,854 36,283 
221.8 218.3 26,758 34,466 
298.1 324.6 24,003 38,259 
604.4 644.0 40,700 54,301 
580.1 615.4 38,880 48,480 
592.2 629.7 39,790 51,390 
490.5 493.5 41,198 41,926 
489.4 487.1 42,300 41,629 
452.5 455.8 40,547 40,276 
443.5 461.0 40,959 43,571 
461.1 477.9 44,798 46,273 
467.4 475.0 41,961 42,735 
126.4 169.9 14,643 24,019 
116.5 1446 13,898 21,670 
158.5 130.8 10,114 7,012 
136.9 — Y 
147.3 — 9617 
464.9 491.1 27,682 27,911 
89.6 105.3 8,714 9,350 
593.3 627.1 43,821 51,872 
715 94.9 35,125 44,699 
72.4 97.8 35,765 43,071 
61.2 83.7 29,835 38,324 
68.4 92.1 33,575 42,031 
157.0 128.6 10,157 7,798 
114.9 125.5 9,402 10,348 
149.5 182.7 11,328 13,313 
132.2 154.1 10,365 11,830 
401.8 454.0 29,352 44,867 
270.2 253.3 30,576 29,666 


8,500.3 8,655.0 649,539 746,195 


Jan. -June 
1960 


182,127 


194,821 
294,910 


22,167 


95,599 
98,374 
96,679 
425,547 


158,703 
155,231 
156,967 


192,854 
184,490 
142,305 
145,668 
177,130 
196,716 

98,036 


69,719 
81,054 
75,386 
76,414 
186,186 
96;283 
272,455 


73,499 
60,673 
67,086 
182,957 


282,122 
402,149 


103,082 — 


103,362 
323,520 


168,545 
155,087 
163,630 
167,713 
228,946 


440,022 
422,366 
431,194 


333,564 
332,803 
307,725 
301,559 
313,522 
317,835 


96,542 
88,775 


111,015 

95,824 
103,420 
209,201 


70,123 
465,119 


176,302 
178,399 
150,837 
168,513 


67,361 
90,100 
117,260 
103,680 
316,183 


206,192 
5,936,791 


-—— Total Advertising, in Pages ——_———— Total Advertising, in Lines ———, 
June Jan.-June Jan.-June June 


Jan.-June 
1959 


103,018 

97,103 
100,710 
459,262 


141,635 
122,724 
132,180 


229,551 
207,817 
179,580 
179,580 
223,134 
210,021 

94,941 


55,634 
65,552 
60,593 
69,141 
187,927 
110,068 
299,509 


40,507 
39,137 
39,823 
190,795 


278,660 
445,463 


119,823 


72,919 
357,900 


178,363 
161,540 
173,399 
165,043 
249,312 


323,014 


132,247 
112,978 


91,571 


220,996 


82,572 
491,627 


233,780 
240,783 
206,172 
226,912 


55,724 
98,461 
143,272 
120,866 
359,197 


193,280 
6,052,052 


ZtNot included in totals. §Not included in totals; because June figures were unavailable as this issue went 
ures are shown. tFormerly New Jersey Farm & Garden. ttEffective with May 1960 issue Farm Quarterly published in Feb- 
ruary, May, August and November; figures shown are for May issue and are not included in the totals. {Became monthly 
putilication effective with March 1960 issue. *Two issues May 1960; four issues May 1959. **Regional editions first pub- 


lished January 1960. 


Newspaper-Distribiited Farm Sections 


lowa Farm & Home 
Register (mon) ...... 
Texas Ranch & Farm (mon) 
Total Group 


13.8 
13.3 


17.6 
16.8 


Farm Organizations & Education 


Agricultural Leaders’ 


Digest (mon) 5.0 


5.1 


112.3 110.6 13,750 17,580 
100.9 101.7 13,384 16,772 
212.3 27,134 34,352 

45.0 $0.0 2,145 2,195 


112,328 
101,010 


213,338 


19,376 


110,611 
101,696 


212,307 


21,482 


(bm) -bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 

in Lines 


June 
1960 


15,474 
46,355 


12,984 
12,823 
12,903 
12,015 


31,558 
37,487 
29,962 
33,002 


21,050 
25,281 


35,213 
33,733 


12,241 


18,581 
24,278 


26,631 
23,692 
24,288 
25,336 
20,486 


32,690 
30,870 


10,157 
7,218 
9,144 
8,181 

28,906 


27,561 


June 
1959 


21,482 
51,160 


13,237 
13,097 
13,167 

8,271 


36,421 
33,288 
34,854 


23,060 
50,790 


10,691 
12,316 
11,325 
54,152 


15,861 
10,044 
12,953 


28,943 
28,229 
24,798 
24,798 
29,588 
27,890 
41,264 


5,129 
5,675 
5,402 


17,896 
11,208 
33,070 


4,602 
4,462 
4,532 
15,574 


39,918 
44,234 


15,678 


26,851 


588.853 678,989 
to press May fig- 


2,145 


17,202 
16,548 


33,750 


2,195 


eee 


-— Total Advertising, in Pages —_.———— Total Advertising, in Lines ———, 


June dune Jan.-June Jan.-June June 
1960 1959 1960 1960 
+Better Farming Methods: (mon) 
#Easterr Edition lit_—_— 132.5 — 4,757 
#Centrai Edition ..... 21 145.9 — 5,186 
Southern Edition n14dae— 14.6 — 4,900 
Western Edition ha—_— 131.6 — 4,757 
Average 4 Editions 11.4 19.3 137.9 153.9 4, 
California Farm Bureau 
Monthly (mon) ...... 11.9 12.2 70.8 61.5 9,009 
Cooperative Digest (mon) 9.3 8.5 44.6 49.2 4,060 
County Agent & Vo-Ag 
Teacher (mon) ...... 18.9 19.0 162.6 164.6 8,102 
§lowa Farm Bureau 
Spokesman (w) ...... 53.8 53.1 297.0 282.5 54,607 
Missouri Farmer (mon) 12.7 10.4 73.6 72.8 5,351 
National 4-H News (mon) 16.4 15.4 133.5 118.6 6,879 
National Future Farmer (bm) 29.2 27.1 112.1 87.1 12,527 
Nation's Agriculture (mon) 5.2 9.2 33.7 51.2 2,322 
Ohio Farm Bureau 
News (mon) ......... 11.6 12.2 84.9 65.5 5,220 
§Washington Grange News: (sm) 
East Edition ........ 21.5 17.9 75.3 80.1 23,352 
West Edition ........ 21.8 17.8 73.4 77.6 23,632 
Average 2 Editions 21.6 17.8 74.4 78.7 23,492 
ff . eee 131.6 138.4 898.7 


Not included in totals. §Not included in totals; a: 


ures are shown. tRegional editions first published July 1959. 


Farm Linage Trend. Fivwres in thousands 


June 
1959 


Jan. -June 
1960 


56,834 
62,595 
60,753 
56,461 
59,161 


53,525 
19,150 


69,760 


301,455 
31,225 
56,073 
48,091 
15,166 


Jan.-June 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


GENERAL FARM 
1960 


wue[ 622 __| 
may[480__| 


1959 


M709 | 


PUBLICATIONS 


1960 


JUNE 
MAY 


1959 
JUNE 


34 


NEWSPAPER-DISTRIBUTED 
FARM SECTIONS 


FARM ORGANIZATIONS 


1960 


JUNE 


MAY] 65 | 
1959 
64 


JUNE 


& EDUCATION 


DAIRY & LIVESTOCK 
1960 


JUNE 
may 


1959 
240 


Dairy & Livestock 


tBreeder's Gazette (mon) 


POULTRY 
1960 


JUNE 
may [56 _ | 


1959 
JUNE 78 


National Edition .... 15.7 13.7 113.3 98.8 
ftRegional #1 Edition 56s 118.9 — 
Average 2 Editions .... 67 — 116.1 —— 
The Cattleman (mon) ... 74.2 94.5 538.0 539.9 
t*§Corn Belt Farm Dailies: (d) 
Chicago Daily Drovers 
ae 19.1 25.0 148.8 154.8 
Kansas City Daily 
Drovers Telegram 16.2 22.8 129.3 153.5 
Omaha Daily Journal- 
a ee 21.0 25.1 161.1 173.0 
St. Louis Daily Livestock 
in, ee 12.1 18.0 112.9 118.7 
§Dairymen’s League 
Ne as swe ce 11.6 11.2 71.7 85.4 
Florida Cattleman (mon) 64.7 71.5 467.1 441.9 
Hoard’s Dairyman (sm) 44.2 50.4 420.1 414.2 
Livestock Breeder 
Journal (mon) ....... 41.5 29.9 387.4 363.6 
National Hog Farmer (mon) 19.8 15.0 148.1 118.1 
National Live Stock 
Producer (mon) ...... 10.9 15.5 120.6 114.4 
Western Dairy Journal (mon) 46.6 64.4 244.9 272.8 
Western Livestock Journal: (mon) 
Mts. & Plains Edition 71.9 76.9 422.5 410.5 
Pacific Slope Edition . . 62.9 78.9 527.6 546.0 
§ Western Livestock 
Reporter (w) ......... 18.9 21.0 175.0 183.2 
Total Group ......... 452.4 497.0 3,392.4 3,221.4 


6,714 
6,770 
6,742 
31,168 
41,082 
35,068 
45,309 
26,023 
8,469 
27,155 
32,177 


17,388 
20,097 


7,995 
19,985 


30,860 
26,970 


25,402 
220,537 


1960 


1959 


JUNE 


239,962 


RUIT & VEGETABLE 


JUNE 
max(75—_] 


48,600 42,369 
51,010 
49,811 
226,060 226,628 
320,800 329,338 
278,838 326,719 
347,277 368,133 
243,317 252,547 
52,164 62,201 
193,709 181,466 
303,828 301,535 
165,844 152,600 
150,322 119,873 
87,808 83,385 
104,551 117,035 
181,307 176,118 
226,334 234,224 
235,170 238,291 
1,689,574 1,592,864 


ine figures were unavailable when this issue went to 


CANADIAN 
1960 


MAY [349 | 
apr.| 431 __| 


1959 


5,009 
11,253 


25,867 
22,443 
34,768 


9,324 
119,583 


132,211 


press May figures 


are shown. tRegional editions first published February 1960. *Changed from 2,128-line page to 2,156-line pa tember 
1959. {Twenty issues May 1960; twenty-one issues May 1959. wala 


Poultry 


American Poultry Journal: (mon) 
ZtEgg Producer 


Eastern Edition ..... 9.0 
ZtEgg Producer 
Midwest Edition .... 10.6 
Egg Producer 
Southern Edition .... 11.5 
ZEgg Producer 
Pacific Edition ..... 11.9 
Broiler Producer Ed. . 6.5 
Turkey Producer Ed. . 8.7 
Average 6 Editions .... 10.0 
tBroiler Business (mon) . 25.0 
Broiler Industry (mon) 23.5 
tt Everybodys Poultry 
Magazine (mon) ...... ae 
§Georgia Poultry Times (w) 24.1 
t§The Poultryman: (w) 
Dixie Edition ......... 10.7 
National” Edition ...... 9.4 
New England Edition ... 12.3 
New Jersey Edition ... 14.7 


17.4 96.6 

19.2 109.6 123.6 
20.3 #1125 132.5 
21.4 1065 128.0 
19.9 61.5 84.2 
12.1 87.9 66.4 
18.4 96.1 108.7 
35.7 148.7 217.6 
21.7) 173.1 158.1 
24.3 — 205.8 
24.9 150.7 166.1 
12.6 74.1 93.3 
12.6 68.3 88.0 
14.5 88.5 lili 
20.2 1074 142.5 


15,984 


21,910 
76) 


88,309 
172,242 


101,232 

95,471 
120,569 
154,670 


ne j Ren ee eee aes Bo er ee os ae. — : ie cee Siieee ne: ek ree rae ae oie oe) 
| 74 ; 
shea ae 
is oo 
= if Cs , 
: : - ee 
ae pe —— ee — ' ae 
f a une une By ees 
x _ =o i ee 
fe, Pe eke 
ee ee — ee Se ee aon 
on ee po — — 518 —— ane 
eS: 140,308 141,650 — —- 4,900 —— ee 
ee | | —ae —_—- 4,757 ——— ba 
an 264,258 257,997 8,295 66,036 4,900 8,295 5 
r ae 96,626 89,288 9,195 P| 46,551 8,561 8,803 Bi a. 
Sey 85,209 87,673 3,570 21,000 ———  ——_— 
" 90,918 88,480 
99,838 97,603 8131 MMM 70,562 8,102 8,131 
pies 14,66 — | 53,896 286,837 52,160 50,674 die 
198.751 199,478 | 4,373 30,573 4,601 3,536 
de 169,265 189,003 6,461 49,809 6879 6,461 a 
(aia ME = 194.240 | 11,626 37,366 12,513 11,577 S 
3 Ba 4,152 23,047 ——  ——— 
mea 179,904 | 
a |_|  sis.cos | | om «nb Dilbwme oo 
e. mm 80 21,680 —— ——— 19,474 81,375 —-87,301 22,932 19,124 
4 i”! | 19,341 79,029 84,217 23,212 18,991 
s 9,814 19,407 80,604 85,622 23,072 19,057 : 
2 31.6 11,809 63,529 409,842 387,241 47,701 48,998 = 
: 29.2 10,593 Ts June figures were unavailable when this issue went to press May fig- i 
=e eanicad LL B 
: | : 147 S| S| 15.29 | ‘ 
a: . 14.7 ’ i 
a 18.4 15.437 ee 
5 70.0 30,411 Ps 
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ene 26,192 | 7 oe 
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Sager 9,194 = 
Se ae 26.248 “- + secs dln annem. se cm = 
eae al 8,730 | x a 
ee 8,123 | | i 
+ lees nan) + 
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as =—— = = | ee |=—ce |~ea | & 
rae ae 13,237 - 
- ee 
alls as 35,499 | : 
ee 7 7 25 
pei 34,109 : 
eee 22,187 , 
eee 34702 5,863 4961 5.287 
74.6 468,882 45,776 — — 4 
: 66.6 S| 408.060 ME 39\955 An ME eas . 
he 70.6 458,470 31,780 42,865 om 
pane Be 61.7 335,589 39,638 40,278 53,143 ai7eS oe 
See 61.2 331,219 40,867 40, 2 
i ns 59.2 309,976 39,129 38,761 49,133 31,966 = 
nif 64.1 313,291 39,680 42,380 sn 
amr 68.0 324,994 43,365 44,667 53,362 36,885 == 
ee 62.8 — ee 38,260 16,602 27,529 ae 
8,178 7,944 7,421 = 
31.4 11,723 20,583 Bs. a 1 . 
x e ’ a 
: mu aos Se i asi 
tae s 
a oS 12,572 2,226 2,072 : 
ees 10.0 — Me e225 19,748 14,960 a 
hue —_— aoe Soe See me 2 7,393 11,037 : 
Abe 62.0 a 27, ’ 27,640 10,234 13,588 " 
on en as —- 
ee 11.9 7,787 8,374 es 
a 66.2 Mise 350s mm 2332 17305 8209 > 
aie eras 18.1 17,912 25,118 
ae gee 17.5 19,950 25,538 f jd || BJ 
Be Lentil 15.5 16,434 22,390 on Ls a 
eg 17.5 7,798 a 
(en — s 
- 13.2 ao | 
16.9 11,088 : 
3 15.0 20 | : 
sites 4,283 7,457 41,451 49,773 4,022 5,840 
| 4,557 8,249 46,967 52,924 4,336 6,644 
: ee || | | 4,944 8,687 48,276 56,892 4,294 6,226 
5.116 9,170 46,691 54,889 4,183 6,067 
2,791 8,530 26,377 36,069 2,598 8,230 
4,163 5.197 37,707 28,441 3,970 4,890 
~* 4,309 7,882 41,245 46,498 3,734 6,316 
10,707 15,331 63,794 93,359 9,849 13,039 
| 10,598 9,750 77,945 71,140 8845 7,500 : 
— 10439 —— ae A | 
po a | | | | | 12.804 || 25,662 26,418 161,238 || 21,756 22,148 : 
Wi wa Ty COME26.35s 11,654 13,717 80,403 5,533 4,598 
7 10,205 13,668 74,145 4,833 4,598 
aoe 13,397 15,758 96,090 7,626 6,152 
ger — p 116,507 9,254 11,250 
See Ss 86 eee (Continued on Page 
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Top scoring ads, from four 


product groups in the Dec. 28, 
7959 issue, based on Mills 
Shepard Studies. 


“I'm interested in the full-tension splices. ..the 
whole set-up makes for easy installation.” This 
was the reaction of a Transmission & Distribution Engi- 
neer to the Preformed Line Products 4-color spread 
insert, the highest-scoring ad for pole-line hardware. 


Listen to the clear playback of the sales idea expressed 
by a Chief Engineer, Transmission and Distribution 
Operation: ‘‘My impression is that it will perform better 
than any other conductor.” And for action? — ‘‘We’ve 
talked to our staff about it," said an Assistant General 
Manager, Top Management, ‘‘and it will be considered.” 


FLEXIBLE SPUICES 
NO INHIBITORS ARE NECESSARY 


NO JAWS OR BOLTS THAT CAN BE 
LOOSENED BY ICING 


NO MOISTURE POCKETS 


NO SEALS TO BE BROKEN BY 
FLEXING CONDUCTORS 


For The Booklet-of-The-Month “WRAP UP YOUR SPLICING PROBLEMS”. . 


ex i SO Sea A 0 Ra 


Teas ie «| 


This 4-color insert for Sargent & Lundy was the 
best ad for consulting services, with 60% of read- 
ers remembering it, and 34% having read part of it. At 
black and white page rates, high-scoring inserts like this 
one squeeze maximum value from dramatic artwork. 


Ads in Electrical 


For pennies per reader Electrical World communi- 
cates your sales idea to every level of buying influence 
in electric utilities from Board Chairman to Meter 
Tester. Results of these communications shown above 
are typical of the 12,000-plus interviews on more 
than 500 ads conducted by Mills Shepard Research. 
Here is quantitative and qualitative proof that your 
ads in Electrical World are read, referred to, and 
reacted to by the men with specific job-function re- 
sponsibility for purchase and use of your equipment. 


Two hundred thirty-two Electrical World advertisers 
placed 1,029 pages exclusively in this magazine in 
1959. For them, this wasproof enough. How about you? 


eo ee 


amie oh 


” 
24 
; 


Allis-Chaimers 
three-phase reguistors 


PACK MORE VALUE 


Fewer and cleaner designed companents in AC regardiess of price 39%, hows space required, 20% 
ally cut machin Mh : 


Regutator facts fast! Cali, wire or write. 


ALLIS-CHALMERS 


Originators of 51@ Sten Rogetater 


Al WORLD © Deremher 28 109 


69%, or more than % of all readers remembered 

this 2-color Allis-Chalmers ad and 29% read part 
of it, the best ad in the feeder voltage regulator group. 
See how these important prospects got the sales mes- 
sage — here is effective, low-cost sales communication 
at its best. 


Chief Electrician, Generation: ‘‘They’re making an effort 
to give us an economical product.’ Area Chief, Genera- 
tion: ‘It is more compact and welded for easier mainte- 
nance. We've discussed it in our meetings.”’ And action? 
— Electrical vege Transmission & Distribution En- 
4 z d it : 


The electrical industry’s weekly magazine 


Electrical World 15¢ 


Covers the electric power industry completely 
A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


Reet 


aeielaae rea <5 05: 


AOE, TE SR mer 


FOR ALL- 
ALUMINUM 
CONDUCTOR To note the tull-ratad strength ane 
provide Letter Genductance thar 
FOR KAISER an equal tengit of unspiiced conductor 
AAAC & REYNOLDS 
ACSR To hele the full cated strength ond 
ten provide BeNe: conductance then an equal 
length of emapiiced conductor 


Pretormmed VPLICES ave aise sveitiamis tor Hull Temson appl ations on Gaivamres Meet 
on ee Gey Mrene and Atumewens 


Write to PREFORMED LINE PRODUCTS COMPANY 
DEPT. SP-2 
5349 St. Clair Avenue, Cleveland 3, Ohio 


This 9 L-Mt's Transformer Glow Grarminsenaaras "hd _~— la 


YOUR (M4 FIELD ENGINEER 1« anxious > Levee coamng Ask the Fretd Engines: ts thew 
Gis cenapenn qelinn in samy Sate deuants you aie Lempte of Love: (comed etme: 


New L-M Levroc” Transformer Coating 
Reduces Outages, Improves Continuity 


New thermoplastic cellulosic coating on transformer 
covers combines high dielectric strength and excellent 
protection against weather 


2s ee 


Electrical Worid readers not only get the point but 

remember the benefits of ads like this Line 
Material 2-color bleed which topped everything in 
distribution transformers. Said a Vice President, Top 
Management, ‘‘The added durability should make for 
savings in money.” An Assistant Superintendent, Trans- 
mission & Distribution Operations, saw “‘...longer serv- 
ice from this. equipment.”” Added a Meter Supervisor, 
Transmission & Distribution Operation, ‘‘It would pre- 
vent the troubles we have with salt air in coastal areas.” 


g - z i ee z 


World get seen, get read, get action! 


in service to advertisers 
Service to the industry 
read preference 
utility circulation 
total circulation 
advertiser acceptance 
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Advertising Age, June 27, 1960 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
ba Ar oi Total Advertising, in Pages Total Advertising, i — 
in Pages —_-———_ 1 Advertising, in Lines ———, in Lines r— Tota ising, —~- ng, in Lines ——, in Lines 
ge gee Ha dan.-June June = tenant Jan.-June. June June dune June Jan.-June Jan.-June June June = Jan.-June Jan.-June June = June 
1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 . 1960 1959 1960 1959 1960 1959 1960 1959 1960 1959 
Poultry Tribune: Florida Grower 
euuaae Getler ie 21.3 33.1 222.7 251.6 9,144 14,188 95,533 107,944 7,579 12,048 & Rancher (mon) .... 121 16.7 120.0 120.0 8,221 11,346 981,632 81,594 7,368 10,425 
Midwest Edition .... 23.7 32.1 2241 251.6 10,146 13,764 96,149 107,934 8,792 11,866 tVegetable Growers es nas ‘a 
Pacific Edition ..... 366 50.3 275.3 315.0 15,715 21,561 118,122 135,139 11,543 15,758 Messenger (bm) ...... _ — 6 . —- 130 8,568 —_—— 
Southeast Edition ... 25.6 43.3 255.3 288.8 10,968 18,586 109,528 123,883 8,330 15,150 Western Fruit Grower (mon) 29.1 30.7 203.0 203.5 12,222 12,894 85,260 85,470 12,222 12,894 
H#Southwest Edition ... 22.8 36.9 219.6 262.7 9,765 15,835 94,199 112,708 7,699 13,110 Total Group ......... T1T6 1256 9033 889.0 57,283 63,063 “450011 “4126 55,334 Ci,201 
Average 5 Editions .... 26.0 39.1 239.4 273.9 11,147 16,786 102,706 117,520 8,788 13,586 {Published bi-monthly; cumulative figures shown are for May issue. 
*Turkey World: (mon) — Total Advertising, in Pages —.——— Total Advertising, in Lines ——, 
seCentral Edition... a a sees —_— peo gta = May May Jan.-May Jan.-May May May  Jan.-May Jan.-May| May = May 
Western Edition ..... 29.7 —— 257.2 —— 12,723 110,321 11.653 1960 1959 1960 1959 1960 1959 1960 1959. 1960 1959 
Average 3 Editions .... 30.8 40.8 258.8 317.9 13,209 17,488 111,026 136,385 11,914 15,396 Canadian (May) te, 
Total Group ......... i153 i800 Siel 12820 2570 77.676 396,716 553,211 43,130 63,140 Country Guide (mon) .... 46.3 45.1 222.4 225.0 33,386 32,523 160,142 162,052 ——— ——— 
Not included in totals. §Not included in totals; as June figures were unavailable when this issue went to press May figures Farmer’s Advocate & Canadian 
are shown. ¢Formerly Broiler Growing. ttJune-July 1960 issues to be combined and published in July; figures will be shown Countryman (sm) ..... 41.0 51.6 227.8 249.9 28,733 36,115 159,442 174,898 23,067 30,230 
in July tabulation. {Four issues May 1960; five issues May 1959. *Regional editions first published December 1959. Family Herald (w) ...... 80.0 86.3 405.0 430.9 78,045 84,200 394,908 420,212 55,570 63,228 
Free Press Prairie 
GE TOID 5 6. ccccces 87.4 90.5 479.9 472.1 99,560 103,261 545,710 538,455 53,110 53,255 
steeped , 12,720 102,606 90,611 9,583 12,335 to Sees 
American Fruit ae (mon) 23.2 29.4 237.5 209.7 10,043 , ’ \ E ’ Agriculteurs (mon) .... 56-9 7. $ ame a07. 2 39.835 50,078 202,333 215,041 39,835 39,835 
American Vegeta Western Producer (w) ... 64. . : : 380,080 371,043 44,768 45,180 
: 78,667 90,625 8,493 11,701 ca, Gand Gite wearer Gee we “aa wa, oe J 
Colttornis Citresrash (mon) x3 ne iss ase 17996 1a0e8 90.716 84,378 17,668 13,846 Total Group ......... 376.0 4069 1979.2 2031.8 348,514 372,425 1,842,615 1.881.701 216350 231.728 


icati " ’ tion Directory/Encyclopedia, be- 
Publisher plement & Tractor Publications, |‘Insulation Directory’ Bows ‘ r 
“ <= eth has been named Kansas City. He formerly was with! Lake Publishing Corp., Liberty-| ginning in May, 1961. Rates will be 
assistant to Emmett P. Langan, vp| the ad department of Western Auto | ville, Ill., publisher of Insulation, | id entical with those of the monthly 
and director of advertising of Im-| Supply Co., Kansas City. | will publish a new annual Insula- | Inswlation. 
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And so the mighty Longhorn that once dominated the 
beefsteak field slid into oblivion because he didn’t keep 
up with the changes in the business. Surely you don’t 
intend to follow him, do you? 


But are you SURE your idea of the cattleman isn’t a couple. of generations out of date? His buying and spending 
habits . . . his income . . . what he raises and what he needs? 


Results of an extensive survey of The Cattleman readers are now available in a booklet entitled RANCHING TODAY. 
This booklet contains invaluable information . . . the cattleman’s annual average income, average numbers of beef 
cattle owned and sold, amount of feed and supplies used, average number of acres owned and operated, equipment 
owned and other pertinent data. 


You've got to know the cattleman.to sell: him. Get acquainted with him by ordering your free copy of RANCHING 


Te(attleman 


412 East Weatherford 
Fort Worth 2, Texas 


NBC Radio’s 8-Year 
Red Ink Operation 
May End: McDaniel 


NEw York, June 21—NBC Radio 
expects to break even in 1960, 
which would make it the first 
time that the network has operated 
out of the red in eight years, Wil- 
liam K. McDaniel, vp in charge of 
NBC Radio, has announced. 

The network already has more 
than $14,000,000 in total net sales 
on its books, which is as much 
business as it did for the entire 
year in 1959, Mr. McDaniel pointed 
out. Current orders are expected to 
offset the losses which were in- 
curred during the first quarter of 
1960. 

NBC Radio is in this compar- 
atively rosy state despite the fact 
that it cut back the number of net- 
work hours it requires its stations 
to carry from 55 to 32 since the 
first of the year. 


= Mr. McDaniel attributed the 
more favorable situation to the 
fact that station clearances of net- 
work time now average about 95%, 
compared with about 75% last year. 
Other contributing factors, he said, 
are higher prices and greater ad- 
vertiser acceptance of the net- 
work’s new programming policy of 
news and special events intro- 
duced last January. 
When the network announced 
last fall that it would start its new 
programming format this year, it 
said that it would offer stations an 
additional program service of 
about 17% hours per week on a 
fee basis. The service was to have 
included dramas, mysteries and 
interview shows at a fee based on 
the production costs and the sta- 
tion’s 10 a.m. minute rate. NBC 
Radio did not go ahead with the 
service because there was no de- 
mand for it from the affiliates, Mr. 
McDaniel said. NBC was not eager 
to get into program service, but 
would have done so if the stations 
showed they wanted it, he added. 
“News on the Hour,” a $5,000,000 
property, already is sold out for 
1960, and “‘Monitor” is expected to 
bill more than $5,200,000 for the 
year, Mr. McDaniel said. Some of 
the new orders placed with the 
network during the past five weeks 
came from, Mobil Oil, El Producto 
cigars, Lever Bros., Oldsmobile, 
R. T. French Co., AT&T, Lewis- 
Howe and Mogen David. # 


de Castro, Richmond: to Gross 

Ralph E. de Castro and Harrison 
G. Richmond have joined the ex- 
ecutive staff of Gross Advertising 
Agency, Miami. Mr. de Castro was 
formerly copy chief and group 
head of Kudner Agency. Mr. Rich- 
mond was formerly with WCKT 
and WPST-TV, Miami. 


Crucible Steel Names Shea 
Mrs. Josephine M. Shea, former- 
ly assistant ad. manager, has been 
named manager of advertising of 
Crucible Steel Co. of America, 


Pittsburgh. 
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A lithographed d 
size 22” x 15”, is available when reques' 


tion of this d re | Philadelphia's Jacob Landau, 
on your business letterhead. 
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“The forging iron of liberty,” Thomas Paine 
called Philadelphia. Today, its historic 


shrines stand shoulder to shoulder with the © 


trim, tall citadels of modern business as 
the City of Brotherly Love has become the 
forging iron of commerce and industry. 


There’s a new look to Philadelphia... a 
new excitement, engendered by its world- 
famous urban renewal and industrial 
growth programs. There’s a new vista, too, 
for the proud old city has become America’s 
foremost foreign trade center. Business 
Week’s management subscribers in firms 
like Radio Corporation of America (942), 
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Philco (195), Pennsylvania Railroad 
(128), Campbell Soup (85) and Sun Oil 
Company (153), have played an important 
part in pacing the phenomenal growth of 
the Philadelphia area. 


In Philadelphia, as in all industrial centers 
of the nation, Business Week is the forging 
iron of management. Aimed at carefully- 
selected management men who make the 
decisions, Business Week keeps them bet- 
ter informed, better able to act. The news 
in Business Week is important, accurate, 
timely. Your advertising is news, too... 
directed unerringly at the men in manage- 
ment who make the decisions. 
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You advertise 

in Business Week 
when you want 
to influence 
management men 


A McGraw-Hill Magazine 
330 West 42nd Street 
New York 36, N. Y. 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 
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Alameda County is the growth market in the grow- terested in this “lots-going-on” story as they shape 
ing Northern California market. The reason why is spending strategy for Northern California’s hub of 


simple: it has the largest concentration of people, of growth —Alameda County. 

E. L. DECKINGER, 
Vice President in charge of Media Strategy 
every-day life. Both agencies and advertisers are in- GREY ADVERTISING AGENCY, INC., New York 


retail spending, of retail trade in the commodities of 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


Tribune 


COVERS METROPOLITAN OAKLAND: 


Greatest Home Delivered Circulation ~ *63% of the more than 250,000 families in 

in Northern California Metropolitan Oakland (Alameda County) 
GO BIG..BE BIG are Tribune subscribers 

in the TRIBUNE... 


National Representatives: 
CRESMER & WOODWARD, INC. 


Member Metro Sunday Comics Network 
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Where We Stand in Marketing, Advertising Research . . . 


Is Marketing Research Over-Stressing Technique, 
Absolutes? It May Be So, Says Graustein 


Marketing research theorists may be letting themselves get 
sidetracked down the “byways of other sciences’ techniques” 
and thereby may be overly concerned with technique at the ex- 
pense of marketing objectives, Lever Bros.’ marketing research 


director fears. And he wonders if experimental research isn't 


A. R. Graustein Jr. 


By A. R. Graustein Jr. 
Market Research Director, Lever Bros., 
New York 


Competitive brand marketing offers a 
unique opportunity to learn how the cus- 
tomer behaves—and why she behaves as 
she does. For example, Lever Bros. sells 
about one and one-half billion packages 
of soap, margarine, toothpaste and sim- 
ilar products per year. This means one 
and one-half billion consumer decisions 
as to whether to buy our brand or a com- 
peting brand. It is equivalent to about 40 
such decisions every second throughout 
the year. 

Even to be half-way successful in most 
of the product classes in which we sell, 
a new brand must change the brand buy- 
ing habits of 3,000,000 to 5,000,000 fami- 
lies. And then, if it is to stay alive, I esti- 
mate that it must get at least a million 
new users each year to replace those it 
loses to competition. And, at the same 
time, it must hold at least two-thirds of 
its old users over an average of 30 buying 
decisions a year. 


s Boxcar figures, yes. But figures which 
reflect human thinking and human ac- 
tion under at least partially controllable 
conditions as do few other figures avail- 
able to the social scientist. And a funda- 
mental thesis of my talk today is that 
these and other figures in this area are 
just waiting to teach us a lot more im- 
portant things about people and about 
the marketing process than we know 
now. 

Of course, this is where marketing re- 
search gets into the act. We’re supposed 
to get the facts, analyze them, and feed 
them back in actionable terms to the 
marketing people. And there is no doubt 
that we do get facts—millions and mil- 
lions of them. One company—not ours— 
is reported to spend more than a million 
dollars a year on Nielsen data alone. 


s At a rough estimate, Nielsen data cost 
about a dollar a figure (Nielsen wouldn’t 
appreciate my putting it that way!), so 
this company may be presumed to get a 
million pieces of data a year from Niel- 


. dinated 


making the job too hard—seeking absolute answers when rela- 


tive ones would suffice. But present and future opportunities for 
marketing research “seemingly couldn't be better,” he believes. 
He explained his views in a provocative talk in April to the 
New York chapter of the American Marketing Assn., which is 
presented here in nearly full text. 


sen. In addition, it’s a fair bet that they 
make at least a million consumer inter- 
views, that their advertising agencies 
make a million more, and that their own 
company sales data, coupon redemption 
information, advertising and deal rec- 
ords, call-book data, etc., run to astro- 
nomical figures. In this type of marketing 
one sure as heck doesn’t lack for infor- 
mation in huge quantity! 

In addition to the quantitative data, of 
course, marketing research is coming up 
with all sorts of qualitative data. Call it 
motivation research, call it depth inter- 
views, call it focussed group  inter- 
viewing, call it anything—we got it. In 
fact, we’d better have it or we won’t be 
in the research business long. These 
bandwagons' representing new  tech- 
niques, or the application of techniques 
from other sciences to the marketing 
process, roll very powerfully when mar- 
keting men get wind of them—and God 
help the research man who tries to put 
things in perspective and finds himself 
classed as being against progress. . 


Why Market Research Will Grow 

The amount spent for marketing re- 
search appears to be climbing very rap- 
idly year by year. If Nielsen, which pub- 
lishes its gross sales figures, can be taken 
as even somewhat reflecting the trend of 
the field as a whole, we have in market- 
ing research a real growth industry. Fur- 
thermore, there are many reasons for 
concluding that marketing research ac- 
tivity will continue to grow. Two are 
particularly important: 

1. It will grow because of the growth of 
the “marketing concept” itself—the rec- 
ognition that the key factor in most busi- 
nesses is marketing—that a company’s 
marketing success more and more deter- 
mines its over-all success. 

2. It will grow because the more indus- 
try moves to what I might call “coor- 
decentralization” —organization 
patterns which give line executives max- 
imum freedom to operate, but only with- 
in the framework of the policies and 
know-how of the company as a whole 
—the more important research becomes 


as a tool of general management in guid- 
ing and controlling the over-all opera- 
tion. 

So things seemingly couldn’t be better 
for marketing research and “scientific 
marketing.” 

However, it is when things are at their 
best that the conscientious analyst has 
perhaps his greatest obligation to exam- 
ine them and sée if the structure is really 
as solid as it appears to be. And when I, 
as a conscientious though somewhat con- 
fused analyst, look at the broad, long- 
range picture, I have a nagging concern. 
My concern is that the success of mar- 
keting research over the past couple of 
decades has, from the point of view of 
basic scientific progress, been a bit on the 
superficial side. 

Have we, for instance, in the excite- 
ment of playing with a new toy, allowed 
ourselves to lag behind in developing 
fundamental experimental data of the 
sort which permits a pseudo-science 
to become a true science and to develop 
in usefulness to mankind? In our eager- 
ness to “make like” a great big grown- 
up science quickly, have we, perhaps, 
tried to run before we reaily learned 
how to crawl, and got our conceptual 
foundations a bit distorted in the pro- 
cess? 

Are too many of the theoretical struc- 
tures which we design to explain the 
workings of the marketing process based 
on assumptions of sand (i.e, what 
“everybody knows”) and premises of 
water (i.e., what we want to believe) in- 
stead of on the rock of experiment? 

Finally, in our efforts to ape other sci- 
ences, have we possibly distorted and 
even lost sight of the need for a well- 
constructed discipline of our own, de- 
signed to permit us to do what we should 
be doing—which I presume is helping to 
increase the efficiency of the marketing 
process?. . . 


Why Marketing Secrecy? 
Nothing Worth Hiding 

I certainly don’t know nearly as much 
about it as I’d like to, but I just can’t 
seem to make a case for many important 


basic market research techniques being 
developed subsequent to 1935. . . 

In any event, let me assume that there 
has been some lack of progress—or at 
least that there exists an opportunity for 
greater progress—in this area, and talk 
briefly about three of the many problems 
which I suspect may have played a part 
in inhibiting such progress. 


s First, let me suggest, comes the prob- 
lem of communication. It is sometimes 
argued that communication can never be 
very good in market research, at least in 
the commercial end, because each re- 
search organization, whether it be the 
marketing research department of a 
manufacturer, the research department 
of an advertising agency, or a research 
supplier, has to protect its own trade 
secrets for competitive reasons. Maybe— 
but .. . could it be that the great play on 
secrecy in marketing research is largely 
a form of gamesmanship because there 
aren’t really any worth while trade se- 
crets to reveal? 

Again, it is sometimes argued that the 
value of the findings to competition is 
the factor preventing good communica- 
tion in the commercial research area. 
Possibly, but when not only the brands 
but also the product class involved are 
“blinded”—as they often can be—I don’t 
really see how competition benefits. Thus, 
as far as the publication of findings and 
techniques is concerned, it seems that 
“security” need not be as serious a prob- 
lem as it is sometimes made out. 

There is another phase of the com- 
munications problem in marketing re- 
search which I don’t need to dwell on 
because the American Marketing Assn., 
as well as other groups, is in the pro- 
cess of doing something about it. I refer 
to the lamentably poor communications 
between the learned gentlemen on the 
academic side and us wage slaves on the 
commercial side. . . A little better com- 
munication between long-hair and crew 
cut certainly wouldn’t hurt. 


Commercial Men, Academicians 
Don’t Speak Same Language 

A second broad problem area which 
I’d like to mention for your considera- 
tion as a possible progress-inhibitor is 
the distortions of emphasis which seem- 
ingly tend to creep into marketing re- 
search. 

I belong to an informal professional 
group which consists of the marketing 
research directors of a number of so- 
called blue-chip companies. These are 
primarily men who have been in market- 
ing research quite a while, and who have 
constantly to keep coming up _ with 
reasonably valid research findings or | 
they won’t be around next year. And the 
thing that puzzles me is that these men 
talk almost an entirely different lan- 
guage, emphasize markedly different as- 
pects of research, than do most of the 
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published articles. Naturally, people who 
must apply knowledge will always talk 
a somewhat different language from 
those who develop the ideas. But the dif- 
ference here is possibly too great to be 
healthy. 


s The cause of this is far from clear. 
Perhaps, however (and, of course, this 
is oversimplifying a complex situation), 
the theoreticians are primarily oriented 
towards taking techniques from other 
sciences and applying them to marketing 
research, while the practitioners—though 
they have no objection to this when it is 
appropriate—feel a need for a balanced, 
logical and workable discipline that will 
be objective-oriented rather than tech- 
nique-oriented. 

Furthermore, the practitioners fear 
that the more marketing research is led 
down the fascinating, but perhaps not 
always too applicable, byways represent- 
ed by other sciences’ techniques, the 
more it seems to get away from the solid 
disciplines of knowledge-building-on- 
knowledge which turn a pseudo-science 
into a science. 


= I hesitated to title this talk, “Alchemy, 
Astrology and Marketing Research,” for 
fear of giving offense. Yet, if I under- 
stand correctly, alchemy and astrology 
did offer some parallels to certain de- 
velopments in the marketing research 
field. There was a complex and involved 
mathematical base. There was a tenden- 
cy in setting up the “model” to “as- 
sume” data for areas in which actual 
data was not available. There was a tend- 
ency to judge new ideas in the light of 
how well they fitted into the model, 
rather than to test them in the crucible 
of experiment. Only theoretical “perfec- 
tion” was allowed. 

Small-scale experiment tended to be 
arbitrarily rejected if the findings didn’t 
fit the pattern. Trial and error was 
eschewed. Complexity was sought almost 
for its own sake. And the emphasis was 
very strong on certain aspects of the ac- 
tivity at the expense of others. 

Possibly, within the next decade or 
two, increased sophistication—both 
among those who conduct marketing re- 
search and those who use it—will result 
in marketing research becoming hum- 
bler, better-balanced, more straight-for- 
ward and a lot more truly scientific than 
it is today. 


Are We Asking Too Much? 
Setting Standards Too High? 

These thoroughly unscientific, because 

completely undocumented, remarks lead 
me to a third problem area which may be 
retarding research progress. And this is 
really the meat of the wienie as far as 
I’m concerned. Let me put it in the form 
of a few related questions: : 
_ 1. Have we tended to cut off construc- 
tive experiment in marketing research 
by making the standards for the publica- 
tion of such experiments too rigorous— 
and perhaps even too one-sided? 

2. Do we virtually insist that each such 
experiment be unchallengeable from any 
direction? Do we sometimes even con- 
centrate on measuring the less important 
things because we can measure them 
more “scientifically”? ( 

3. Do we find ourselves unwilling to 
build hypotheses on the basis of the 
“patterns” developed from a number of 
experiments, no one of which is con- 
clusive of itself? 

4. Are we too often in an “all or noth- 
ing” frame of mind, rather than willing 
to nourish ourselves a bite at a time? 


= Here in my hand are 23 pages which 
summarize 194 different research find- 
ings which might be of value in develop- 
ing the marketing plans for one Lever 
brand—Lux Liquid. The product man- 
agers concerned make up such a list for 
each of our 28 major brands. Similar lists 
are also prepared with respect to the re- 
search findings on advertising and pro- 


motional activity. This material repre- 
sents a valuable marketing tool. Million 
dollar decisions are based on it. 

Now here’s the shocker: Virtually none 
of the surveys from ,which these data 
were taken—and they include our own 
studies, studies by our advertising agen- 
cies, studies by media, and studies by 
commercial research suppliers—scarcely 
one single survey could pass the stand- 
ards which apparently are now set for 
experimental research. Most wouldn’t 
even come close. 

* 
= How would they differ? Well, the “com- 
mercial” surveys, at least those relating 
to the area I’m talking about, ie., the 
problems of marketing branded consum- 
er goods, might put more emphasis on de- 
fining the problem in action terms and on 
certain other research considerations, but 
they’d normally put somewhat less em- 
phasis on the tightness and complete 
projectability of the sample, on complex 
mathematical analysis, and on the so- 
called confidence level of each detail of 
the findings. (In this respect, one some- 
times wonders why so much “confidence” 
is justified when the odds are 19 out 
of 20, and so little when they’re 18 out 
of 20!) And yet, experience in the mar- 
ketplace and confirmatory research find- 
ings always seem to bear out at least the 
essential patterns shown by this “com- 
mercial type” research. 


Absolute vs. Relative Data 

Just as a guess, the seeming contra- 
diction in standards reflects the tenden- 
cy of most research experimenters—per- 
haps influenced by the Literary Digest 
fiasco and the election poll problem—to 
seek “absolute” (i.e., fully projectable) 
measurements. The commercial research- 
er, on the other hand, has come (often 
without realizing it) to recognize that 
most of his decisions can be made on 
the basis of relative measures rather 
than absolute measures. 

If one merely wants to know which is 
relatively better, higher, lower, trending 
up, trending down, relatively weaker or 
stronger in such and such a socio-econom- 
ic category, and similar questions, one can 
get remarkably useful answers with 
“quick and easy” research—provided, of 
course, that is well planned, executed, 
and interpreted. 

This rather clearly leads to the key 
question: Could experimental research 
prove more productive if more problems 
were phrased, and answers accepted, in 
terms of relative, rather than absolute, 
measures? 


a Let me throw in a personal opinion 
here. There are, as I understand it, well 
over 400 individual marketing influences 
that can and do, in at least some instances, 
affect the performance of branded con- 
sumer products. If each of these individ- 
ual marketing influences always had the 
same amount of effect, or an amount of 
effect which bore some definable rela- 
tionship to something else, I would hope 
that some of the present “absolute” ap- 
proaches would, in the long run, have a 
chance of ultimate success. 

Unfortunately, however, I am more and 
more coming to doubt that the interplay 
of these marketing influences is even 
theoretically calculable, except possibly in 
very limited systems. Rather, I suspect 
that we may have here a situation in 
which the relative influence of each fac- 
tor is not calculable; being determined by 


~so many forces in the individual situation 


—some, possibly, of a non-marketing na- 
ture—that no fixed relationships may 
even exist, let alone ever be discovered. 
If such a “principle of indeterminacy” 
actually exists in marketing, we’ve got no 
choice! We’ve got to develop a new science 
to handle our problems. 


New Analytical Procedures 
Help Our Search for Facts 

Can such agnostic thinking hope to get 
us anywhere? It would be presumptious 
of me to say “yes.” Let me, nevertheless, 


briefly describe three techniques, designed 
to provide useful knowledge that was not 
previously available, whose development 
did stem from this philosophy. They are 
by no means earthshaking, being little 
more than new analytical procedures, but 
they do seem to take us perhaps a little 
way forward in our search for the truth. 

One is tried and pretty well proved out. 
The second is in the experimental phase. 
The third is waiting to be tried out, as 
I’ll explain in a minute. 


s The first relates to consumer product 
testing—specifically, the so-called paired 
comparison or “blind” product test. In 
this type of testing, as you doubtless well 
know, test respondents are given two 
products, identified only by code number. 
They are asked to use them sequentially 
(usually for one week each) under nor- 
mal conditions, and then to indicate 
which they prefer, both over-all and with 
respect to specific product attributes. 

One of the problems in such tests has 
been to determine the relative impor- 
tance of differences in various product 
characteristics or attributes in influencing 
over-all consumer choice. What makes 
such an analysis difficult is that several 
product attributes may be interrelated 
in the consumer’s mind. Hence, a change 
in one attribute may affect the influence 
of others on consumer choice. Thus, in 
assessing the influence of any one product 
attribute, it is necessary—if the findings 
are to be projectable to the market- 
place—to allow for its “halo” effect on 
other product attributes. 


s A solution that has proved highly pro- 
ductive is to use an analytical technique 
which lets the respondents do their own 
factor analysis, as it were. Assume, for the 
sake of illustration, that the questions to 
be answered are as follows: 

e If our brand had not enjoyed an ad- 
vantage over the competitive brand in 
color, would it have won out over-all, and, 
if so, by how much? 

e If our brand had not enjoyed an ad- 
vantage over the competitive brand in 
odor, v ould it have won out over-all, and, 
if so, by how much? 

e If the competitive brand had not en- 
joyed an advantage over our brand in 
texture, would our brand have enjoyed 
a greater margin of preference, and, if 
so, by how much? 


= When the problem is thus defined, the 
technique is simplicity itself. Thus, to 
determine what the over-all preference 
for our brand would have been if it had 
not enjoyed its color advantage, we take 
the over-all preference vote of those re- 
spondents who had no choice between the 
test products on color, i.e., the over-all 
vote of those who voted “no preference” 
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on color. If we want to determine what 
the over-all vote would have been if our 
brand had not enjoyed its odor advan- 
tage, we find it in the over-all vote of 
those who had “no preference” with re- 
spect to odor. 

Finally, to determine what the over-all 
vote would have been if the competition 
had not had its texture advantage, we 
take the over-all vote of those who had 
“no preference” on this characteristic. 
It’s a “quick and easy” technique, but it 
sure tells us an awful lot. 


Schwerin Seeks to Gauge Effect 
of TV Commercial Before It Runs 

The second technique I want to men- 
tion relates to the area of advertising 
effectiveness—specifically, the problem of 
determining what virtues we should be 
claiming for each oi our brands in its 
national advertising. This new technique 
involves the use of Schwerin’s television 
research service. Therefore, before I ex- 
plain the technique, I’d better refresh 
your memory as to what Schwerin does 
and how he does it. 

Schwerin seeks to measure the effec- 
tiveness of television commercials be- 
fore they are run. After some unsatisfac- 
tory experience with recall, believability, 
and similar measures, he finally hit upon 
a “door prize” approach. 


= In essence, he recruits a group of 200 
or more consumers to come to a theater 
he owns. After they get seated, he says, 
in effect, “You were very nice to come, 
and to express our appreciation we’re go- 
ing to draw for a prize. The prize will 
be a year’s supply of “(whatever type of 
product it is that is advertised in the 
commercial which he is going to test).” 
“Now,” he goes on, “please indicate which 
of the brands on this list you’d like to 
receive if you win the door prize.” 

Next he shows some entertainment— 
usually a typical variety television show— 
in the course of which the commercial is 
shown. Finally, he again thanks the audi- 
ence and holds another drawing. The ef- 
fect of the commercial, at least on a 
relative basis, is measured by the pro- 
portion of the audience who do not select 
the advertised brand in the first or pre- 
exposure drawing but do select it in the 
second or post-exposure drawing. 

Schwerin finds, for example, that about 
40% of all commercials he tests have ab- 
solutely no effect whatsoever on post- 
exposure choice. (He even finds a few 
that actually lower it!) 


= Basically, I suppose, Schwerin’s clients 
operate on the premise that, if a com- 
mercial doesn’t show any accomplishment 
in Schwerin’s theater, it isn’t too likely 
to do so when it’s put on the air. Con- 
versely, if a commercial so excites 


_Schwerin’s audience that they shift to 
the advertised brand in droves, that com- 


mercial should do relatively well when 
run on the air. 

'So much for Schwerin’s regular serv- 
ice—what he has been offering now for 
quite a few years. 

Schwerin had also recognized the need 
of his clients to know why a given com- 
mercial was more effective than anether. 
After testing more than 10,000 commer- 
cials with a total sample of more than a 
million consumers, Schwerin reached 
some general conclusions as to the types 
of commercials which tended to do rela- 
tively well or relatively poorly, but there 
was little which he could use with confi- 
dence in any individual instance. (Again, 
this may be another slight indication that 
marketing influences vary in importance 
from instance to instance.) 

Schwerin also tried such common. 
“measures” as recall (i.e., playback), be- 
lief, and comprehension, but none cor- 
related too well with observed consumer 
behavior as shown by the change from 
pre-choice to post-choice. Finally, 
Schwerin tried what he calls consumer 


attitude measurements. These are ques- 


tions of the general type “which brand 
do.you think is best for .. .” a specific 
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Who buys all the hard gol 


HARD PEOPLE, SOFT PEOPLE OR REAL PEOPLE? 


Hard people? Oh, we’re awfully sorry, but we think 
you'll find that real people buy all the hard goods. 
And all the soft goods, too. There aren’t any hard 
or soft people in the buying business. Only in the 
making business, where a man who makes some- 
thing hard, like a food freezer, is called a “Hard 
Goods Man.” And a man who makes something 
soft, like food, is called a ‘Soft Goods Man.”’ 
But real people buy both food freezers and food. 
See? People who make things specialize, but people 
who buy things don’t. 

Interesting, isn’t it? And we’re caught right in 
the middle. Because we make advertising. And 
advertising is made out of ideas. You can’t open 


the door of an idea, nor cam you ee. 
neither hard nor soft. So we ca: 
specialize in products. 

For one thing, our own people |: 
too many kinds of products, ram, |: 
Goods to Baked Goods The on’. 
specialize in is ideas. And the om 
make is advertising. So please dov 
we advertise beer, for example 
wouldn’t know how to advertise 
beer goes into. 

Would you like some facts? Or 
losophy? We can be reached simp 
the President’ fice in Detroit. 


CAMPBELL-EWALD ADVERTISI 


DETROIT 2, MICH.- NEW YORK - CHICAGO- LOS ANGELES- HOLLYWOOD : SAN FRANCISCO- WASHINGTON - DENVER. ATLANTA OALLAS &> 


ANOTHER QUESTION: Would you say that a Man Who Can Sell Refrigerators to Eekimee™ 
about refrigerators, or more about Eskimos? 
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Approaches to TV Buying 


Don't Bury the Selling Point 


Mix-Match Mergers Are Trend 


Biz Quiz: Make a Guess 
Ogemsome cepressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Is Marketing Research Over-Stressing Technique, 
Absolutes? It May Be So, Says Graustein 


Marketing research theorists may be letting themselves get 
sidetracked down the “byways of other sciences’ techniques” 
and thereby may be overly concerned with technique at the ex- 
pense of marketing objectives, Lever Bros.’ marketing research 
director fears. And he wonders if experimental research isn't 
making the job too hard—seeking absolute answers when rela- : 


By A. & Gereesteie Jr. 
Maret Research Streeter. Lewer Gres.. 
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tive ones would suffice. But present and future opportunities for 
marketing research “seemingly couldn't be better,” he believes. 
He explained his views in a provocative talk in April to the 
New York chapter of the American Marketing Assn., which is 
presented here in nearly full text. 


sen. In addition, it’s a fair bet that they 
make at least a million consumer inter- 
views, that their advertising agencies 
make a million more, and that their own 
company sales data, coupon redemption 
information, advertising and deal rec- 
ords, call-book data, etc., run to astro- 
nomical figures. In this type of marketing 
ome sure as heck doesn’t lack for infor- 
mation in huge quantity! 

In addition to the quantitative data, of 
course, marketing research is coming up 
with all sorts of qualitative data. Call it 
motivation research, call it depth inter- 
views, call it focussed group  inter- 
viewing, call it anything—we got it. In 
fact, we'd better have it or we won’t be 
im the research business long. These 
bandwagons representing new  tech- 
niques, or the application of techniques 
from other sciences to the marketing 
process, roll very powerfully when mar- 
keting men get wind of them—and God 
help the research man who tries to put 
things in perspective and finds himself 
classed as being against progress... 


Why Market Research Will Grow 

The amount spent for marketing re- 
search appears to be climbing very rap- 
idly year by year. If Nielsen, which pub- 
lishes its gross sales figures, can be taken 
as even somewhat reflecting the trend of 
the field as a whole, we have in market- 
img research a real growth industry. Fur- 
thermore, there are many reasons for 
concluding that marketing research ac- 
tivity will continue to grow. Two are 
particularly important: 

1. It will grow because of the growth of 
the “marketing concept” itself—the rec- 
ognition that the key factor in most busi- 
nesses is marketing—that a company’s 
marketing success more and more deter- 
mines its over-all success. 

2. It will grow because the more indus- 
try moves to what I might call “coor- 
dinated decentralization”—organization 
patterns which give line executives max- 
imum freedom to operate, but only with- 
in the framework of the policies and 
know-how of the company as a whole 
the more important research becomes 


as a tool of general managenient in guid- 
ing and controlling the over-all opera- 
tion. - 

So things seemingly couldn’t be better 
for marketing research and “scientific 
marketing.” — 

However, it is when things are at their 
best that the conscientious analyst has 
perhaps his greatest obligation to exam- 
ine them and@sée if the structure is really 
as solid as it appears to be. And when I, 
as a conscientious though somewhat con- 
fused analyst, look at the broad, long- 
range picture, I have a nagging concern. 
My concern is that the success of mar- 
keting research over the past couple of 
decades has, from the point of view of 
basic scientific progress, been a bit on the 
superficial side. 

Have we, for instance, in the excite- 
ment of playing with a new toy, allowed 
ourselves to lag behind in developing 
fundamental experimental data of the 
sort which permits a pseudo-science 
to become a true science and to develop 
in usefulness to mankind? In our eager- 
ness to “make like” a great big grown- 
up science quickly, have we, perhaps, 
tried to run before we really learned 
how to crawl, and got our conceptual 
foundations a bit distorted in the pro- 
cess? 

Are too many of the theoretical struc- 
tures which we design to explain the 
workings of the marketing process based 
on assumptions of sand (ie., what 
“everybody knows’) and premises of 
water (i.e., what we want to believe) in- 
stead of on the rock of experiment? 

Finally, in cur efforts to ape other sci- 
ences, have we possibly distorted and 
even lost sight of the need for a well- 
constructed discipline of our own, de- 
signed to permit us to do what we should 
be doing—which I presume is helping to 
increase the efficiency of the marketing 
process?. . . 


Why Marketing Secrecy? 
Nothing Worth Hiding 

I certainly don’t know nearly as much 
about it as I’d like to, but I just can’t 
seem to make a case for many important 


basic market research techniques being 
developed subsequent to 1935... 

In any event, let me assume that there 
has been some lack of progress—or at 
least that there exists an opportunity for 
greater progress—in this area, and talk 
briefly about three of the many problems 
which I suspect may. have played a part 
in inhibiting such progress. 


s First, let me suggest, comes the prob- 
lem of communication. It is sometimes 
argued that communication can never be 
very good in market research, at least in 
the commercial end, because each re- 
search organization, whether it be the 
marketing research department of a 
manufacturer, the research department 
of an advertising agency, or a research 
supplier, has to protect its own trade 
secrets for competitive reasons. Maybe— 
but .. . could it be that the great play on 
secrecy in marketing research is largely 
a form of gamesmanship because there 
aren’t really any worth while trade se- 
crets to reveal? 

Again, it is sometimes argued that the 
value of the findings to competition is 
the factor preventing good communica- 
tion in the commercial research area. 
Possibly, but when not only the brands 
but also the product class involved are 
“blinded”—as they often can be—I don’t 
really see how competition benefits. Thus, 
as far as the publication of findings and 
techniques is concerned, it seems that 
“security” need not be as serious a prob- 
lem as it is sometimes made out. 

There is another phase of the com- 
munications problem in marketing re- 
search which I don’t need to dwell on 
because the American Marketing Assn., 
as well as other groups, is in the pro- 
cess of doing something about it. I refer 
to the lamentably poor communications 
between the learned gentlemen on the 
academic side and us wage slaves on the 
commercial side. . . A little better com- 
munication between long-hair and crew 
cut certainly wouldn’t hurt. 


Commercial Men, Academicians 
Don’t Speak Same Language 

A second broad problem area which 
I'd like to mention for your considera- 
tion as a possible progress-inhibitor is 
the distortions of emphasis which seem- 
ingly tend to creep into marketing re- 
search. 

I belong to an informal professional 
group which consists of the marketing 
research cirectors of a number of so- 
called blue-chip companies. These are 
primarily men who have been in market- 
ing research quite a while, and who have 
constantly to keep coming up with 
reasonably valid research findings or 
they won’t be around next year. And the 
thing that puzzles me is that these men 
talk almost an entirely different lan- 
guage, emphasize markedly different as- 
pects of research, than do most of the 
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published articles. Naturally, people who 
must apply knowledge will always talk 
a somewhat different language from 
those who develop the ideas. But the dif- 
ference here is possibly too great to be 
healthy. 


@ The cause of this is far from clear. 
Perhaps, however (and, of course, this 
is oversimplifying a complex situation), 
the theoreticians are primarily oriented 
towards taking techniques from other 
sciences and applying them to marketing 
research, while the practitioners—though 
they have no objection to this when it is 
appropriate—feel a need for a balanced, 
logical and workable discipline that will 
be objective-oriented rather than tech- 
nique-oriented. 

Furthermore, the practitioners fear 
that the more marketing research is led 
down the fascinating, but perhaps not 
always too applicable, byways represent- 
ed by other sciences’ techniques, the 
more it seems to get away from the solid 
disciplines of knowledge-building-on- 
knowledge which turn a pseudo-science 
into a science. 


s I hesitated to title this talk, “Alchemy, 
Astrology and Marketing Research,” for 
fear of giving offense. Yet, if I under- 
stand correctly, alchemy and astrology 
did offer some parallels to certain de- 
velopments in the marketing research 
field. There was a complex and involved 
mathematical base. There was a tenden- 
cy in setting up the “model” to “as- 
sume” data for areas in which actual 
data was not available. There was a tend- 
ency to judge new ideas in the light of 
how well they fitted into the model, 
rather than to test them in the crucible 
of experiment. Only theoretical “perfec- 
tion’”’ was allowed. 

Small-scale experiment tended to be 
arbitrarily rejected if the findings didn’t 
fit the pattern. Trial and error was 
eschewed. Complexity was sought almost 
for its own sake. And the emphasis was 
very strong on certain aspects of the ac- 
tivity at the expense of others. 

Possibly, within the next decade or 
two, increased sophistication—both 
among those who conduct marketing re- 
search and those who use it—will result 
in marketing research becoming hum- 
bler, better-balanced, more straight-for- 
ward and a lot more truly scientific than 
it is today. 


Are We Asking Too Much? 
Setting Standards Too High? 

These thoroughly unscientific, because 
completely undocumented, remarks lead 
me to a third problem area which may be 
retarding research progress. And this is 
really the meat of the wienie as far as 
I’m concerned. Let me put it in the form 
of a few related questions: 


_ 1. Have we tended to cut off construc- 
tive experiment in marketing research 
by making the standards for the publica- 
tion of such experiments too rigorous— 
and perhaps even too one-sided? 

2. Do we virtually insist that each such 
experiment be unchallengeable from any 
direction? Do we sometimes even con- 
centrate on measuring the less important 
things because we can measure them 
more “scientifically’’? 

3. Do we find ourselves unwilling to 
build hypotheses on the basis of the 
“patterns” developed from a number of 
experiments, no one of which is con- 
clusive of itself? 

4. Are we too often in an “all or noth- 
ing” frame of mind, rather than willing 
to nourish ourselves a bite at a time? 


e Here in my hand are 23 pages which 
summarize 194 different research find- 
ings which might be of value in develop- 
ing the marketing plans for one Lever 
brand—Lux Liquid. The product man- 
agers concerned make up such:a list for 
each of our 28 major brands. Similar lists 
are also prepared with respect to the re- 
search findings on advertising and pro- 


motional activity. This material repre- 
sents a valuable marketing tool. Million 
dollar decisions are based on it. 

Now here’s the shocker: Virtually none 
of the surveys from ,which these data 
were taken—and they include our own 
studies, studies by our advertising agen- 
cies, studies by media, and studies by 
commercial research suppliers—scarcely 
one single survey could pass the stand- 
ards which apparently are now set for 
experimental research. Most wouldn’t 
even come close. 


s How would they differ? Well, the “com- 
mercial” surveys, at least those relating 
to the area I’m talking about, i.e., the 
problems of marketing branded consum- 
er goods, might put more emphasis on de- 
fining the problem in action terms and on 
certain other research considerations, but 
they’d normally put somewhat less em- 
phasis on the tightness and complete 
projectability of the sample, on complex 
mathematical analysis, and on the so- 
called confidence level of each detail of 
the findings. (In this respect, one some- 
times wonders why so much “confidence” 
is justified when the odds are 19 out 
of 20, and so little when they’re 18 out 
of 20!) And yet, experience in the mar- 
ketplace and confirmatory research find- 
ings always seem to bear out at least the 
essential patterns shown by this “com- 
mercial type” research. 


Absolute vs. Relative Data 

Just as a guess, the seeming contra- 
diction in standards reflects the tenden- 
cy of most research experimenters—per- 
haps influenced by the Literary Digest 
fiasco and the election poll problem—to 
seek “absolute” (i.e., fully projectable) 
measurements. The commercial research- 
er, on the other hand, has come (often 
without realizing it) to recognize that 
most of his decisions can be made on 
the basis of relative measures rather 
than absolute measures. 

If one merely wants to know which is 
relatively better, higher, lower, trending 
up, trending down, relatively weaker or 
stronger in such and such a socio-econom- 
ic category, and similar questions, one can 
get remarkably useful answers with 
“quick and easy” research—provided, of 
course, that is well planned, executed, 
and interpreted. 

This rather clearly leads to the key 
question: Could experimental research 
prove more productive if more problems 
were phrased, and answers accepted, in 
terms of relative, rather than absolute, 
measures? 


= Let me throw in a personal opinion 
here. There are, as I understand it, well 
over 406 individual marketing influences 
that can and do, in at least some instances, 
affect the performance of branded con- 
sumer products. If each of these individ- 
ual marketing influences always had the 
same amount of effect, or an amount of 
effect which bore some definable rela- 
tionship to something else, I would hope 
that some of the present “absolute” ap- 
proaches would, in the long run, have a 
chance of ultimate success. 

Unfortunately, however, I am more and 
more coming to doubt that the interplay 
of these marketing influences is even 
theoretically calculable, except possibly in 
very limited systems. Rather, I suspect 
that we may have here a situation in 
which the relative influence of each fac- 
tor is not calculable; being determined by 


~so many forces in the individual situation 


—some, possibly, of a non-marketing na- 
ture—that no fixed relationships may 
even exist, let alone ever be discovered. 
If such a “principle of indeterminacy” 
actually exists in marketing, we’ve got no 
choice! We’ve got to develop a new science 
to handle our problems. 


New Analytical Procedures 
Help Our Search for Facts 

Can such agnostic thinking hope to get 
us anywhere? It would be presumptious 
of me to say “yes.” Let me, nevertheless, 


briefly describe three techniques, designed 
to provide useful knowledge that was not 
previously available, whose development 
did stem from this philosophy. They are 
by no means earthshaking, being little 
more than new analytical procedures, but 
they do seem to take us perhaps a little 
way forward in our search for the truth. 

One is tried and pretty well proved out. 
The second is in the experimental phase. 
The third is waiting to be tried out, as 
I’ll explain in a minute. 


® The first relates to consumer product 
testing—specifically, the so-called paired 
comparison or “blind” product test. In 
this type of testing, as you doubtless well 
know, test respondents are given two 
products, identified only by code number. 
They are asked to use them sequentially 
(usually for one week each) under nor- 
mal conditions, and then to indicate 
which they prefer, both over-all and with 
respect to specific product attributes. 

One of the problems in such tests has 
been to determine the relative impor- 
tance of differences in various product 
characteristics or attributes in influencing 
over-all consumer choice. What makes 
such an analysis difficult is that several 
product attributes may be interrelated 
in the consumer’s mind. Hence, a change 
in one attribute may affect the influence 
of others on consumer choice. Thus, in 
assessing the influence of any one product 
attribute, it is necessary—if the findings 
are to be projectable to the market- 
place—to allow for its “halo” effect on 
other product attributes. 


s A solution that has proved highly pro- 
ductive is to use an analytical technique 
which lets the respondents do their own 
faetor analysis, as it were. Assume, for the 
sake of illustration, that the questions to 
be answered are as follows: 

e If our brand had not enjoyed an ad- 
vantage over the competitive brand in 
color, would it have won out over-all, and, 
if so, by how much? 

e If our brand had not enjoyed an ad- 
vantage over the competitive brand in 
odor, would it have won out over-all, and, 
if so, by how much? 

e If the competitive brand had not en- 
joyed an advantage over our brand in 
texture, would our brand have enjoyed 
a greater margin of preference, and, if 
so, by how much? 


= When the problem is thus defined, the 
technique is simplicity itself. Thus, to 
determine what the over-all preference 
for our brand would have been if it had 
not enjoyed its color advantage, we take 
the over-all preference vote of those re- 
spondents who had no choice between the 
test products on color, i.e., the over-all 
vote of those who voted “no preference” 
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on color. If we want to determine what 
the over-all vote would have been if our 
brand had not enjoyed its odor advan- 
tage, we find it in the over-all vote of 
those who had “no preference” with re- 
spect to odor. 

Finally, to determine what the over-all 
vote would have been if the competition 
had not had its texture advantage, we 
take the over-all vote of those who had 
“no preference” on this characteristic. 
It’s a “quick and easy” technique, but it 
sure tells us an awful lot. 


Schwerin Seeks to Gauge Effect 
of TV Commercial Before It Runs 

The second technique I want to men- 
tion relates to the area of advertising 
effectiveness—specifically, the problem of 
determining what virtues we should be 
claiming for each of our brands in its 
national advertising. This new technique 
involves the use of Schwerin’s television 
research service. Therefore, before I ex- 
plain the technique, I’d better refresh 
your memory as to what Schwerin does 
and how he does it. 

Schwerin seeks to measure the effec- 
tiveness of television commercials be- 
fore they are run. After some unsatisfac- 
tory experience with recall, believability, 
and similar measures, he finally hit upon 
a “door prize’”’ approach. 


= In essence, he recruits a group of 200 
or more consumers to come to a theater 
he owns. After they get seated, he says, 
in effect, “You were very nice to come, 
and to express our appreciation we’re go- 
ing to draw for a prize. The prize will 
be a year’s supply of “(whatever type of 
product it is that is advertised in the 
commercial which he is going to test).” 
“Now,” he goes on, “please indicate which 
of the brands on this list you’d like to 
receive if you win the door prize.” 

Next he shows some entertainment— 
usually a typical variety television show— 
in the course of which the commercial is 
shown. Finally, he again thanks the audi- 
ence and holds another drawing. The ef- 
fect of the commercial, at least on a 
relative basis, is measured by the pro- 
portion of the audience who do not select 
the advertised brand in the first or pre- 
exposure drawing but do select it in the 
second or post-exposure drawing. 

Schwerin finds, for example, that about 
40% of all commercials he tests have ab- 
solutely no effect whatsoever on post- 
exposure choice. (He even finds a few 
that actually lower it!) 


® Basically, I suppose, Schwerin’s clients 
operate on the premise that, if a com- 
mercial doesn’t show any accomplishment 
in Schwerin’s theater, it isn’t too likely 
to do so when it’s put on the air. Con- 
versely, if a commercial so excites 
Schwerin’s audience that they shift to 
the advertised brand in droves, that com- 
mercial should do relatively well when 
run on the air. 

’So much for Schwerin’s regular serv- 
ice—what he has been offering now for 
quite a few years. 

Schwerin had also recognized the need 
of his clients to know why a given com- 
mercial was more effective than another. 
After testing more than 10,000 commer- 
cials with a total sample of more than a 
million consumers, Schwerin reached 
some general conclusions as to the types 
of commercials which tended to do rela- 
tively well or relatively poorly, but there 
was little which he could use with confi- 
dence in any individual instance. (Again, 
this may be another slight indication that 
marketing influences vary in importance 
from instance to instance.) 

Schwerin also tried such common 
“measures” as recall (i.e., playback), be- 
lief, and comprehension, but none cor- 
related too well with observed consumer 
behavior as shown by the change from 
pre-choice to post-choice. Finally, 
Schwerin tried what he calls consumer 
attitude measurements. These are ques- 
tions of the general type “which brand 
do .you think is best for .. .” a specific 
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Who buys all the hard goods? 


HARD PEOPLE, SOFT PEOPLE OR REAL PEOPLE? 


Hard people? Oh, we’re awfully sorry, but we think 
you'll find that real people buy all the hard goods. 
And all the soft goods, too. There aren’t any hard 
or soft people in the buying business. Only in the 
making business, where a man who makes some- 
thing hard, like a food freezer, is called a “Hard 
Goods Man.” And a man who makes something 
soft, like food, is called a “Soft Goods Man.” 
But real people buy both food freezers and food. 
See? People who make things specialize, but people 
who buy things don’t. 

Interesting, isn’t it? And we’re caught right in 
the middle. Because we make advertising. And 
advertising is made out of ideas. You can’t open 


the door of an idea, nor can you eat one. Ideas are 
neither hard nor soft. So we can’t say that we 
specialize in products. 

For one thing, our own people have advertised 
too many kinds of products, ranging from White 
Goods to Baked Goods. The only thing we can 
specialize in is ideas. And the only thing we can 
make is advertising. So please don’t find out that 
we advertise beer, for example, and figure we 
wouldn’t know how to advertise something that 
beer goes into. 

Would you like some facts? Or some more phi- 
losophy? We can be reached simply by writing to 
the President’s Office in Detroit. 


CAMPBELL-EWALD ADVERTISING &G 


DETROIT 2, MICH.- NEW YORK - CHICAGO- LOS ANGELES. HOLLYWOOD - SAN FRANCISCO- WASHINGTON - DENVER- ATLANTA- DALLAS- KANSAS CITY- CINCINNATI 


ANOTHER QUESTION: Would you say that a ‘““Man Who Can Sell Refrigerators to Eskimos” has to know more 
about refrigerators, or more about Eskimos? 
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quality such as color, or a specific benefit 
such as complexion care. This approach 
appeared somewhat more constructive, 
but there still remained the prob- 
lems of which “attitude” change, if any 
among those measured, had really caused 
the change in the brand selected. 


® The new technique developed to han- 
dle this problem is simplicity in itself. 
The first step is to remove from the 
sample those who selected the advertised 
brand on the pre-choice. Next, taking the 
remainder as the “universe,” the in- 
crease in the number holding each “at- 
titude” toward the brand as a result of 
exposure to the commercial is determined. 

Finally, of those who “got” each at- 
titude, the per cent who selected the 
advertised brand on the post-choice is 
determined. This indicates the relative 
power of each attitude—as presented in 
the commercial under study—to motivate 
people to select the advertised brand. 
Thus, the advertiser can get an indica- 
tion of what attitudes the advertising 
should seek to develop and how it should 
put them across for maximum effective- 
ness. 


Sees Chance for More Light 
on Communication, Motivation 

The limited experimental work thus 
far conducted indicates that advertising 
claims may vary all the way in power 
from a markedly negative influence to a 
positive influence so strong that 86% of 
those who became convinced of the claim 
shifted to the advertised product in the 
post-choice. (This one was particularly 
intriguing because the highly effective 
claim was not verbalized in the audio, 
but merely implied in the video.) 

It is really. too early to draw any con- 
clusions about this new “quick and easy” 
technique, which Schwerin proposes to 
call Advertising Message Effectiveness 
Service. However, it would seem possible 
that from it we will learn considerably 
more than we ever knew before about 
both the communicating and the moti- 
vating processes. 


s Now for the third and final technique 
I want to discuss. It represents a method 
for evaluating in the marketplace the 
validity of various “predictors” of adver- 
tising effectiveness which are currently 
used for pretesting.ads and for evaluating 
advertising campaigns. By a “predictor” 
I mean a question which is asked of the 
consumer on the premise that a favor- 
able answer to the question indicates an 
effective advertisement. These questions 
are asked in different ways, by different 
research groups. Typically, they cover one 
or more of the following areas: 

e Intent to buy the brand advertised. 
e Feeling that the brand advertised is 
*“one.of the best.” 

e Favorable “attitude” toward the brand 
advertised. 

e Consumer mention of the brand ad- 
vertised as one’ which first comes to her 
mind. 

e Consumer choice of the brand adver- 
tised when offered for sale at a discount 
price. 

e Recall of one or more copy points. 
e “Liking” for the ad or campaign. 

e Believability of the ad or campaign. 
e Interest in the ad. 

* 


“Comprehension” 
paign. 


of thé ad or cam- 


e There seems to be no agreement as to 
which, if any, of these “predictors” is the 
best. (Incidentally, I am not of the school 
which holds that this lack of agreement 
is good because it permits one to select 
the “predictor” that will give his ad the 
best rating!) Perhaps a few cynics even 
question the validity of any of these 
“predictors”—but they’re probably people 
who don’t believe in Santa Claus, either. 

Certainly, we all recognize the vital 
need for valid predictors of advertising 
effectiveness and most of us believe that 


such predictors can be found and identi- 
fied. 

The value of validated predictors 
would, of course, be enormous. Thus, as 
just about every major advertising exec- 
utive is reported to have said, “Half of all 
advertising is a waste of money, but I 
just don’t know which half.” This state- 
ment, in conjunction with advertising 
expenditures at a reported annual rate of 
11 billion dollars, indicates that adver- 
tisers are wasting about $5% billion per 
year. 

This sum roughly equals the cost of 
feeding 180,000,000 Americans for an 
entire month. Hence, it is a substantial 
figure even in these days of the soaring 
‘60s and forecasts of a trillion-dollar 
economy. Valid predictors of advertising 
effectiveness wouldn’t, of course, solve all 
the problems of advertising inefficiency, 
but they would certainly contribute very 
importantly to the solution of many of 
them. 


® As business becomes more competitive, 
and advertising costs rise, manage- 
ments have more and more been “put- 
ting the heat” on their advertising depart- 
ments and their advertising agencies to 
produce more effective advertising. And 
by “more effective,” they usually mean 
more productive of sales. As a result, 
many aspects of advertising effectiveness 
are being re-evaluated. In fact, at long, 
long last, the time may have come when 
it is to the interest of all the parties con- 
cerned to see a little more science and 
a little less gamesmanship in advertising 
research, 

Thus, it is my personal conviction that 
the situation is now ripe for some un- 
biased group to take over the job of 
creating at least some order out of the 
present chaos. The National Industrial 
Conference Board has, under Clark 
Thompson’s able direction, already started 
a long-term study to determine what 
measures are needed in order to assess 
advertising accomplishment. A number of 
other groups and organizations—includ- 
ing, of course, our own American Market- 
ing Assn.—are giving attention to various 
aspects of the problem. 


s Do you share my feeling that the time 
has now come to make at least a start in 
getting at the fundamentals of this mat- 
ter? And, if so, what would you think, 
as a first step, of stimulating some com- 
petent group to assess the validity of the 
previously referred-to advertising pre- 
dictors? Naturally, your answer may have 
to be hedged. Many of you have to con- 
sider the competitive advantages and 
disadvantages of such a study from the 
point of view of your own organizations. 
However, I submit that, as a. general 
rule, competition waged in an area of 
knowledge and efficiency is far more 
productive in terms of net profit for all 
concerned than competition waged in an 
area of ignorance and obfuscation. 

I am revealing no secret in saying that 
the Advertising Research Foundation 
seems “ripe” for being asked to: conduct 
a basic study of this nature. And, to my 
mind at least, they make a pretty fair 
candidate. They are non-partisan. They 
represent all interested groups—media, 
advertising agency, and advertiser. They 
are in an excellent position to work with 
the academicians. They have a strong and, 
it seems to me, highly competent re- 
search staff. Most important, they have 
the mechanics for getting both present 
and potential financial support from 
many quarters. 

If you agree that we would all benefit 
from an organized attack on.this problem 
of measuring advertising effectiveness, 
and that the ARF should be stimulated 
to launch the attack, why not make it 
your individual responsibility to see that 
either. you, or someone else in your’ or- 
ganization, writes to an official of the 
ARF and tells him so? 


‘Quick and Easy’ Techniques 
Can Help Us Much 
A discussion of a technique at this 


point may seem anti-climactic. However, 
it is in part because of the existence of 
“a” technique that I consider conditions 
so ripe for the development I have en- 
visioned. Not that the technique has 
been proved valid, or even that any of 
us are sure it will work. However, a pro- 
gram of this sort can hope for a greater 
support in the initial phases if somebody 
ean show a way by which the needed 
measurements might be accomplished. 
That is what I propose to show you—or, 
at least, try to show you—now. 

This again is a rather relaxed, “quick 
and easy” technique. It does not try to 
get global and long-hair and mathematical 
and psychological and all the other im- 
pressive things which so often seem to 
stand in the way of our accomplishing 
our research objectives. 


‘ 


s Let me simplify matters by giving you 
the concept of the technique without re- 
gard to certain practical modifications 
which would need to be made in its 
execution. Also, let me sidestep at this 
time the problems of evaluating those 
predictors which involve actual sale of the 
product to the consumer. 

The first requirement in using the 
technique I am suggesting would be to 
select, with the help of cooperating ad- 
vertisers, a number of markets where new 
products are about to be introduced. In 
other words, we first identify several 
situations where a _ substantial number 
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of people will be trying a brand within 
a rather short period of time—let’s say 
12 weeks. At least in the grocery products 
field, this is in no sense an abnormal 
situation. It happens all the time. 


= Next we establish consumer panels in 
each market and develop suitable ques- 
tions to assess each predictor. For exam- 
ple, we might ask people their attitude 
towards each of five named brands in- 
cluding, of course, the one which was 
being introduced. Other questions would 
determine “liking” for the advertising, 
its believability, copy-point playback, 
etc., etc. Also, we would ascertain cur- 
rent brand usage. (Obviously, to avoid 
interaction between the questions, we 
might need, in each test area, to divide 
the predictor questions between several 
panels instead of asking them all of the 
same panel.) 

We would conduct our first “round”’ of 
interviewing just prior to the start of 
advertising on the new brand, and repeat 
our interviews with the same people 
once every two weeks for a period of 
12 weeks. Here again we would have 
to deal with problems of execution such 
as payment to respondents, possible sup- 
plemental interviews to see if any biases 
had been introduced, etc. However, no 
matter how these problems were handled, 
each individual in each panel would be 
asked exactly the same questions and, 


BIZ QUIZ 


(A) Magazine Advertising Bureau 
(B) Television Bureau of Advertising 
(C) Bureau of Advertising, ANPA 


(A) Selecting the wrong product to test 
(B) Interpreting data incorrectly 

(C) Being misled by early successes 

(A) One-fifth (B) One-third 
(A) 1,000,000 (B) 2,500,000 
(A) 1,000,000 (B) 2,500,000 
(A) 1/10% (8) 1% 
(A) 1 out of 4 (B) 1 out of 2 
(A) Toiletries (B) Tobacco 
(A) Drugs (8) Cement 


(A) Stee! industry 


(A) 6% (B) 14% 
19. Largest leisure market is 
(A) Boating (B) Golf 


(A) Individual income tax 


Compiled by Lester Leber 


lew mach do you int or haw will cen yee gues? Answers on Pogo 06. 
1. Most frequently advertised brand name on tv is 


(B) Milwaukee Journal 
. Closest figure to averagesline rate of America’s 1,588 daily newspapers is 


(B) Betwoen $3,000 and $9,999 
umb for estimating the cost of. full-color space in a mass magazine, if you 


(A) Kellogg (B) Anacin 
2. Newspaper that leads in color advertising is 
(A) Chicago Tribune 
3 
(A) 8¢ (B) 16¢ (C) 32¢ 
4. Magazines rhe most heavily read in households with annual incomes of 
(A) Over $1 
5. A rule of 
know the k-and-white rate, is 
(A) Add 25 (8) Add 50% 
6. Media bureat with largest annual -budget Is 


7. Number of vps at the world’s largest advertising agency is 


(A) 13 (B) 32 (c) 132 
8. One of these is not a publisher. 
(A) Chilton (B) Einson-Freeman 


9. Accerding to the director of Pillsbury’s commercial research, there ore three categories 
of test market mistakes. The most serious of these is 


10. What portion of our population is contained within the 15 major metropolitan areas? 
11. Excess of U. S. births over deaths runs about 

12. Active duty servicemen stationed outside continental U. S. now number 

13. Of total consumer credit the various card plans such as Diner's Club represent 

14. Of ali Americans those protected by health 
15. Largest single chunk of a typical drug store's sales dollar comes from 
16. Industry with highest percentage of profit after taxes is 
17. Largest investment in machinery has been-made by 
18. Compared with first quarter of 1959 this. yoor's “registration of American-made cars 


jumped 14%. Increase for foreign cars was 
(c) 22% 


C) Bowling 
20. Fer fiscal 1960 the federal government will get mest of its fundé from 
(8) Corporate taxes 


lester Leber 


(C) Lestoil 


(C) Los Angeles Times 


(C) Under $3,000 


(€) Add 100% 


(C) Fairchild 


(C) One-half 
(c) 5,000,000 
(c) 5,000,000 
(c) 10% 
insurance are 
(C) 3 out of 4 
(C) Prescriptions 
(C) Public utilities 


(Cy) Farmess 


(C) Excise taxes 
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THE SOLID GOLD CADILLAC? 
WELL, ALMOST. .. 


5 > a eee _ 


PHOTO COURTESY HANOVIA Liquip GOLD Div., ENGELHARD INDUSTRIES, INC. 


Move over, Midas! They’ve picked up your touch in the Pick it up! Read it! You'll learn how the field’s only 
Chemical Process Industries. New compounds now > business magazine puts the “profit interpretation” on 
bring gold’s corrosion and temperature resistance (via the news. You’ll know why it best serves your best 
plating) to plastics, metals and ceramics . . . with ap- customers and prospects. You'll see why you can sell 
plications from structural materials to missile blast them better, faster . . . right here in CHEMICAL WEEK, 
shields. And management is really excited . . . “industry spokesman for CPI-Management”’! 


Naturally! The reaction is typical of CPI leaders’ con- 
cern with developments which lead to new markets and 
more profitable products. It’s typical, too, of manage- 
ment’s response to CHEMICAL WEEK’s editorial pages. 


~ For whether the man is “VP”, Production Manager or ___@ | | 
Purchasing Director . . . only CHEMICAL WEEK’s com- Chemie al Wee 
mon denominator of news fills his specific job needs and : 


satisfies his broader management interests. 


- 


A McGraw-Hill Businesspaper (ABC-ABP) 
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therefore, be exposed to exactly the same 
interview bias. 


# Only after the series of six interviews 
was completed would we make our anal- 
ysis. The first step of that analysis would 
be to divide the interviewed group into 
two classifications: 


1. Those who did not become triers 
over the period of time studied. 


2. Those who did become triers during 
the period of time studied. 


s We would next tabulate the answers 
to each of our predictor questions at each 
interview date for the group that did not 
become triers. We would then make a 
similar tabulation of the answers of the 
group who did become triers. Adjustments 
would be made for those who become 
triers before the end of the sixth period 
so that the time sequence would end, in 
all instances, with the trial period. 

For example, if somebody had become 
a trier between the first and second 
measurements, we would plot his answers 
as though he had been interviewed only 
in the fifth and sixth periods. The period 
of first trial would thus be plotted as the 
sixth period for everyone in this group. 
By this adjustment, the trier group 
tabulations would not—except for the 
final period—be distorted by any tend- 
ency for a predictor to increase in value 
Lecause someone in the group became a 
user of the brand. 


® Once these tabulations are completed, 
the interpretation of the data is straight- 
forward. If a so-called predictor shows no 
increase over time among the group 
which subsequently become triers, it is 
obviously no predictor of advertising 
effectiveness. Again, assume a predictor 
increases in level among those who 
subsequently become triers but also in- 
creases to a like degree among those who 
do not become triers. Here again, we 
are forced to conclude that the so-called 
predictor has, in fact, no predictive value 


s Finally, however, suppose that a cer- 
- tain predictor shows a substantial increase 
among those who do become triers and 
a much lesser increase among those who 
do not. Here we have identified a valid 
predictor. Given enough instances, i.e., 
several test situations, we may eventually 
be in a position to calculate its efficiency, 
the level which it must reach to induce 
brand trial, the length of time that is 


On the Merchandising Front... 


required to build it up to that level, etc., 
etc. 

I don’t want to forecast that this tech- 
nique will work. In a way, it will have 
achieved its objective if it merely sug- 
gests that perhaps there may be simpler 
ways of attacking the advertising effec- 
tiveness problem than are sometimes 
realized, and helps, however slightly, to 
get authoritative studies going in this 
area. 


Summary 

Let me summarize what I’ve tried to 
say: 

1. Things could hardly look better in 
the marketing research field. 


2. It may be appropriate, however, to 
question how much truly basic progress 
has been made in the “science” of mar- 
keting research, or even the “science” of 
marketing branded consumer goods over 
the past 25 years. 


3. If progress has been a bit disappoint- 
ing, perhaps it has been inhibited, to a 
degree at least, by the very stringent 
requirements which seemingly have to 
be met by experimental research before 
it can be published. 


4. In spite of ignoring many of these 
requirements, commercial research— 
often relying on relative rather than 
absolute measures—seems able to come 
up witn pretty satisfactory answers. 
Hence, the question arises as to whether 
such requirements unnecessarily discour- 
age experimental research and_ the 
reporting of the results thereof. 


5. Marketing research thinking seems 
a bit divided, as some seek to build a 
discipline designed primarily to accom- 
plish marketing research objectives, while 
others prefer to borrow heavily from 
other sciences and think primarily in 
terms of techniques. 


6. Your speaker, while obviously con- 
fused by it all, finds himself ever more 
impressed by what can be learned from 
the “quick and easy” techniques, and 
by studying prublems in the general area 
of competitive brand marketing. 

7. Finally, a really terrific opportunity 
seems to exist right now to gét some- 
thing started in the direction of better 
measurement of advertising effectiveness. 
If you favor such a project, I urge that 
you make your interest known to the 
ARF and to any other authoritative group 
which might be motivated to pioneer the 
way for the benefit of us all. + 


Retail Mix-Match Becomes Still More Mixed 


By E. B. Weiss 


As I have been suggesting in this col- 
umn for several years, the trend toward 
mix-match mergers among giant retailers 
now constitutes a positive and dynamic 
trend. One of the more recent examples, 
very much in the 
news early in June, 
when this column 
was written, was the 
contemplated merg- 
er between Korvette 
and Penn Fruit. 

But apart from 
these mix-match 
mergers among 
large retailers, there 
is another trend that 
also involves mix- 
match, but which 
dees not necessarily include corporation 
affiliation. This trend is illustrated by the 
recent announcement that Montgomery 
Ward would open catalog-order desk units 
in some Buffalo supermarkets of the Lo- 
blaw food chain. 


E. B. Weiss 


Briefly, the program involves the fol- « 


lowing: 


1. The Ward order desk will occupy 
roughly 250 square feet and will be lo- 
cated near the trading stamp redemption 
center which, at Loblaw, is usually toward 
the rear of the supermarket. 

2..Loblaw personnel will service the 
section—an _ interesting departure for 
Ward’s. 

3. The order section will display all of 
Ward’s regular catalogs. It will not, how- 
ever, include telephone service, at least 
not initially. 

4. A display board behind the order 
desk will display seasonal Ward mer- 
chandise. 

5. Ordered merchandise will be sup- 
plied through Ward’s distribution center 
in Albany, N. Y. 


= It so happens that, in the Loblaw area, 
Ward’s has only a limited catalog store 
operation of its own, and has no retail 
stores. Thus, Ward’s will win a degree of 
distribution quickly, in an area where 
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The Creative Man‘s Corner... 


prremety paper t 


this sequence of photographs. 


cigaret advertising in general. 


. are enough, he gc 
on and refreshing ete High commer 
m® 


This is a wonderfully entertaining ad—fun to look at, fun to look through. 
The photography is absolutely outstanding, chiefly because someone found 
an absolutely outstanding model. In fact, we doubt that any of the columns 
that contemplate advertising and pass judgments on it (such as this one) 
could equal the eloquence of the judgment passed on cigaret advertising by 


It would be unfair to leave unmentioned the first nine paragraphs of copy, 
which add greatly to the tongue-in-cheek comment which the ad makes on 


But the final three photographs—and paragraphs! Suddenly the bright 
promise of the first three-quarters of the ad is lost. It becomes simply 
another silly, unconvincing, happy-ending cigaret ad. 

Advertisers are generally loath to have their own products kidded. It is 
entirely possible, however, that if Philip Morris: had been willing to smile 
at itself, this could have been a great ad. Or if this agency had had the guts 
to suggest such an approach. After all, if you’re going to take off on cigaret 
advertising, you ought to have the sense of humor to know that your own 
product won’t have universal appeal, no matter how good it is. # 


its exposure to shopping traffic is low. 
Loblaw’s, on the other hand, will be able 
to increase its non-food lines by more 
than 100,000 items, with no increase in in- 
ventory investment, no increase in ware- 
house space, and a minimum requirement 
for floor space. 

The concept is not completely new. Al- 
den’s Inc. has had catalog departments in 
several National Tea supermarkets for 
some three years. (In this connection it is 
interesting to note that H. V. McNamara, 
who is president of National Tea, is also a 
director of Alden’s—one more example of 
the interlocking retail corporate develop- 
ments about which I have been writing 
and which profoundly affect retail mer- 
chandising.) 

But whether or not the concept is en- 
tirely new, the conclusion I have been ad- 
vancing (that an era of mix-match retail- 
ing is here) seems additionally verified 
by this Ward-Loblaw experiment, which 
will be extended to most of Loblaw’s 250 
supermarkets if it pans out. 


® Basically, this phase of the mix-match 
era of giant retailing involves what is 
really a leased-department concept. But it 
goes far beyond the original implications 


of the early leased-department idea. Thus, 
when a shoe chain opens a shoe depart- 
ment in a department store or in a dis- 
count chain, the department is usually 
limited to footwear and a few accessories. 
But under the newer concept, the mix- 
match really involves not a leased depart- 
ment, but really a leased store within a 
store. 

Thus, when a food super chain opens a 
food operation in a discount chain, this 
will involve a complete food supermarket 
of up to 30,000 square feet—a complete 
food store under the discount chain roof. 
Similarly, when a drug chain opens up in 
a food super or other outlet, the program 
involves a fairly complete drug store. As 
already mentioned, Ward’s order desk at 
Loblaw’s really corresponds to a typical 
Ward order store unit and makes avail- 
able to the shopper no less than 100,000 
items. 

I suspect that, before too long, several 
of the variety chains will come to the con- 
clusion that, if they really want to get into 
food strongly (as they now give every 
evidence of planning to do), it would be 
wiser to turn their entire food operation 
over to a food chain. Similarly, as the food 
outlet moves more strongly, not merely 
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THE NEW “M” REPORT (Monday Morning Minutes) guarantees that you can start 
each week with your marketing background sharpened, revitalized — ready for the chal- 
lenges of the week. @ THE “M” REPORT is brand new and unique! It is carefully and 
conscientiously compiled by top marketing, sales and merchandising men. The “M” Report 
flags down and digests key stories from top business papers in every major industry, from 
trade and news publications, from dozens of sources of marketing news. @ If the news is 
significant, the “M” Report will pinpoint the story and the source for you — FAST! 
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eS READ WHAT MARKETING LEADERS 
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: Alfred Politz, President, Alfred Politz Re- digest of significant marketing news. This 
“ Rie ee oe % search: “It is common knowledge that no is a fine service. Best of luck.” 
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function.” 


important to him. For this reason | believe 
the M REPORT can perform a most useful 


one can read everything printed in the trade 
papers even in his own field. And yet, by 
i not reading everything, the individual reader 
£ might overlook the very item which is most 
4 


William E. Steers, President, Doherty, Clif- 
ford, Steers & Shenfield, Inc.: ‘| found the 
M Report quick and easy reading because 
it seemed to contain significant and inter- 
esting material to me. | think others would 
also find it so.” 


George J. Abrams, President, Richard Hud- 


- ROBERT BRAGARNICK Herbert L. Barnet, President, Pepsi-Cola nut-DuBarry—Sportsman Division of Warner- 
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news topics is as good as appears in the 
preliminary issue, M Report should find a 
permanent spot on the top executives’ desks 
each Monday morning.” 


S. Heagan Bayles, Chairman of the Board, 
. Sullivan, Stauffer, Colwell & Bayles, Inc.: 
: “All of us in business need to get important tor, Charles Pfizer & Co., Inc.: ‘‘Congratula- 
marketing facts fast. The editors of the new 
M Report give every indication that they will 
fill that need brilliantly with their weekly but objective.’’ 


Thomas J. Winn, Vice President and Direc- 


tions on The M Report. Believe top manage- 
ment will find it useful. Keep it imaginative 
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into health and beauty aids, but also into 
drugs, I should imagine that the food super 
will ultimately invite a drug chain to open 
up a complete drug store within the walls 
of the food super—something that has, of 
course, happened several times over the 
past several years. 

It is not improbable that some of the 
hard-goods and hardware chains will be 
opening complete appliance stores—and 
complete hardware stores—in food supers, 
in drug outlets, in variety chain outlets. 
And, if the variety chain outlet continues 
to develop its garden centers, it may open 
up some of these garden specialty units 
in food outlets, drug outlets, hardware 
outlets, etc. 

Finally, it is probable that department 
stores will wind up including, under their 


Salesense in Advertising ... 


roofs, complete specialty stores operated 
by food chains, drug chains, etc, etc. 
(Several food chains currently operate 
complete food stores in department stores.) 

From this form of retail mix-match, via 
the extension of the leased-department 
concept, to still more corporate mix-match 
mergers is a logical step. The two ‘will 
march ahead hand in hand. 

And, for the manufacturer, this means 
that his distribution patterns will become 
still more confused, and his terms and 
discounts for the trade will be more of a 
problem. This much is fairly certain: A 
vastly increased fluidity in retailing— 
and this is what these mix-match trends 
involve—compels a related fluidity in the 
distribution and pricing programs of man- 
ufacturers. + 


Don't Bury Your Main Selling Point 
in Body Copy 


By James D. Woolf 
Creative Consultant 


Is advertising in magazines wasteful— 
or advertising in any type of media, for 
that matter? 

The Starch studies, which seek to de- 
termine how many people saw and read 
specific advertise- 
ments, would seem 
to indicate that the 
waste is consider- 
able. The “Read 
Most” ratings are 
often discouragingly 
low. Even when the 


“Noted” figure is 
quite high—let’s say 
a 60 or 70—the 


“Read Most” rating 
may be an 8 or 9. 

I favor advertise- 
ments designed so that he who runs may 
read. In most cases, if not all, I believe 
the meat of the selling message should be 
flashed to the reader in the illustrations 
and main headline. The Kodak advertise- 
ment, shown here, reduces waste. The 
reader need not read the fine print to 
learn he can buy an electric eye camera 
for only $19.95. He learns further in the 
subhead that the name of the camera is 
Brownie Starmeter, which “reads the 
light, gets the picture!” Thus he gets the 
whole message even if he doesn’t read a 
word of the small body copy. He may buy 
or he may not; at the very least he has 
aequired information that may lead to a 
sale later on. 


James D. Woolf 


s The British Triumph ad is packed with 
8-point body copy. Many will read it, 
many, many more will not. The non- 
readers, however, are not a total loss. They 
have at least seen the illustration of the 
car and the benefit headline: “NEW 
BRITISH TRIUMPH: The car that almost 
never needs greasing!” At some future 
time this little bit of information may re- 
sult in a sale. The body copy is essential, 
but if it is not read, the casual reader can 
hardly miss the display type, which 
flashes the meat of the message. 

I am strongly opposed, as a general 
rule, to meaningless honinformative teas- 
er headlines and illustrations that fail to 
work hard at selling the product. 

There may be occasions when blind 
headlines, barren of information, are in- 
dicated, but generally speaking, I think 
the ideal headline should include (1) the 
brand name, and (2) the promised bene- 
fit. To my way of thinking the major sell- 
ing point should not be buried in small- 
print body copy. Thus, all is not lost when 


the small print is not read. 

Here are some headlines, selected at 
random in magazines, which illustrate the 
principle: 

The Cessna costs as little as a car: 8¢ 
a mile. 

New Kraft Barbecue Sauce simmers 
real cook-out flavor RIGHT INTO THE 
MEAT! 

Carnation “Magic Crystals” burst into 
fresh flavor NONFAT MILK INSTANT- 
LY—for as little as 8¢ a quart! 

ONLY Fleischmann’s brings your fam- 
ily the goodness of Corn Oil. 

You need Clorox to get out dirt that 
suds leave in! 

Absorbine Jr. kills 100% of Athlete’s 
Foot within 5 minutes. 

Save up to $15 on Stanley heavy-duty 
saws! 


s Headlines such as these reduce waste. 
They impart information and consumer 
benefits that may not be read if buried in 
small-print body copy. 

Much advertising does not create im- 
mediate sales in volume. What it creates 
instead is a friendly willingness to accept 
the product at some future propitious 
time. Informative headlines and hard- 
working illustrations create a condition of 
awareness of the brand and its promised 
benefits in the minds of the millions who, 
according to the Starch “Read Most” rat- 
ings, do not read the small print. Good 
advertising, as I see it, is a familiarizing 
process. Billions of dollars’ worth of pack- 
aged goods are bought largely, if not sole- 
ly, on the basis of brand familiarity at the 
point of sale. 


‘ 


s Nothing I have said here means I am 
opposed to body copy. Far from it. But I 
do believe that, in most cases, the head- 
line should include the brand name and 
the product’s main selling point or points. 
The illustration should be pertinent and 
hard working. When this is done the ad- 
vertiser need not worry too much if his 
“Read Most” rating is only 7 or 8. I repeat 
that advertising is largely a familiarizing 
process. 

Frequency of impact is important. Each 
time an idea is repeated, the impression 
becomes stronger. Each time an impres- 
sion is re-established, it tends to last 
longer. # 

* * * 


Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
‘Chicago 11, IUl., for “Salesense in Adver- 
tising,” available on five days’ approval. 
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brand name and a promised benefit. Here are some examples of ads which get their 
messages across, even when the body copy is not read by all persons who note the ad. 


BIZ QUIZ 


Answers to the questions on Page 82. 


1. (C) Lestoil topped last year’s tv list with 
an expenditure of $17 million. Kellogg and 
Anacin followed with $12.9 and $12.6, re- 
spectively. 


2. (B) Milwaukee Journal continues to lead 
the color parade with nearly 3,000,000 lines 
last year. 


3. (B) Average line rate for the 146 morning, 
1,286 evening and 156 all-day papers is 
$.1677. 


4. (A) Exposure to magazines increases with 
income. 70% of households under $3,000 
read magazines, while the readership fig- 
ure for the $10,000 bracket is 95%. 


. (B) Life’s newest page rates are $31,150 
for b/w; $47,050 for 4 colors. SEP’s are 
$28,000 and $41,745; Time’s are $13,225 and 
$19,840. 


6. (C) The newspaper publisher’s organization 
spends $2,000,000. TvB’s budget is $1,050,000 
and MAB'’s is $600,000. 


7. (C) J. Walter Thompson now has 132 vps, 
an increase of 292% during the last decade. 


8. (B) Ejinson-Freeman is a display house. 
Chilton and Fairchild publish business pe- 
riodicals. 


. (C) Dudley M. Ruch of the Minneapolis 
company states: “The crucial problem be- 
came the fact that we had not recognized 
that most of our busi was ing from 
one-time buyers. and that we were not 


il. 


12. 


18. 


19. 


. (B) In 1958 about 54,000,000 people resided 


. (C) About 127,000,000 of us have some kind 


. (C) Prescriptions account for 27% of drug 


. (B) Cement industry's profit as percentage 


. (C) Farmers have twice as much money 


. (A) Individual income tax for 1960 is es- 


generating a strong enough repeat purchase 
base.” 


inside the boundaries of our 15 largest 
metropolitan areas, ranging from New 
York’s 14,190,000 to Houston’s 1,195,000. 


(B) During 1959 there were 4,292,000 babies 
born and 1,660,000 registered deaths. 


(A) As of last November, Department of 
Defense figures showed about 1,000,000 
servicemen (with 500,000 dependents) living 
overseas. 


(A) Federal Reserve Board estimates that 
$425 million of card plan charges are out- 
standing as against a grand total of $51 
billion for all consumer credit. 


of health insurance. 
store volume. Toiletries, 10%. Tobacco, 6%. 


of sales is 16.3%. Public utilities, 13.6%. 


Drugs, 11.6%. 


invested in machinery as the steel industry 
and five times as much as the automobile 
industry. 


(A) Official registration of foreign cars for 
the first quarter rose from 126,044 to 133,- 
498. Volkswagen and Renault were the only 
gainers among volume imports. 


(A) Estimates for spending this year come 
to $2% billion for boating, $1 billion for 
bowling, $800 million for golf. 


timated at $38.6 billion, which is over half 
the $69.1 billion to be raised for the federal 
budget. 
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a A See: 


Hugh Keays — IRE DIRECTORY Product Editor answers ‘‘Why"’——» 


Se ih AB Ming Ba 4 


eT Ask the men who sell it! 


. ‘ ~< Herbert A. White says: 


> My customers like the IRE DIRECTORY 
because it is so up-to-date. It even lists 
the company phone numbers for fast buy- 
ing action. Like all IRE publishing, it is 
© very accurate and its indexing for prod- 
= uctsis “fundamental” by use, rather than 
by “terminology” or name. The engineer 
can actually find the product he wants 
even if he cannot think of its name. 


"| < John S. Spargo recalls: 


| The first issue of the IRE DIRECTORY 
») came out January 1, 1913. It was only 24 
=) pages and listed 100 members. The 1960 
=) edition, out October 1959 contained 1300 
wm pages and listed 65,000 members, 4300 
manufacturers, 1500 reps and distribu- 
tors, and Products in 103 classifications 
with 650 item groups. It is the only Direc- 
tory that combines indexes of men, firms 
| and products, and its original innova- 
tions are widely copied after a few years. 


<= H. Scott Kingwili- reports: 


mw It is very convincing to prospects when 
we show them that their ads actually 
illustrate the listings and are always 
placed for a reason, or face listings. This 
makes the smallest ad powerful by posi- 
tion, and the colorful multiple pages pack 
impact! Also advertisers like these eco- 
nomical rates: 


1 page $900 ~=—© Mu Itiple pages (include 
% page $600 color and bleed) 
% page $300 4 pages $2430 8 pages $3600 
% page $150 12 pages $4680 16 pages $5280 


In electronic marketing 


WHY does IRE get better results 
for you? 


Because we work so hard to serve 
Radio-Electronic Engineers! 


The “hard way” — 


IRE has always published the hard way! Proceed- 
ings of the IRE (monthly engineering journal read 
by 65,243 ABC) is the most technical magazine in 
the electronics field. The IRE Show is the most 
strictly run and “organized” engineering exposi- 
tion. And of course the IRE DIRECTORY does it 
the hard way—to make it easy for reader-users to 
find what they want to know. 


is EASY for the reader — 


Listings for firms tell 
more at a glance: 


Manufacturer’s Listings 


National Company, Inc., 61 Sherman St., 


(1) Summary of all 
electronic products 
by code 

(2) Size evaluation 

(3) Advertisers are in 
bold, with cross- 


reference to their 
ads 


Product indexes tell : 


(1) If item is “stock” 
or “custom built.” 


(2) Tremendous detail | 


through codes—yet 
indexes are brief : 


(3) Organized, sepa- 

rate directories for 

A. Complete 
equipment 

B. Components 

C. Materials, 
services and 
tools 


(4) Ads face listings. 
Advertisers in bold 
with cross- 
references to 
their ads. 


Listings (free) close June 30th 


Ad deadline—July 15th 


Published and mailed, Oct. 15th 
Full-edition for members—65,000 


“P.A.’s” Edition* 5,000 


*omits member 
lists. 


Malden 48, Mass., 1, 3, 9, 14, 18, 20, 
21, 22, 26, 28, 31, 33, 35, 36, 78, 88, 89, 
94, 100, Tel: DAvenport 2-7950, Yr: 1914, 
Emp: 935, A175, $12,800,000 


National Electronics, Inc., Subsid. Eitel- 
McCullough, Inc., 628 North St., Geneva, 
Ill., 78, Tel: CEnter 2-7000, Yr: 1947, 
Emp: 125, 45, $2,500,000 


Navigation Computer Corp., 1621 Sny- 
der Ave., Philadelphia 45, Pa., 4, 9, 
10, 14, 21, 24, 28, 35, 64, 94, Tel: 
HOward 5-7700, Yr: 1954, Emp: 60, 
A2, $500,000 


See ad on page 938 


Product Indexes 


DIRECTORY I. 
Complete Equipment 


9. Computers & Accessories 


Navigation Computer Corp., 1621 Sny- 
der Ave., Philadelphia 45, Pa., 5c, 
10c, 15e, 25c, 30c, 35s, 40c, 45¢, 
50sec, 55s, 70c, 75sec, 80c, 85c, Tel: 
HOward 5-7700 


See ad on page 938 
New London Instrument Co., Conn., 20c, 25¢ 
Newton Co., The, Conn., 5c, 25¢, 45 
Nippon Electric Co., Ltd., Aff. International 


Tel. & Tel. Corp., Japan, 5c, 20s, 25s, 35e, 
50se, 85c, 90 


IRE DIRECTORY 


Published by THE INSTITUTE OF RADIO ENGINEERS for its 
Members and Industry 


Adv. Dept. 72 West 45th St., New York 36, N. Y. * MUrray Hill 2-6606 
BOSTON * CHICAGO * MINNEAPOLIS * SAN FRANCISCO * LOS ANGELES 
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Looking at Radio and Television ... 


Three Ways to Approach TV Buying 


By the Eye and Ear Man 


The television selling season has ground 
to a stop after an early, frenzied churn- 
ing, replete with cat-and-dog fights be- 
tween the networks and advertisers. This 
is not to be construed as a symptom of a 
recession or even an abnormal situation, 
for television buying, like all Gaul, is di- 
vided into three parts: (1) the smart, big, 
long-range early buyers, who get the 
plums; (2) the economy buyers, who wait 
for a softening in marginal time and buy 
at discounted rates, and (3) the vultures, 
who wait for the last desperate availabil- 
ities, and get them for little more than 
network out-of-pocket costs. 

Cycle one has now come to a close, and 
cycle two will begin in mid-July, with cy- 
cle three starting in late August. Since 
these cycles have evolved over the past 
ten years, it is wise to examine them and 
try to profit by past experience. 


s Cycle One: This is the P&G-type cycle. 
These buyers are interested only in time 
periods with highest sets-in-use, 9-10 p.m., 
Eastern time, and programs in good taste 
that will command a mass audience. These 
are the smart buyers with blue chip com- 
panies with a strong, steady history of 
stable advertising expenditures. What they 
get is high circulation at lowest cost per 
thousand. They also get to see the best of 
the new programs, but they prefer to buy 
established shows at premium prices to 
avoid the unnecessary risk of experimen- 
tation. These buyers are the backbone of 
television. They sell soap, drugs, cigarets, 
automobiles, food—mass consumed prod- 
ucts. 


s Cycle Two: The bargain hunters in this 
group are more marginal. They are the 
authors of the classic, illogical bromide— 
“What we need is an advertising agency 
that can take a small budget and, with 
ingenuity, make it do the work of a large 
budget like our competitors’.” Sounds 
great, but it doesn’t work. Unless an agen- 
cy runs into real luck, the client gets ex- 
actly what he pays for. 

Cycle Two buyers are often large, smart 
advertisers with an expedient approach. 
These buyers are usually good customers 
of the networks and almost always come 
out with a good cost per thousand because 
of the deals they make. They are also 
saturation buyers and achieve a balance 
of programs that they feel compensates 
for a large, single, high-rating program 


by spreading their money over a lot of 
diversified appeal programs which they 
believe get them a large, unduplicated au- 
dience. 


s Cycle Three: The vultures that move in 
just before a program goes on the air (sus- 
taining) and offer to pick it up for time 
costs. While there is nothing really wrong 
with this technique, it would be impru- 
dent to name names, so let us say certain 
drug companies, cosmetic companies, 
agencies that are called “screamers” in the 
trade (because the principals rarely speak 
below a scream), regional or seasonal 
buyers, and marginal products. There is 
no question that, by exerting economic 
and emotional pressures, this group gets 
buys at relatively low out-of-pocket 
prices, and occasionally they get a hit—as 
for example, when a large spot agency 
backed “77 Sunset Strip” in a last-minute 
buy for personal product-type clients. The 
program, which couldn’t be given away 
earlier, became a top ten hit and at bar- 
gain rates. This buy was tops in every 
respect. 

In general, however, the comparison 
goes something like this: 

Cycle One—Situation comedy; 9 p.m. 
$120,000, time and talent. Circulation, 12,- 
000,000 homes. Cost per thousand, $3.33. 

Cycle Two—Marginal show; 8 p.m. 
$70,000, time and talent. Circulation, 7,- 
000,000 homes. Cost per thousand, $3.33. 

Cycle Three—Sub-marginal show; 7:30 
p.m. $40,000, time and talent. Circulation, 
4,000,000 homes. Cost per thousand, $3.33. 


= On paper, the efficiency of the pro- 
grams appears identical with low out-of- 
pocket costs for the last group. But in sell- 
ing via a mass medium for a mass-con- 
sumed product, the prospects for sales are 
improved if the commercial is delivered 
to 12,000,000 homes rather than to 7,000,- 
000 or 4,000,000 homes, assuming relative 
efficiency for the commercial itself. 

The examples used are, of course, gen- 
eralizations. In no way is this column in- 
tended to discourage the cycle three tech- 
nique of expedient buying for companies 
working their way up to cycle one status. 
But it is certainly evident that a com- 
pany with adequate advertising funds 
should plan to get the best advertising and 
stick with it. Only by reaching people can 
sales be made. It is wrong to delude one- 
self with efficiency figures and miss the 
main purpose of advertising—to reach 
people. # 


Tips for the Production Man... | 


Retaking the. Picture Without 
a Photographer 


By Kenneth B. Butler 


How many times a year do you sitrand 
stare at (a) a layout calling for a vertical 
illustration and (b) the print, submitted 
by the photographer, in which the details 
are distributed in a horizontal arrange- 
ment? 

Occasionally time will permit rework- 
ing the layout or sending the photographer 
out for a second try at his subject. I’m 
afraid, however, that I must have been 
born under the _ sign-of-something-or- 
other (one of the bad ones, that is) be- 
eause this situation usually occurs to me 


only when the deadline for getting the 
pictures to the engraver is—yesterday. 

Fortunately (you see, my luck’s not all 
bad) there is often still another alterna- 
tive—that of cutting the picture apart and 
pulling the figures closer together, then 
re-pasting on a mounting board and 
marking for engraving. 

Obviously this trick is not going to work 
in every case. And certainly there is the 
danger of diminishing some of the _pic- 
ture’s values. If, however, this is the lesser 
of the evils, it is easy enough to put aside 
a few scruples about photo composition. 


Advertising Age, June 27, 1960 


Radio-TV 
Director 


AD-VERSE REACTIONS 


“with charity toward none” 
By Draper Daniels 


Doorkeeper of the Tower of Babel, 

Gilded priest of Gibble Gabble, 

He stills the doubts of Doubting Thomases 
With wipes and slow dissolving promises, 
And shines up nothings to a glow 

Which cost tremendous sums of dough. 


HOW IT’S DONE—The square picture above has been brought down to vertical shape by 

cutting out the figure and moving it in front of the background panel, then cropping 

both left and right. The horizontal picture below has been brought to almost square 

proportions by cutting along the man’s arms, along the base of the San Diego panel, 

then around it and up. This upper portion was then moved closer to the woman at 
é right, and cropping done at left. 


. And, if the job is handled carefully, I 
can virtually guarantee that no one but 
the photographer (and you) will ever 
know that you’ve engaged in a bit of im- 
provising (all right, call it cheating if you 
like). 


® Under the general term “careful han- 
dling,” I’d list the following considera- 
tions: 

1. Be sure you have a good pair of scis- 
sors with sharp cutting edge, narrow 
blades, easy maneuverability. 

2. In cutting, try to follow natural lines 
of the picture itself. For example, cut 
along the edge of a chair or of a door 
frame or some figure(s) which extend 
from top to bottom (or left to right, as 
the case may be). 

3. Avoid cutting through solid light 
areas, as the overlap will probably be 
visible in the finished engraving. 

4. Since photo paper has a visible 
thickness, angle your scissors so that the 
cut will be toward the back of the part of 


the picture which is to overiap. 

5. But if, in remounting, it appears that 
the white edge of the overlapped portion 
will show, paint the offending edge a dark 
gray (never black) by moving it along 
the side of the paint brush, i.e., apply the 
picture to the brush rather than the brush 
to the picture. It’s much easier. 


= 6. Before actually cutting, be sure that 
the portion which will overlap does not 
carry portions of converging lines which 
also appear on the other part of the pic- 
ture, since this would immediately betray 
your skullduggery. 

7. After mounting, be sure to wipe off 
carefully any excess rubber cement which 
may remain on the surface—yes, Virginia, 
it would show up: in_the engraving. 

8. Don’t attempt the impossible; some 
pictures just can’t be altered without 
looking awkward. 

9. Have an extra print of the picture 
on hand just in case you have bad luck 
in your first attempt. + 
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WAIT TO GET AT IT! 


Over 60% of Woman’s Day primary readers are deep 


It’s red hot and read, according to the new Roper Study.” 
Within 24 hours after purchase, more than one-third of the 
women questioned had already read and remembered up to 
10 different features in Woman’s Day... from recipes and 
menus to decorating and .. . advertisements! Proof they just 
can’t wait to get at it! (And it doesn’t stop there. After 
they read it, they re-read it...and then they read it again!) 

Why? It’s because Woman’s Day is dedicated to the 
woman who makes a career of home-making... and every 


word on every page is edited to her practical daily needs. 
Over 4,350,000 women go out to buy Woman’s Day—every 
month. They respond by re-reading, by clipping. . . by buying 
every time they go to the shopping center... and that’s 
surprisingly often! The fact that she can’t wait to get at it 
means you shouldn’t wait to get in it. So schedule it now! 
“Just one of the facts from the new Roper Study on why women buy 
Woman's Day . . . what immediate use they make of it . . . how long its 
influence endures. Ask your representative for all the revealing facts. 


PHOTOGRAPH BY HOWELL CONANT 


into it by the day after purchase! 
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Gasoline Buyers 
Want Attendants 
Neat, Not Stylish 


Industrial Launderers’ 
Study Also Shows Esso 
Is Nation’s Top Brand 


WASHINGTON, June 21—A survey 
made by the Institute of Industrial 
Launderers, an association com- 
posed of suppliers of uniforms for 
gas station attendants and other 
industrial workers, is being used to 
persuade advertising agencies to 
get expert advice before suggesting 
elaborate uniforms for their clients. 

The nationwide survey shows 
that as long as gasoline station at- 
tendants are neatly dressed, the 
public doesn’t care about color or 
style. This fact is being played up 


TIME PERIOD 


PHILADELPHIA 
3 0% 


@ Share| 


stations 


Rating 


CINCINNATI 
a 90. 
SYRACUSE 

Sations 8 % 


trig Do sue 


CHARLESTON, S.C. 


stations e % 
as @ Share 
TOPS 

EVERY OTHER 
SYNDICATED 
SHOW IN THE 
MARKET! 


“CANNON BALL” delivers the ratings 


INDEPENDENT 
TELEVISION 
CORPORATION 


‘4B0 Madigan Avenue ~ N.Y. 22 PL 5-200 


uniforms on attendants, and not 


by the institute to convince agen- | 


s To camouflage the institute’s 
purpose the survey started off ask- | 
ing questions about gasoline) 
choices. Results showed that Esso, | 
with 10% of those polled favoring | 
it, Standard (Indiana), with 9%, 
/Texaco, with 8.9%, Shell Oil, with 
18.5%, and Gulf, with 7.5%, were 
the most used brands. Sunoco, Mo- 
bil; Amoco, Phillips, and Sinclair 
were the next five most popular | 
brands mentioned. 
| Over 50 brands were named in| 
| the survey as the gasoline bought 
| most regularly. Reasons for prefer- | 
|ring one brand over another were | 
|given as good performance| 
(17.3%), more mileage (17.2%),| 
good quality (11.2%), good service | 
| (7.4%), credit card arrangement | 
| (7.2%), convenience (6.9%), rea-| 
sonable price (6.7%), no knocks | 
(5.8%), have used long time) 
| (5.7%), like attendants (5.4%). 

| The project, undertaken for the) 
|institute by the Market Opinion | 
|Research Co., Detroit, interviewed | 
2,006 gasoline customers in 48) 
| States to determine if uniforms | 
| worn by gas station attendants had | 
any effect on business. A question- 
naire measurec ‘the influences of 
color, emblems and insignia, and 
cleanliness of uniforms on motor- 
ists’ patronage. 


s Also included were questions 
designed to bring out the public’s 
preferences among (1) methods of 
drying hands in station rest rooms 
and (2) ways of wiping car wind- 
shields. 

Results show that gasoline sta- 
tion customers want clean and neat 


stylish ones. Cleanliness was men- 
tioned by 52.7% of those polled, 
neatness by 31.9%, color by 7.1%, 
style by 4.3%, and design by 2.8%. 

The institute is using the survey 
to point out to ad agencies and pr 


WOULD 


cies that functional uniforms save | 
laundering_costs_.and__.are.._more |. 
suited to on-the-job conditions. 
The poll also provides agencies | 
|with some insight into advertising 
appeals and other factors which in- 
fluence buying decisions of gaso- 
line purchasers. 
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BIG 1F—This ad, in full-page and 1,000-line mats, is being distributed 


by the Bureau of Advertising, 
Assn., to 700 papers participating 
tion advertising drive. Based on 


American Newspaper Publishers 
in its monthly newspaper promo- 
material in recent issue of Grey 


Advertising’s “Grey Matter,” ad stresses value of advertising as vital 
cog in nation’s economic machinery. 


outfits that selecting a uniform isn’t 
as easy as it looks. To bolster this 
claim, the IIL cites an instance in 
which a uniform styled after that 
of a five-star general flopped be- 
cause it was not suited for on-the- 
job conditions. Apparently the gen- 
eral for whom the garment orig- 
inally had been designed had never 
had to pump gasoline or grease 
cars, the institute said. 


Ad Clinic #15 


(a transparent device to get 


ONLY SHERATON 
RESERVES AND 


IN 4 SECONDS 


SHERATON HOTELS 


RESERV ATRON, that makes 


Sheraton Hotel or reservation 


you to read this Sheraton ad) 


Ads we could do without 


CONFIRMS ROOMS 


Pardon, sir, but it’s true. Sheraton has a wonder machine, 
where — electronically. All you do is phone the nearest 
send for free, 104-page booklet that gives helpful dope on all 


Sheraton’s 54 hotels. Write: Sheraton Corp., Ad Age Ad #15, 
470 Atlantic Ave., Boston, Massachusetts. 


by A. Expert 


This is a brag-and-boast 
headline that obviously 
overstates the case. 


How could any hotel 
company reserve a 
room that fast? 


and confirms reservations any- 


office. To help us test this ad, 


| Furthermore, the uniform could 
|not be laundered, it had to be dry 
cleaned. Since employes had to foot 
the bill for the cleaning, they some- 
times went weeks or months with- 
out having it done. 

The result, the institute said, was 
that the “vast majority of the em- 
ployes wearing this expensive uni- 
form looked like as motley a crew 
as was ever seen in the gasoline re- 
tailing industry.” 

The moral, stresses the institute 
—and it pulls out the survey to 
{back itself up—is that uniforms 
|should be practical and suited to 
| job conditions. 

The institute is offering a free 


Advertising Age, June 27, 1960 


consulting service for those in need 
of advice. No individual uniform 
is mentioned, just general specifi- 
cations, the institute said. 
|@ One part of the institute’s sur- 
| vey backfired. On the question of 
| preferred windshield wiping mate- 
|Tials, the institute’s entry—cotton 
| towels—came“in third, outranked 
by paper towels and air blowers. 
In the course of the survey, in- 
terviewers used two sets of colored 
photographs of actual service sta- 
tions and uniformed attendants. 
The institute’s member compa- 
nies, according to IIL, supply more 
than 90% of all rented work uni- 
forms used in American industry. + 


Miles Files Trademark Plaint 
Against Republic Drug 

A trademark infringement com- 
plaint against Republic -Drug Co., 
Buffalo, has been filed in federal 
court by Miles Laboratories, Elk- 
hart, Ind., owner of the One-A- 
Day trademark for multiple vita- 
min capsules. The complaint also 
charges Republic Drug with un- 
fair competition and “trademark 
| dilution.” It contends Republic is 
marketing vitamin capsules under 
the name All in One in bottles 
| “deceptively similar” to One-A- 
Day bottles. 

Miles asked the court to enjoin 
Republic from using the All in 
One trademark and the distinctive 
It also asked that all of 
Republic’s profits from sales of the 
product be turned over to the 
complainant. 


bottle. 


Robert Brian Expands 

Robert Brian Associates, New 
York, printer and _ lithographer, 
has formed a new department for 
creative and marketing services as 
part of an expansion program in 
the sales promotion area. Victor A. 
Pizzolato, formerly with Thayer 
Laboratories division of Revlon 
Inc., has been named director of 
the department. 


Sheahan, McConnell to Ayer 

Garrett J. Sheahan, formerly an 
account executive with Foote, Cone 
& Belding, Chicago, has joined 
N. W. Ayer & Son as a representa- 
tive in the agency’s Chicago office. 
At the same time, Jack L. McCon- 
nell, formerly in the advertising 
department of Procter & Gamble 
Co., has become a representative 
in Ayer’s San Francisco office. 
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Rise Commercial 
Phony; Unfairly 
Hits Rivals: FTC © 


(Continued from Page 1) 
more difficult and uncomfortable, 
while Rise stays moist and creamy 
throughout, resulting in an easier 
and comfortable shave. 


# In reality, FTC complained, the 
supposed competing lather is a 
formulation specially designed for 
the demonstration and is not a 
product used for shaving purposes. 
“Consequently,” the complaint 
charges, “this demonstration is 
not a valid comparison of the re- 
spective qualities of Rise and com- 
peting products and tends to 
disparage the latter.” 


This is the third complaint by 
FTC in recent months involving | 
tv ads for shaving products. In 
January, the commission attacked 
Colgate and Ted Bates for the 


“sandpaper” commercial for Palm- | 
olive Rapid Shave cream. In| 
March, it issued a complaint} 
against Eversharp, Compton Ad- 
vertising and two Compton ex- 
ecutives, contending that a com- 
parative demonstration for Schick 
safety razors used deception which 
“unduly frightens prospective pur- 
chasers of competitive razors.” 


s Altogether FTC has initiated 
nine major tv cases since intensive 
monitoring of tv commercials got 
under way last November. Two 
are against Colgate products (Col- 
gate Dental Cream with Gardol, 
Palmolive Rapid Shave cream). 
Others are against Lever (Pepso- 
dent toothpaste); Brown & Wil- 
liamson (Life cigarets); Alcoa 
(Alcoa Wrap); Standard Brands 
(Blue Bonnet margarine); Ever- 
sharp (Schick); General Motors 
and Libbey-Owens-Ford (safety 
glass); and Carter (Rise). 


s SSC&B is the fifth big agency 
to be identified in a tv complaint. 
Previously there have been three 
complaints naming Bates (Life 
cigarets, Palmolive Rapid Shave 
cream, Blue Bonnet margarine), 
and one each. for Ketchum, Mac- 
Leod & Grove (Alcoa Wrap); 
Compton (Eversharp); and Foote, 
Cone & Belding (Pepsodent). The 
Life and Blue Bonnet cases have 
been closed, with consent orders 
involving both the advertisers and 
the agency. The Pepsodent, Col- 
gate Dental Cream with Gardol, 
and GM-Libbey-Owens-Ford cases 
are in hearing. 


# Carter and FTC are no stran- 
gers to each other. Only six months 
ago FTC got a Supreme Court or- 
der terminating the 16-year mar- 
athon litigation over advertising 
for Carter’s liver pills on FTC 
terms. Carter and its agency have 
30 days in which to reply to the 
Rise complaint. + 


Rise Demonstration 
Substantially Fair, 
Carter Tells FTC 


New York, June 24—William L. 
Hanaway, attorney for Carter 
Products (he represented them in, 
among other things, the long- 
drawn-out Little Liver Pills case) 
said the company’s defense would 
be that the commercial was exag- 
gerated to meet tv. requirements, 
but was neither false-nor mislead- 
ing advertising. He said he would 
also defend the advertising agency 
and Mr. Bayles. 

Mr. Hanaway said Carter’s feel- 


ing about the Rise commercials was 


withdrawn.” The complete text of 
Mr. Hanaway’s letter, which he 
said sums up Carter’s defense, is as 
follows: 


es “In the television commercial 
identified above, which you have 
questioned, Carter Products Inc. 
was not attempting to criticize any 
particular competing shaving prod- 
uct but rather to point out the 
moisturizing effect of its product 
Rise over those shaving products 
which do in fact dry out on the 
face. 

“It is a known fact that some 
shaving lathers dry out faster than 
others, and the faster they dry out 
the more difficult it is to shave 
with them. Carter Products Inc., in 
the subject commercial, attempted 
to demonstrate the comparison be- 
tween this unsatisfactory condition, 
which results from lathers that do 
dry out, and the more satisfactory 
shave which can be attained with 
the use of its product, which does 
not dry out on the face. In an at- 
tempt to pictorially demonstrate 
this situation they used a specially 
prepared detergent solution. The 
solution was packed in a pressur- 
ized can under 50 lbs. freon pres- 
sure. The need to speed up the pic- 
torial effect was necessitated by 
the time limit imposed by the 
length of the television commercial. 


s “The average time consumed-in 
shaving is generally considered to 
be about five and six minutes. 
There are various low density 
shaving preparations on the mar- 
ket which will in fact dry out very 
appreciably within this period of 
time, with the resultant pull of the 
razor on the face. The television 
commercial, however, is limited to 
about 60 seconds. In order to give 
the proper pictorial representation, 
within the time limited for the 
commercial, of what will happen 
with these low density shaving 
creams, it was necessary to use a 
substitute product which would re- 
act within the time limitation im- 
posed and at the same time give a 
fair and accurate representation. 

“To comply with these time and 
pictorial representations it was 
necessary to use this specially-pre- 
pared product so that the reaction 
would be photographed within the 
few seconds allowed. It can be 
amply demonstrated that the same 
effect pictured in the commercial 
will be accomplished with the or- 
dinary low-density creams on the 
market within the time consumed 
in the average shaving time. 


= “In all other respects, save for 
the use of the substitute product 
for the reasons given above, the 
commercial attempted to depict the 
situation as it, in fact, does exist. 
No special considerations are given 
to Rise so as to make it appear bet- 
ter or different than it actually is, 
and no direct reference to any par- 
ticular products was intended. 

“As previously indicated to the 
representatives of your depart- 
ment, because of the possible mis- 
interpretation which would result 
from this commercial, it has been 
permanently withdrawn and will 
not be used again in the future. 

“IT hope this explanation pro- 
vides you with the information 
which you requested.” + 


GOP Gets Closed Circuit TV 
Theater Network Television, 
New York, has been signed by 
the Republican National Commit- 
tee to provide closed circuit tv 
coverage of the entire GOP con- 
vention in Chicago, starting July 
25. Two large tv screens will be 
mounted on either side of the 
rostrum to allow all attending 
the convention in the Interna- 
tional Amphitheater a clear view 
of the activity. The closed circuit 
coverage will show the speakers 


expressed in a letter sent to Charles laddressing the convention, remote 
A. Sweeney, of the FTC, on March locations from other cities, enter- 
8. About that time the commercial tainment from inside the hall and 
already had been “permanently political films. 
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Last Minute News Flashes 
Grant Bid Fails; Florida Citrus Seen Staying at B&B 


LAKELAND, FLA., June 24—The Florida Citrus Commission, which last 
week was importuned by Grant Advertising to split its advertising and 
assign the fresh fruit portion to Grant (AA, June 20), will not do so, 
when the hour of decision arrives next Monday (June 27), but will 
maintain the entire account at Benton & Bowles, industry sources pre- 


dict. (For an earlier account of the Grant presentation, see story on 
Page 54.) 


McConnell-Eastman Gets Carter's Inc. in Canada 


MONTREAL, June 24—Carter’s Ink Co. has named McConnell-Eastman 
here to handle its Canadian advertising. This is the first time a Ca- 
nadian agency has handled the Canadian account. It is reported Carter’s 
Ink, Cambridge, Mass., had been considering agencies for eight months. 


Ross Roy Inc. Negotiating Purchase of BSF&D 

Detroit, June 24—Ross Roy Inc. is in the process of acquiring 
Brooke, Smith, French & Dorrance, ADVERTISING AGE learned today. 
Both agencies declined to comment. Ross Roy had billings last year of 
$14,400,000; Brooke, Smith billed $9,000,000. 


Ambassador Aged Scotches Move to Lynn Baker 


New York, June 24—Quality Importers Inc. has appointed Lynn 
Baker Inc. to handle Ambassador Aged scotches (12 and 25 years old) 
effective Aug. 1. Ambassador Deluxe advertising, handled by W. B. 
Doner Co., along with Ambassador Aged, reportedly bills $350,- 
000-$400,000, with the Aged brands now accounting for less than 
$50,000 additional. At the new agency, the two Aged brands may be- 
come a six-figure advertiser, according to H. C. Kaplan, head of Qual- 
ity Importers. Last month, Chivas Regal advertising went from Baker, 
where it had been introduced, to Young & Rubicam. 


O’Connell, Devney Station Reps Merge 


NEw York, June 24—Two radio-tv station reps, Richard O’Connell 
Inc. and Devney Inc., have merged to form Devney-O’Connell, with 
offices at 535 5th Ave., the present headquarters of Devney. Edward 
J. Devney will be president of the new company, with Mr. O’Connell 
as exec vp. The consolidated sales staff will work out of the Devney 
offices in New York, Chicago, Hollywood, and San Francisco. Mr. 
Devney would not reveal how many radio and tv stations will be on 
the combined list, which he said is being revised. 


Falk Named ‘N.Y. Times’ Ad Manager 


NEw York, June 24—Max Falk, national advertising manager of the 
New York Times since 1939, has been named to the new post of adver- 
tising manager. He is succeeded by Joseph Wagner, formerly assistant 
national ad manager. Replacing Mr. Wagner is William Good of the 
newspaper’s ad staff..The Times also announced that development of 
its new international edition will be handled by William Tate, also an 
assistant national advertising manager. Monroe Green, business man- 
ager and advertising director of the Times, continues in that post. 


Transport Leasing Names Waldie; Other Late News 


e Transport Leasing Co., a new subsidiary of Pullman Inc., Chicago, 
has appointed Waldie & Briggs, Chicago, to handle advertising and 
promotion. The account handles leasing of special purpose rail cars and 
components for piggy-back transportation and containerization. 


e Grant Advertising has been appointed to handle European advertis- 
ing and public relations of Canon Camera Co. of Japan and the Japan 
Export Trade Promotion Agency (JETRO). JETRO is a client in the 
New York office. 


e Hugh Anderson, formerly advertising manager in Canada of Gen- 
eral Mills, Toronto, next week is expected to be appointed advertising 
manager of Salada-Shirriff-Horsey Ltd., Toronto. It is understood that 
Mike Aymong will succeed Mr. Anderson at General Mills. 


e James P. Wilkerson will succeed A. O. Buckingham as managing 
director of Young & Rubicam in London, on July 1. Mr. Wilkerson, who 
will move to London from New York, was named senior vp in charge of 
Y&R’s international division last year; he was formerly account super- 
visor on General Foods. Mr. Buckingham, onetime ad director of Cluett 
Peabody and past president of the Assn. of National Advertisers, has 
headed Y&R’s British operation since 1952 and plans to remain with the 
office at least until the end of the year as chairman of the executive 
committee. He has now reached retirement age. 


e Smith-Dorsey Pharmaceutical, a division of Wander Co., has named 
Donald F. Fitzsimmons Inc., New York, to handle advertising for a new 
product. 


e The odds are that the spot business of the remaining non-network 
owned stations represented by CBS-TV Spot Sales, which has been 
ordered out of the representative business by the FCC, will go to a 
new division of the Branham Co., New York. Washington Post sta- 
tions, WTOP-TV, Washington, and WJXT, Jacksonville; and Jeffer- 
son Standard stations, WBTV, Charlotte, and WBTW, Florence, S. C., 
have given protective cancelation notice to CBS Spot. This will free 
the stations to join another rep at least a year from now, and they 
may be able to leave sooner. Arthur Elliot, eastern sales manager of 
CBS-TV Spot Sales, is expected to head the new Branham division, 
which will concentrate on big market stations, with Washington, Jack- 
sonville, Charlotte and Dallas (KRLD-TV) as a nucleus. 


e Dorsett Marine division of ‘Textron Inc., Santa Clara, has named 
Foote, Cone & Belding, San Francisco, to handle its advertising, re- 
placing Long Advertising, San Jose. Dorsett makes fiberglas boats and 
markets boat trailers and marine accessories under its own name. 


e Political sales—Latest sponsor to join the group for coverage of the 
Democratic and Republican conventions and the election is Burroughs 
Corp. (Campbell-Ewald), Detroit, which is set to carry half of NBC 
Radio’s coverage. The other half will be sold by affiliates. In for NBC- 
TV’s coverage are Lipton; Brown & Williamson; Goodrich; Look, and 

Field Enterprises, with some time still available. Full sponsor on CBS 
| for both tv and radio, is Westinghouse. Most of ABC’s package still 


| is unsold, though 20th Century-Fox has bought one-twelfth. 
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ABC Reve 
Stand on Unpaid 
Circulation Data 


Cuicaco, June 21—By adopting a 
recommendation of its policy com- 
mittee to eliminate all reference to 
unpaid distribution from Audit 
Bureau of Circulations publisher’s 
statements and audit reports for 
business publications, the ABC 
board of directors apparently has 
done an about-face in connection 
with its interest in establishing a 
common auditing bureau or devel- 
oping a single audit procedure for 
paid and free circulations. 

A rule eliminating all reference 
to unpaid circulation for business 
publications will be presented to 
the ABC board at its next meeting 
Sept. 8-9 in Cleveland. If the rule 
is approved unanimously, ii will 
become ABC law. 

If the rule is approved only by 
a majority vote at the September 
meeting of the board, it must thei: 
also receive a majority vote when 
the board meets Oct. 21-22, in 
New York, to become ABC law. 


® The new rule knocking out all 
reporting of free circulation ap- 
parently was conceived by ABC’s 
policy committee. Such a recom- 
mendation has never been made by 
any member divisional group of 
ABC, a source told ADVERTISING 
AGE. 

The latest move by the ABC 
board apparently rejects a recom- 
mendation passed by a joint meet- 
ing of the advertiser-agency divi- 
sion at the annual meeting last 
year (AA, Oct. 26). At this meet- 
ing, the group asked ABC that all 
circulation of business publications 
be audited and classified by oc- 
cupational breakdowns. 

At present, only the paid circu- 
lation of business publications is 
broken down by occupations. Un- 
paid circulation is audited, but 
only the total is listed in publish- 
ers’ statements. 


® Earlier this year, the ABC board 
indicated a willingness to sit down 
and talk with anyone about form- 
ing a common auditing bureau or 
developing a single audit proce- 
dure for paid and free circulations 
(AA, March 28). 

The elimination of free circula- 
tion figures from ABC business 
publications statements presumab- 
ly would eliminate any possibility 
of a common auditing bureau or of 
a single audit—at least so far as 
ABC is concerned. 

If the new rule is adopted, the 
immediate result would be to elim- 
inate the issue-by-issue break- 
down of non-paid circulation now 
appearing on ABC business paper 
forms. # 


Admen Hammered 
Fight Audience 
With Ad Barrage 


(Continued from Page 2) 

well on other fronts. TelePromp- 
Ter Corp., which held pay tv 
rights to the rematch, said that 
with two-thirds of the pay tv 
theaters reporting, indications were 
that 500,000 people paid a total 
of $2,000,000 to see the closed cir- 
cuit telecast. 

Another 40,000 to 45,000 saw 
the upset at the Polo Grounds, 
but only 31,892 of these were paid. 


s Schick Safety Razor, which 
signed a one-year contract with 
Mr. Johansson last fall and has 
been using him in print and tv ads 
for its Swedish steel blades, has de- 
cided to fade the ex-champion 
from the current schedule. + 
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Owens Murphy 


Rosenberger Marsteller 


INVITED GuEesTs—Panel at the Reinhold Publishing sales conference 
consisted of ‘Todd L. Owens, manager of advertising and sales pro- 
motion, York division, Borg-Warner Corp.; James W. Murphy, man- 
ager of advertising, Allis-Chalmers; R. Forrest Rosenberger, vp, 
Ketchum, MacLeod & Grove, and William A. Marsteller, board 
chairman, Marsteller, Rickard, Gebhardt & Reed. 


To Keep Growing, Reinhold Must 
Expand 18.5% a Year, Hubbard Says 


Company Sales Meeting 
Told of 15-Year Growth, 
Braked by Recession 


New York, June 22—“If we 
are to keep on expanding and 
growing with our present proper- 
ties at the rate we have in the past 
15 years we must expand by about 
18.5% a year,” Philip H. Hubbard, 
president of Reinhold Publishing 


growth, business paper growth, 
and company growth. While gross 
national product was rising 142.1%, 
business paper advertising was 
rising 49.8% in pages and 221.3% 
in dollars. Reinhold did better: 
its volume, including advertising 
billing on American Chemical So- 
ciety publications and its book 
business, rose 259.7%. 


= During those years Reinhold’s 


Corp., told the Reinhold magazine | Dumber of employes rose from 143 


and catalog general sales meeting 
at the Pelham Country Club here 
today. 

Mr. Hubbard, who noted dryly 
that the “Fabulous 60s” or “soar- 
ing ’60s” will be fabulous or soar- 
ing only for those business paper 
publishers who do an outstanding 
editorial job and then interpret it 
successfully for advertisers and 
prospects, said a better name 
might be the “Challenging 60s.” 


® Reinhold’s immediate problem 
is that since the recession its prog- 
ress has been slowed: Business 
was off in 1958, and the 5.5% gain 
of 1959 only slightly bettered its 
1957 position. Its 1960 budgets call 
for a 13% increase over 1959, and 
for the first five months the com- 
pany is 16.8% ahead of last year 
in dollar volume—with some prop- 
erties ahead of budget and some 


to 283 (97.9%) and its payroll 
244.7%. It has been fortunate, Mr. 


| 1970. And inflation might move it 
jto $800 billion. During the next 
|decade, business paper advertis- 
| ing should expand 34% in pages, 
jand 43.5% in dollar volume. For 
|the last 15 years, business paper 
| page volume increased an average 
of 3.3% a year; for the next dec- 
jade, the increase is expected to be 
|around 3% a year. Dollar volume 
|is expected to increase more slow- 
\ly by experts, Mr. Hubbard said, 
because the rate of rate increases 
is not predicted to continue at the 
1945-60 rate. But the increase of 
advertising volume in dollars will 
be greater than the increase in 
gross national product. ; 


® The sales meeting heard a panel 
of advertising managers and agen- 
cy men. weigh space selling tech- 
niques. The panel, composed of 
William Marsteller, Marsteller, 
Rickard, Gebhardt & Reed, Chica- 
go; R. F. Rosenberger, Ketchum, 
MacLeod & Grove, Pittsburgh; 
James W. Murphy, Allis-Chalmers 
Mfg. Co., Milwaukee, and Todd L. 
Owens, advertising and sales pro- 
motion manager of York division 
of Borg-Warner Corp., York, Pa., 
agreed that the best selling comes 
from salesmen who know their 
publication, who identify them- 
selves with it, who make appoint- 
ments, who ask what the objec- 
tives of a campaign are and show 
how their books fit, who are brief 
and cogent and who are enthusias- 
tic. 

Salesmen’s faults: Presentations 
that don’t apply to the field, fool- 
ish selling approaches (‘‘You’re a 


SUPER SALESMEN— 
At a coffee break 
in the Reinhold 
Publishing _ sales 
conference, the 
AA photographer 
caught (left to 
right) William A. 
Marsteller, board 
chairman of Mar- 
steller, Rickard, 
Gebhardt & Reed; 
Cc. B. Larrabee, 
director of Rein- 
hold’s American 
Chemical Society 
publications, and 
William K. Beard, 
ABP president. 


big company and can afford to use 
|my book,” “You have 24 pages in 


behind. While he thought the com- | Hubbard said, that its publications | book X, 12 in mine, why?,” “You're 


pany might not hit the 18.5% gain 


| were 


in growth fields, and the 


stupid if you aren’t in my book”), 


for which he hoped, he thinks the |company improved its services—|clustering sales calls in August, 
first five months’ figures will be|expenses rose 261.1% during the|failure to read their issues. Mr. 


improved. 


period its volume increased 


Otherwise, the Reinhold presi- | 259.7%. 


dent reviewed the 15 years be- 


tween the end of the war and to- | gross national product will rise to 


Looking ahead, he noted that 


day in terms of national economic | between $735 and $750 billion by 


} 


| Marsteller applauded Conover- 


Mast for its decision on exten- 
sions, and he expressed the hope 
that publishers who adopt a no- 
| extension policy won’t deviate 
from it at the request of an ad- 
In tye and leave the agency 


hanging on the limb. 


|\s H. G. Sawyer, vp of James 
Thomas Chirurg Co. (soon to be 
Chirurg & Cairns), covered fairly 
familiar ground in reporting that 
editorial evaluation is better than 
numbers, but added that numbers 
are more easily dealt with than 
evaluation. He noted that in his 
lopinion business publications 
aren’t as well read as their pub- 
|lishers think, but he thinks they 
|are well read. He believes pub- 
lishers must provide inducements 
for readers to pick up the maga- 
|zine and work their way through 
|the book, and among the induce- 
|ments are better cover treatment, 


® |indications of content, better pres- 


TOP MAN—Philip H. Hubbard, president of Reinhold Publishing 

Corp., addresses the company’s sales conference. Seated, H. Scott 

Leonard, ad sales manager of Industrial & Engineering Chemistry, 
checks his notes. 


|entation, more personality for the 
publication, better artwork, and 
| better writing. 

|m@ Mr. Sawyer was quite caustic 
|about the writing—“contaminated 
‘by the worst writing of any branch 


written word to manipulate it so 
wretchedly?” “Writing is no longer 
a craft,” he observed savagely, 
“and the writer is no longer a 
professional.” 


es And he had a bad word for ad- 
vertising—“The decline of writing 
is to be observed at its furthest 
point south in the advertisements 
published in business papers.” He 
said at another point that the ed- 


|itors had a “burden” in the kind 


of advertising carried by business 
papers. # 


Institute for Science 
in Marketing Urged; 
Scott Starts Study 


MINNEAPOLIS, June 20—Scott Pa- 
per Co. proposed last week the 
formation of a new “Institute for 
Science in Marketing,” aimed at 
development of new marketing 
techniques. 

The proposal was presented to 
the American Marketing Assn. at 
its national convention in a lunch- 
eon address by T. B. McCabe Jr., 
director of marketing services for 
Scott. 

Mr. McCabe said that the Ches- 
ter, Pa., paper company has re- 
tained Albert Frey, AMA presi- 
dent-elect and veteran in conduct- 
ing studies related to advertising 
and marketing, to conduct a study 
te determine the exact nature and 
scope needed for the institute. 


a Mr. McCabe said that Mr. Frey, 
former professor now a marketing 
consultant, will retain “one or 
more” college faculty people to as- 
sist in the study and plans to com- 
plete a preliminary report by next 
fall. 

“What is required,” Mr. McCabe 
said, “is the development and im- 
provement of basic research tech- 
niques which we can adapt to our 
own operations. We are, therefore, 
proposing that a number of com- 
panies and associations join togeth- 
er in the establishment of a mar- 
keting institute devoted to this 
cause. This would be an independ- 
ent institution staffed by top-flight 
social scientists and mathemati- 
cians.” 


s He foresaw an institute that 
would be relatively small, at first, 
and would concentrate on sev- 
eral major top priority projects, 
manned with a. qualified director 
and 12 fulltime staff members re- 
cruited from universities and in- 
dustry. 

Besides improving marketing 
technology, institute studies would 
be made to determine advertising 
effectiveness. “If each advertising 
medium has a sales effect, it should 
be possible to measure that effect,” 
Mr. McCabe said. “As yet, we don’t 
have the methods for doing this 
adequately.” # 


Laundry Manufacturers Adopt 
Advertising Practices Guide 


The American Home Laundry 


Manufacturers’ Assn., Chicago, | 


has adopted an advertising guide 
which is consistent with recently 
published advertising guides of the 
Federal Trade Commission. The 
guide, which resulted from a study 
of current appliance advertising, 


Appliance & Radio-TV Dealers 
Assn. and the Consumer Products 
division of the National Electrical 
Manufacturers’ Assn. 

Copies of the guide, “Recom- 
mended Advertising Practices for 
the Home Laundry Appliance In- 
dustry,” are being distributed free 
to appliance manufacturers, ap- 
pliance dealer groups, better busi- 


|ness bureaus, advertising agencies 
| and others. Additional information 


hei contemporary communications” | on the guide may be obtained from 


| and, again, “How is it possible 
|for people who are devoting their 
| careers to the manipulation of the 


ae epee malty 


| American Home Laundry Manu- 
| facturers’ Assn., 20 N. Wacker Dr., 
| Chicago. 


ts i oa 7 ae 


has been endorsed by the National | 


‘ce 


Advertising Age, June 27, 1960 


Ad Field Needs 


Self-Examination 
Badly: Bernstein 


(Continued from Page 2) 

rest of us in the advertising bar- 
rel.” In his opinion, advertising 
has long had the necessary ma- 
chinery to regulate its conduct. 

However, he believes, existing 
machinery must be implemented. 
Advocating individual action, he 
asserted, ‘““‘We must be our broth- 
er’s keeper, whether we want to 
be or not.” Mr.-Bernstein said it 
must be recognized that media 
are the focal point for the appli- 
cation of effective self-regulation, 
but they need active support and 
assistance from advertisers and 
agencies, “and they are not now 
getting it.” 


s This help can be pressure from 
advertisers and agencies telling 
media they do not condone objec- 
tionable advertising, and expect 
something to be done about it. 
Advertisers can also tell their 
agencies they do not relish them 
turning out advertising for other 
clients that tends to break down 
the effectiveness of all advertising. 

To those who might think this 
unorthodox and even obnoxious 
conduct, Mr. Bernstein wondered 
if we have not lost too much of 
the “sense of indignation. It is not 
so much what we do as what we 
are willing to let other people get 
away with, that sets the tone of 
our deportment,” he said. 

Reviewing the public service ac- 
tivities of advertising people, with- 
out which, he said, no sensible ap- 
praisal of the value and importance 
of advertising can be made, Mr. 
Bernstein said: 

“On the local and regional level, 
advertising men and women are in 
the forefront of every civic, phil- 
anthropic, educational and reli- 
gious effort, bringing their special 
skills to bear in creating awareness 
of needs and inducing more effec- 
tive action. _ 


= “On the national level, the Ad- 
vertising Council has performed 
remarkable feats of public service 
in war and in peace ... Name an 
important national organization or 
an important national cause or an 
activity whose needs have not been 
publicized through the enormous 
facilities of this magnificent mech- 
anism which the advertising busi- 
ness has created for the public 
service. 

“Every one of us has a right to be 
proud of advertising’s activities in 
this direction.” + 


Chicago Women’s Adclub 
Elects Leona Murphy President 

Mrs. Leona Murphy, media di- 
rector of Stoetzel & Associates, has 
] been elected 
president of the 
Women’s’ Ad- 
vertising Club 
of Chicago. 

Other new 
officers include 
Robert Miller, 
assistant to the 
vp in charge of 
advertis- 
ing, John Plain 
& Co., lst vp; 
Clare Clowes, 
manager of col- 
lege and school advertising, Chi- 
cago Daily News, 2nd vp; Sarah 
Lee Gerrish, midwest editor, Mod- 
ern Packaging, 3rd vp; Frances 
Keyes, supervisor of media, Leo 
Burnett Co., recording secretary; 
Clymenia Martin, administrative 
assistant, United Air Lines, cor- 
responding secretary, and Ruth 
Barr, treasurer of Russell T. Gray 
Inc., treasurer. 


Leona Murphy 
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TOUR—Midwest advertising execs 
off on the annual San Francisco | 
Chronicle June market tour (co-' 
sponsored by Sawyer-Ferguson- 
Walker, its rep) were (bottom to 
top, front row) Joe Wall, S-F-W; 
Jim Blocki, Kraft Foods; General 
Carlos Romulo, Philippines ambas- 
sador to the U.S. (co-incidentally 
on the same flight); Ralph Watts, 
Stokely-Van Camp; Bob Jones,| 
Campbell-Mithun; Keith Shaeffer, | 
Young & Rubicam; (bottom to top, 
back row) Hugo Magnuson, Lee 
Bishop and J. H. Sawyer, S-F-W; 
Gordon Young, Procter & Gamble; | 
Bob Inman, Maxon; Jerry Jehle, 
S-F-W, and Seymour Banks, Leo! 

Burnett Co. 


CBS Walks Off 
With Lion's 
Share of Emmys 


New York, June 21—The Proc- 
ter & Gamble and Greyhound-| 
sponsored 12th annual Emmy) 
awards telecast was seen last night | 
on NBC, but CBS walked home 
with most of the honors—includ- 
ing a special trustees award for the | 
Columbia Broadcasting System’s 
president, Frank Stanton. 

Mr. Stanton, who was cited by 
the National Academy of Televi- | 
sion Arts & Sciences for his efforts 
to extend free speech and free | 
press concepts to broadcasting, did | 
not have any speech—free or oth- | 
erwise—for the tv audience. If he) 
as much as said “thank you,” when | 
Arthur Godfrey made the presen- | 
tation, it was not audible to the) 
home audience. 


| 
| 
| 


| 
ws Other Emmys collected by CBS | 
shows and performers: : | 


Variety program—‘“Fabulous 
Fifties” (General Electric). 


Drama program—“‘Playhouse 90” 
(various sponsors). 


Public affairs and educational 
program—“Twentieth Century” 
(Prudential Insurance Co.). 


Actress in a series—Jane Wyatt 
in “Father Knows Best” (Lever, 
Scott). 


Variety or musical show per- | 
formance—Harry Belafonte in “To- 
night with Belafonte” (Revlon). 


Drama writing—Rod Serling in 
“Twilight Zone” (General Foods, 
Kimberly-Clark). 

Comedy writing—Sam Perrin, 
George Balzer, Al Gordon, Hal | 
Goldman of the “Jack Benny| 
Show” (Lever Bros.). 

Documentary writing—Howard 
K. Smith and Av Westin in “The | 
Population Explosion” (Bell & 
Howell, B. F. Goodrich). 


Comedy direction—Ralph Levy | 


jand Buddy Yorkin for “Jack Ben- 
|ny Hour” (Greyhound, Gruen). 

| “Music show—Leonard Bernstein 
jand the New York Philharmonic 
| (Shell and Ford). <. 

| Art direction and scenic design 
|—Frank Smith and Ralph Berger 
on “The Untouchables” as a Desi- 
|lu Playhouse special (Westing- 
| house). 

Cinematography for television— 
|Charles Straumer in “The Un- 
touchables” special. 

Electronic camera work— Winter 
Olympics (several sponsors). 


# NBC winners were: 

Humor program—Art Carney in 
“VIP Special” (United Motors 
Service division, A. C. Spark Plug 
| division, GM). 

News show—“Huntley-Brinkley 
| Report” (Texaco). 


—Laurence Olivier in “The Moon | 


& Sixpence” (RCA and Renault). 
Single performance by an ac- 
tress—Ingrid Bergman in “The 
Turn of the Screw” (Ford). 
Drama directing—Robert Mulli- 
gan in “The Moon & Sixpence.” 


ries, which is sponsored by several 


for best performance by an actor 
in a series, and its film editors, Ben 
H. Ray and Robert L. Swanson, 
won in their category. 

Winner in the children’s cate- 
gory was “Huckleberry Hound,” 
which is syndicated by Kellogg Co. 
An engineering and technical 
achievement award went to the 


new General Electric supersensi- 
| tive camera tube permitting color- 
|cast in no more light than needed 


Single performance by an actor for black and white. + 


s The weekly “Untouchables” se- | 


advertisers on ABC, collected two | 
awards: its star, Robert Stack, won | 


CUSTOM MADE 
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| *SWINGLES are swinging jingles that SELL! 
| They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
|@ 98% re-order record. 

Put this record to work for you. Write. wire or call. 


THE JINGLE MILL 


142 W. 51st St. N.Y. 19, N.Y. @ PLaza 7-573 


ADULT HOMES P somes 
VIEWERS * VIEWING* OTENTIAL 
856,900 
ae Port hour —— quarter- hour WMAR-TV HOMES POTENTIAL 
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*ARB —March, 1960—Based on aggregate of all quarter-hours for one week, sign-on to mid- 

night, where audience composition is given for all three Baltimore TV stations. 
**NIELSEN —May, 1960—Aggregate for all quarter-hours in one week (4-week average), sign-on 
to midnight, when all three Baltimore TV stations were on the air. 


***4A RB — March-April, 1960 


In Maryland Most People Watch WMAR-TV! 


WMAR-TV 


SUNPAPERS TELEVISION 


Baltimore 3, Maryland 


© 


CHANNEL 2 


Represented Nationally by THE KATZ AGENCY, Inc. 
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1950-60 Population Changes for 189 Metropolitan Areas 


Census Bureau Data Show Nearly Two-Thirds of Total U. S. Population Growth in Decade 


Occurs in Portions of Standard Metropolitan Areas Outside of Central Cities 


Standard Metropolitan Incr 
Statistical area 1960 inaber ses Standard Aetrepolitan maser gat — Standard A i 
Statistical Area 1960 1950 Number reent statistical ares wee 
Total, 189 areas 108,672, 660 21,293,522 = e > .2 Se 
orpus Christi, Texas 219,002 165,471 53,531 32.4 Goreiée ceettel cit 
In centeal cities 55,617,613 4,220,915 2 Corpus caristt, 165,698 108, 287 57,411 53.0 pa 252,668 153, 156 
tside central cities 53,255,047 17,072,607 .2 Outsice central city 53, 304 57,184 ~3, 880 ~0.8 Jersey City, New Jersey 602, 340 
i ’ ~45,097 
ie x 
axron, onie 509,403 tn hl: =! 1,073,661 74,501 230,160 44.4 pet Aya 209.038 =29,3% 
aaron 287,592 12,9674? Dattas 672,117 434,462 237,655 54.7 a ee ey 332,719 -15,701 
tside central city 221.811 86,384 63.8 tside central city 401,544 309,039 92,505 29.9 Johnstown, Pennsylvania 279,603 
, ls -11,751 «4 
, Jonnst ° . 
Albany-Schenectady-Troy, N.Y. 648,865 59,506 10.1 Davenport-Rock Island-Moline,lowa-111. 267,641 234,256 33, 385 14.3 camel own 53,636 -9,5% 15 
Alban 125aat Davenport tside central city 225, 967 
= : ~9,354 6.9 Sask tekeed 88,738 74,549 14,189 19.0 2,155 0 
os y 61,284 -10,501 -11.4 Moline 50, 906 48,710 2,196 4.5 Kalamazoo, Michigan 168,575 
Outside central citi ra ae - 2,373 3.3 Outside central citi ary Seed | Kalanazoo 81,333 an OU 
ral cities 372,002 81,734 © 28.2 er 05,137 73,400 31.599 sail Outside central city 87,242 irae 
Albuquerque, New Mexico Seyton, Onie i i ; 
diewmeren eae paged Fy bayton 609.476 200.008 71.008 33.0 or ~-/ > poaaee 1,061,794 247,437 30.4 
Outside central city 61,462 12,604 25.8 side central city 431,480 274,770 156,710 57.0 Outside central city ge Pe 10.1 
ate , . 56.3 
Allentown-Betnlenem-taston-Pa.-N.J. Decatur. Ilineis 
aiiomenn J pee $2,088 a. catur 5 goed Prag Pye tonnene, wiscensia 98, 327 23,089 30.7 
setadenen 79.088 e715 os Outside central city 40,000 32,584 7.416 Darts esatees city ae 12,013 22.1 
Outside central cities R44 3,760. 10.6 Denver, Colorade 9 f _s = 
; 46.149 20.1 4 23.161 612,128 311,033 
enver 489-217 415.786 73.431 Knoxville, Tennessee 364,665 27,560 » 
Altoona, Pennsylvania 136,026 3,408 Outside central city 439,944 196/342 Phe es Knoxville 110,089 ys J 
Jteons +8'0n3 he -2.5 . — , ‘utside central city 254.576 "42" 240 ~~ 
Outside central city “94 bry <16.3 Ges Mlaes. lowe ; ‘ “ 
66,943 4, 606 74 ti af 262,698 226,010 36, 688 : 
. Moines 207 054 177,965 29,089 lancaster, Pennsylvania 272,899 38,182 
ee te ee 148,505 61,365 70.4 Tere meee BIRD 55,644 48,045 7,599 eer 59,420 ~4, 354 oy 
amarillo 4 , . , , ' tside central cit “ t - 
Outside central city wy 62,057 04.6 = Detroit, Michigan 3,7 4 agi ~— sai 
“ “1.472. dd oat ,761,220 3,016,197 745,023 ton , 
‘ reit 1,672,574 1,849,568 176.994 ae 299, 306 95,147 
Anderson, Indiana 125, 326 Outside central city 2° 088.646 1 166,629 “ere Lansing 108, 128 . 22.6 
Anderson 48,657 oe pate Nee — Outside central city 191,178 108 a4 
Outside central city 76,469 <n 4.4  oubuque, Iowa ; ene ote 
° 19,378 33.9 Dubuque pag 71,337 8,424 Laredo, Texas 64,847 8,7 
Ann Arbor, Michigan 171,278 36,672 Outside central city myn ry 6,408 serene 60,912 ~ 9002 173 
ann Arter 66.779 18.528 aa . 21,666 1,736 Outside central city 3935 aod Sh 
tside central city 104° 49 , . Duluth-Superior, Minn.-Wi q ° - -7. 
499 16,144 21.0 ouluth ior, Minn.-Wisconsin wire 252,777 20,215 Lawrence-Haverhill, Mass.-New Hampshire 187,676 5.23% 
ane! ie, North Carolina 127, 357 2,954 ‘ Superior oy gts 17 Lourence 70,550 9,986 J 
sheville ’ A R Out ae , 1326 ~2, 306 Haverhill v a — 
Outside central city et Ghd 8 Sige central cities 135,445 112,941 22,504 Getside centre) cities ae es 33. 
f 5 Durham, North Carolina 112,447 10 : , 
Atlanta, Georgia 1,014,369 on ig 1,639 10,808 Lewiston-Auburn, Maine 68,479 53 
Atlanta 485,425 34°11) Outside central city ae oes 6,461 Lewiston 39,730 -1, 244 ;. 
Outside central city 528.924 133,249 . »5ae 4,347 aie 24,325 1,191 ‘s. 
Atlantic City, New Jersey 157,139 €1 ere Texas 310,690 194,968 115,722 ahem aaa 106 2. 
Atlantic City oa aon} eth aieiiis atch = 130,485 141,754 Lexington, Kentucky 129,757 29,011 28 
Geantde Osman cite erg 33.81 y 36,451 64,483 =26,032 a 62,294 6.760 12. 
. grie, : ide central cities 67,463 4 : 
Augusta, Georgia-South Carolina 214,107 52,094 a ements 138,057 130/803 gt Lima, On ae “ 
Augusta ‘i ° ° ’ ’ ima, Chie 102,785 
i Sm 32-140 Outside central city 111,402 68,585 22,817 ise 49,203 pee 
Austin, Texas y Evansville, Indiana-Kentucky 196,615 191,137 5,478 sects scien etd 15,645 
ron za1.292 50,312 Evansv: Ile 140,474 128,636 11,138 Lincoln, Nebraska 154,027 
5,967 53,508 utside central city 56,141 62,501 7 -Lincol ; 34,285 
Outside central city 25,325 3,196 ; . nice atntee , 127,433 28,549 
. pe utside central city x 
Bakersfield, California aon a thea stra Island eg rege 105 oooh 26,594 5.736 
Bakersfield , ; ; 3 -12,543 ittle Rock-North Little Rock, Ark. 239,4 
Outside central city 2377328 i503 pt aaa he igs _s nerth. mtr 105,747 “Sia 
, y or Little Rock r 
nathan, Gaetaene sae Fitemmpsomsnster. Massachusetts 80, 668 74,943 5,725 Outside central cities 76,522 gr 
Baltimore oe 300, 677 21.4 db-w 42,910 42,691 219 . 26,147 
Outside cent , , ~26, 345 -3.0 ; 27,663 24,075 3,588 Lorain-Elyria, Ohio 
ntral city 764,713 329,022 72.2 Outside central cities 10,095 8,177 1,918 Lorain a hg 
Baton Rouge, Louisiana Elyria 43,445 P 
Baton Rou eat 9,059 aan FUME Orenigan 370,200 270,963 99,237 36.6 Outside central cities 104; 297 gs 
Outside central city 76,965 igo hye Outside tral ci Lng 4 raed gt 19.3 : 
sd ‘ " 44, 358 136.0 central city 175,260 107,820 67,440 62.5 Los Angeles-Long Beach, Calif 6,690,069 2,322,158 
ay City, Michigan Los An , . . ’ a * 
sre mre ea ee ee ee ee ed a are 
Outside cen j < x ° 47,942 4 iti 4 ° 
i tral city 52,347 16,409 45.7 Outside central city 13,610 16,260 2.50 “18:3 5 egaegeagbion i eos iit a 
Beaumont=Port arthur, Texas i . Louisvill i 
, 304,194 Fort Wayne, Indiana test the Rentucky~indi ane 710,026 141,128 
= naa re eC a a oe ts 
Outside central cities 124.700 weer SH Outside central city 69, 650 50,115 19,535 39.0 4 = _ 
, 4 Lowell, ™ 
g Fort Worth, Texas. , Massachusetts 157,285 
wip ri) = Posen 211,374 Fort worth gee 392,643 175,841 44.8 Lowell 91,609 etd 
Binghamton is 26,676 14.4 Gutsite danbiad <i¢ 353, 388 278,778 74,610 26.8 Outside central city 65,676 ; 
Outside central city 136,239 0.58 6.9 y 215,0% 113, 865 101,231 88.9 . 26,938 
° . 31.9 : : Lubbock, Texas 155,4 
Birainghan, Maen pp ; Freem. Calitorate 365,840 276,515 89,325 32.3 Lubbock 1287068 3,32 
irmingham 338,569 69,754 12.5 eciataneaneeel 60 133,062 91,669 41,393 45.2 Outside central city 27,417 1 884 
Outside central city 290113 ged Be? . ide central city 232,778 164,646 47,932 25.9 , -l, 
° ’ & Lynchburg, Virginia 11 
Boston, Massachusetts 2,561,450 seh ash zs ea ed 3. 08 93,892 2,214 2.4 Lynehourg onan Be 
, : R t i . , 
Outside central city pe -123,818 = -15.4 Outside central city 38,697 36,167 330 ia ae wigs — 
1,083,624 274, 6% 17.1 ‘ 14 nacon, 6 
, , , Georgia 7 
Bridgeport, Connecticut 333,773 nig ag 138, 196 113,066 25,130 22.2 ie by 
Bridgeport 156,162 os 21.9 Outside central cit See 66,568 -906 -1.4 Outside central city 110,092 pe 
Outside central city a6.ise ee y 72,534 46,498 26,03 56.0 2 nese 
, 5 4 Madison, Wisconsin 
<H, 
Sresties, Masaiibnntse saieae nae East Chicago, Indiana 575,010 408,228 166,782 40.9 eadtaie mone 52,637 
tere Fhe ; 29,000 24.2 177,913 133,911 44,002 32.9 0 piel 30,245 
Pda . 72,472 9,612 Hammond 111/528 . utside central city 95,693 > 
side central city 76,256 19’ 300 a East Chicago igs Spe 23,934 27.3 v 22,392 
, , m P : , +263 2,914 5.4 Manch 
butt ale, New York 1,304,581 215,351 Outside central cities 228, 392 132,460 95,932 72.4 mounester” — 877152 cand 
alo 304, ™ 19.8 ’ 5 aia Outs 5 of 
Outside central city 776,198 207,058 is 7 “rena ivsc7an 288,292 72,853 25.3 fc ggtaoeg pied = 
. 52.5 : ‘ 176,515 -774 -0.4 nis, T 
cose men ni pendent = he as 3. “eo Be mm 
anton \ . 19.3 i Outsid i - v9 
Outside central city poeted te > aan eee { 123,922 98, 314 js ee ide central city 126,082 39 409 
: - y 58,924 35.4 Outside Contras cit end gtd 9,918 18.6 wrens. 7 ise 917,851 
“Looe fasten” 433,359 29,085 ; vin rite a9 sabi paling 282, 600 “35304 
ar Rapids ¥ . 27.9 : . Outs i " 
Outside central city bo 18, 327 35°5 a Point, North Carolina 243,790 191,057 52,733 7.6 ide central city 635,251 389,443 
* a 10,758 33.6 High Polat 119,283 74,389 44,894 60.4 ‘Milwaukee, Wisconsin 1,186,675 
a = =o Illinois 132,152 Outside central cities 61,456 39,973 21,483 53.7 fi lwaukee “fees 229,927 
wetee 48,176 eit 4 — 76,695 -13,644 = --17.8 Outside central city 452,087 132/531 
: = 27,042 . > Greenville, South Carolina i j 
Outside central cities 56.934 By 18.4 Greenville en 168,152 40,708 24.2 Minneapolis-St. Paul, Minnesota 1,477,080 326,027 
Ch > 0.3 Outside central cit : aa 7a 12.9 ig gg 461,026 " 
arlesten, South Caroline 206.091 i y 143, 225 109,991 33,234 30.2 St. Paul 313,209 se 
rleston . 035 25.5 ; 4 é Outsid iti i pees 
Outside central city raat 39.992 10-2 neg aa Ohio 199,248 147,203 josie ie ide central cities 682,845 364,859 
. ,027 54.9 Middl +743 57,951 15.79 ‘ 
an, — 250,752 12,123 Gutsige eratrad cities aus 33,695 oe 33 “ae 191,600 $2.63 
Sather eoakeas &) 85,132 rw 4.6 , 55,557 27,995 50.4 Outside central city 121, 346 19, 250 
ral city 165,620 631 S4 Harrisburg, Pennsylvania 342,039 292,241 
Cha Ic, . Harrisburg ¥ , 49,798 10.7 Montgomery, Alabama 168, 
rlette, worth Catoline 270,951 73,899 3” See ee oe 263,170 Py -10,675 11.9 ont gomery 133.878 Me 
Outside ceatral 200, 878 . 5 , 897 20.7 Outside central city 34,651 2211 
ral city 70.6r3 4.0% 4e4 Hartford, Connecticut 521,810 406,534 Munc . 
, ° Hartford i . 115,276 28.4 i i 
Chattanooga-Tennessee-Ceorgia 279,244 a < Outside central city Pergo ee -16,930 -9.5 ee or, 908 ya0? is. 
Outside central city i =3/332 or iii aia, pe st oe 132,206 57.7 ~ Outside central city 42,264 10,493 33. 
. x% 1 14 . . ° 
Chicago, Illinois 123 31.3 Honolulu 489,864 248,034 i dy Muskegon—Muskegon Heights, Michigan 148,621 27,276 
6,150,5 Outside central ci 41,630 16.9 .y 
Chicago 4 972,664 0.8 al city 198,761 104, 986 93,775 = 89.3 preres o Height wan 2,610 5.4 
side central cit wx -128,0 a : ; 4 ay , 724 
BS y 2,657,587 ie the 4 mousten, Yonns 1,232,179 806,701 425,476 $2.7 Outside central cities 83,450 29,162 53.7 
ncinnati, Ohio-Kentuck: A ; 29,991 596,163 7 . J 
Cincinnati y nee | 154,624 21 vutside central city 302, 188 210,538 ee as bos ~~ ornare 391, 968 70,210 21.8 
side central cit , -16, =3. : ; ere uavvars ; <5. 
y 571,564 oh hes 27 A. 00--ty te 28.071 245,795 Pre ee Outside central city 226,562 in a 
6,242 86, 353 : ‘ . 
Ashland id -10,111 “11.7 New 4 
Cleveland, Ohio 31,150 31,131 Bedford, Massachusetts 141,256 =f 
Chevelens re 4 314,752 21.5 Outside central cities 137,179 126,311 8 a8 $3 New Bedford 100,749 #1440 33 
Outside central city 910,396 seen 4 Indianapolis, indiana eicn aii os Outside central city 507 7,712 23.5 
4 , ° , 435 ‘ ital 
Columbia, South Carolina 257,961 dutsiee conteal cit 470,464 427,173 2 Soe go! 24,216 23.2 
Columbia 98,690 a . cancion 124, 604 14a 76.4 weu Britain 1, 7,843 10.6 
Qutside central city 159,271 4 Jackson, ichigan 130, 925 oon peers a orpgredtotind toe vans i as 
Columbus, Georgia-Alabama tee i — 51,088 - S32 ee Retin <s.08 
Coluabus 9 oa 43.614 26.7 Outside central city 80,681 56,837 2 pes at New Haven ; 148,923 Rede ¥ 
Outside central city 100,414 eo or Jackson, Mississippi 186,572 142, 164 iit cg Al — _ rr 
: r ws , 44,408 31.2 Ras 
Columbus, Ohio — ; 143, 960 98,271 : New. Orleans, Louisiana 860,205 
col page| 173,232 m4 Qutside central city 42,612 43,893 m8} oo : 620,979 "30.388 a3 
Qutside central city __ 211,491 $320 BBE dacksonvilie, Fioriga 450,616 304,029 nigra Sd ae a. “we 
Jacksonville 197,948 2047517 bee 4 ae New York, New York 10,545,300 ° 989, 357 10.4 
° New York 7 000 231,957 -2.9 
ary : oe a ee ar i = _ ° ~~ Ae iss poem oes i “rs 7 
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Standard Metropolitan Increase 


Standard Metropolit 
Percent Statistical Area 1960 1950 umber Percent Statistteal vad . 1960 


Statistical Area 1960 1950 Number 


1950 
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: Standard Metropolitan 
| 


Outside central city 2,085,300 1,663,986 = 1,221,314 73.4 Sacramento 190,699 137,572 53,127 38.6 Outside central cities 107,178 97,910 9,268 9.5 
Newark, New Jersey 1,726,862 1,468,458 «258, 404 17.6 ee Ca ee eee RS SS eS ems 248,622 200,750 47,872 23.8 
Newark 396, 252 438,776 42,524 ~9.7 Saginaw, Michigan 189,229 153,515 35,714 23.3 Stockton 85,452 70,853 14,599 20.6 
Outside central city 1,330,610 1,029, 682 300, 928 29.2 Saginaw 97,032 92,918 4.113 4.4 Outside central city 163,170 129,897 33,273 25.6 
Outside central city 92,198 60,597 31,601 52.1 
Newport News-Hampton, Virginia 222,984 154,977 68,007 43.9 f : Syracuse, New York 562,499 465,114 97, 385 20.9 
Newport News 112,639 42,358 70,261 165.9 St. pre. Aj ssouri 69,176 96,826 -7,650 7.9 Syracuse 215,291 220,583 5,292 -2.4 
; ten ? 88,690 5,966 82,924 1389.9 St... Joseph 78,370 78,588 -218 0.3 Qutside central city 347, 208 244,531 102,677 42.0 
i Outside central cities 21,455 106,653 85,198 -79.9 teitien central city 10,806 18,238 7,432 40.8 
Tecoma, Washington 316, 258 275,876 42,382 15.4 
£ Norfolk-Portsmouth, Virginia 537,618 446,200 91,418 20.5 St. Louis, Missouri-I1linois 2,040,188 1,719,288 320, 900 18.7 leone 146,734 143,673 3,061 2.1 
a Norfolk 272,908 213,513 59,395 27.8 St. Louis 740,424 056,796 ~116, 372 -13.6 Outside central city 171,524 132,203 39,321 29.7 
Z Portsmouth 106,884 80,039 26,845 33.5 Outside central city 1,299,764 862,492 437,272 50.7 
= Outside central cities 157,826 152,648 5,178 3.4 Tarpa-St. Petersburg, Florida 760,660 409,143 351,517 85.9 
Salt Lake City, Utah 380,787 274,895 105,892 38.5 Tampa 270,610 124,681 145,929 117.0 
Ogden, Utah 110,762 83,319 27.443 32.9 Salt Lake City 188,197 182,121 6,076 3.3 St. Petersburg 178,088 9,738 81,350 + 64,1 
= Ogden 70,394 57,112 13, 262 23.3 Outside central city 192,590 92,774 99,816 107.6 Outside central cities 311,962 187,724 124,238 66.2 ~ 
= Outside central city 40, 368 26,207 14,161 54.0 
; : San Angelo, Texas 63,415 58,929 4,486 7.6 Terre Haute, Indiana 107,654 105,160 2, 4 2.4 
? Oklahoma City, Oklanoma 502,707 392,439 110,268 28.1 San Angelo 57.81) 52,093 5718 11/0 Terre Haute 71,851 64,214 7,637 11.9 
. Oklahoma City 317,542 243,504 74,038 30.4 Outside central city 5,604 6,836 -1,232 ~18.0 Outside central city 35,803 40,946 5,143 -12.6 
= Outside central city 185, 165 148, 935 36,230 24.3 ¢ 
: 4 San Antonio, Texas 683, 262 500, 460 182,802 36.5 Toledo, Ohio 453, 365 395,551 57,614 14.6 
mana, Nebraska-lowa 456,458 366, 395 90,063 24.6 San Antonio 584,471 408, 442 176,029 43.1 Toledo 315,643 303,616 12,027 4.0 
= a 300,674 251,117 49,557 19.7 Outside central city 98,791 92,018 6,773 7.4 Outside central city 137,722 91,935 45,787 49.8 
5, Outside central city 155,784 115,278 40,506 35.1 : 
: San Bernardino-Riverside-Ontario,Cal. 801,084 451,688 349, 396 77.4 4 4 35,068 33.3 
_ Orlando, Florida 317,412 141,833 175,579 123.8 San Bernardino 91,728 63,058 28,670 45.5 wae, Done eens on 39,890 50.6 cm 
Orlando 66, 860 52,367 4,513 65.9 Riverside 63,714 46,764 36,950 79.0 = de central cit 21,805 26.627 4,822 -18.1 
Outside central city 230,532 69, 466 141,066 157.7 caterto 46.407 22,872 23,535 102°9 side central city , ’ ’ 
tside central cities 579,235 $ 
Paterson-Clifton-Passaic, New Jersey 1,160,186 876,232 : 303, 954 M7 : mae — me ——. sii Are re 008 Bt} By 
Paterson 141, 385 139, 336 2,049 1.5 San Diego, California 1,003,522 556,808 446,714 80.2 Outside central city 151,751 101,772 49,979 49.1 ; 
Jif tee 81,696 64,511 17,185 26.6 San Diego 547,294 334, 387 212,907 63.7 ; 2 
tf i 53,770 57,702 -3,932  -6.8 Outside central city 456, 228 222,421 233,807 105.1 Tucson, Arizona 262,139 146,216 120,923 85.6 
: Outside central cities 903, 335 614,683 288, 652 47.0 ops Tuceen 210,016 45.454 164, . 362.0 
, F - if. 721,04 240,767 i E 45,7 . 
- Pies mance asizeoristte saz San'svaeeg am: COU yiu-oes 2.20076 danse 21.4 RGNGe emtrad city S212} 8.762 
: ; 8 43,479 13,069 30.1 Oak land 361,082 384,575 -23,493 “1 Tulsa, Oklahoma 414,117 327, 900 86,217 26.3 
ui Outside central city 145,698 88,781 57,117 64.3 Outside central cities 1,644, 354 1,080,835 563,519 ry Tulsa 258,563 182,740 75,823 41.5 
Peoria, Illinois 287,188 250,512 36,676 14.6 Outside central city 155,554 145,160 10,394 7.2 ms ™ 
Peoria 102,751 111,856 ~9, 105 8.1 San Jose, California 639,615 290,547 349,068 120.1 ; 
Outside central city 184,437 138, 656 45.781 33.0 San Jose 202,571 95,280 107,291 112.6 —Ut ic a~Rome, New York a meme pg ~ 
: Outside central city 437,044 195, 267 241,777 123.8 rh ny Meh wee pid 22:7 x 
| Philadelphia, Pa.-New Jersey 4,061,827 3,671,048 410,779 ll. > ¢ f : 4 
} Philadelphia 1,959, 966 2,071,605 -111,639 5.4 Santa Barbara, California 167,883 98, 220 69,663 70.9 Outside central cities 177,862 141,049 3,813 26.1 
) Qutside central city 2,121,861 1,599,443 522,418 32.7 Santa Barbara 58,259 44,854 13,405 29.9 . Git abode 
“y- im Outside central city 109,624 53, 366 56,258 105.4 gi nip een pen ee Be ue 
‘ oenix, Arizona 652,032 331,770 320, 262 96.5 ; 4 : 7 ee 
it mroeni x 430,459 106,818 323, 641 303.0 Savannah, Georgia 186,161 151,481 34,680 22.9 Outside central city 51,560 45,486 6,072 13.3 e ee, 
i tside central city 221,573 224, 952 -3,379 -1.5 Savannah 147,378 119,638 27,740 23.2 Washin me <= 
. , . , j nington, 0.C.-Maryland-Virginia 1,968,562 1,464,089 504,473 34.5 : 
ee Pittsburgh, Pennsylvania 2,394,623 2,213,236 161, 387 8.2 RS 16 SEFENED Shy ae ayes? seid ene Washington 746,958 802,178 -55,220 ~6.9 ; 
" Pittsburgh 600, 684 676,806 -76,122 -11.2 ; Outside central city 1,221,604 661,911 559,693 64.6 
4 Outside central city 1,793,939 1,536,430 257,509 16.0 . *eFdaten, Ponngyovants 232,702 257, 3% 24,694 =9.6 
' reels thi Set rae | ereaa 12-2 aterbury, Connecticut 180,538 154, 656 25,882 16.7 
, aaa “om > spaciaa aca 71,568 66,567 5,001 7.5 y ? r . . Waterbury 106,803 104,477 2,326 2.2 
ey: ittsfield 57,223 53,348 3,875 7.3 jutside central city 73,735 50,179 23,556 46.9 
= Outside central city 14; 345 13,219 1,126 a Sew ag es rig > ae 
: ; Outside central city 546,253 376, 981 169, 272 45.9, SOPPERES. tome 124,575 100, 448 21,127 21.0 
2A Portlend, maine 122,128 119,942 2,186 1.8 Waterloo 71,042 65,198 5,844 9.0 
E rtland 74,136 77,634 - 3,498 4.5 Sh Outside central city 50,533 35,250 15,283 43.4 
_ Outsime ventral city 47,992 42,308 568818 Sieveport 163.777 stares =sSesark 8s? 
. na Qutside central city 116,455 89,480 26.975 30.1 West Palm Beach, Florida 224,537 114,688 109,849 95.8 
2 4 fortieng  Srepen-dieanington 815,745 704,829 110,916 15.7 tersier conteas cit a4 Tiisee ware 156.3 
¢ r 370, 339 373,628 -3, 289 0.9 i y ; 7 y 
: : Outside central city 445,406 331,201 114; 205 34.5 he a a "93,991 ets 2 , 
: z , Outside central city 18, 609 19,926 im <4 ae eee 9 ee >, 
4 = Providence-Pawtucket, R.1.-Mass. 814,028 760,202 53,826 7.1 wheeling : 52,885 58,891 6,006 -10.2 
* Providence 206.728 248.674 41, 946 -16.9 Stoux Falls, South Dakota 85,310 70,910 14,400 20.3 Outside central city 135,261 137,414 -2,133 -1.6 
; Pawtucket aval €itie 60,492 61,436 -944 -1.2 Sioux Falls 65,013 52,6%6 12,317 23.4 Wichita, Kansas 342.019 119,729 53.9 
5 is Outside central cities 526,808 430,092 96,716 22.5 utside central city 20,297 18,214 2,083 11.4 Wichita 354’ 262 ataes os'903 aH 
4 Pueblo, Colorado ~ 117,547 90, 188 27,359 30.3 South Bend, Indiana 237,874 205,058 32,816 16.0 Outside central city 87,757 54,011 33,746 62.2 
blo 90,440 63,685 26,755 42,0 South Bend 132, 100 115,911 16,189 14.0 
? Outside central city 27,107 26,503 604 2.3 Outside central city 105,774 89,147 16,627 18.7 pent te Sapte, peng re ae 270 pd 
0 : Racine, Wisconsin 140,745 109,585 i ; E ; : 
z . , A 31,160 28.4 Spokane, Washington 277,745 221,561 5 4 Outside central city 21,579 30,451 8,872 -29.1 
. Racine 88,656 71,193 17,463 24.5 Spokane 179,729 161,721 18,008 nt 
‘ Outside central city 52,089 38, 392 13,697 35.7 Outside central city 98,016 59,840 38.176 63.8  Wilkes-Barre-Hazleton, Pennsylvania 346,506 392,241 =45,735 -11.7 
3 . : . 4 Wilkes-Barre 61,971 76,826 ~14,855 -19.3 
. t Raleigh, North Carolina 168,815 136,450 32,365 23.7 Springfield, Illinois 146,096 131,484 14,612 ° 1.1 Hazleton 31,854 35,491 3,637 -10.2 
> aki Raleigh 93,097 65,679 27,418 41.7 Springfield 83,001 81,628 1.373 17 Outside central cities 252,681 279,924 -27,243 -9.7 
: : Outside central city 75,718 70,771 4,947 7.0 Outside central city 63,095 49,856 13,239 26.6 38 
a , r - Wilmington, Oelaware-New Jersey 363,527 268, 387 95,140 5.4 
5 Reading, Pennsylvania 271,828 255,740 16,088 6.3 Springfield, Missouri 125,376 104,623 20,553 19.6 Wilmington 94, 262 110, 356 -16,094 -14.6 
; Reading 96,462 109, 320 “12,858 -11.8 Springfield 95,764 66,731 29,033. 43.5 Outside central city 269,265 158,031 111,234 70.4 
4 Outside central city 175, 366 146,420 28,946 19.8 Outside central city 29,612 38,092 ~8, 480 22.3 
: : ee Winston-Salem, North Carolina 188,229 146,135 42,094 28.8 
; es Richmond, Virginia 406 ,053 328,050 78,003 23.8 Springfield, Ohio 130,701 111,661 19,040 17.1 Winston-Salem 110,446 67,611 22,635 25.8 
8 Richmond 216,028 230,310 ~12, 262 -5.3 Springfield 62,075 78,508 3,567 4.5 Outside central city 77,783 58,324 19,459 33.4 
5 is Outside central city 188,025 97,740 90, 285 92.4 Outside central city 48,626 33,153 15,473 46.7 ; 
2 Fes Worcester, Massachusetts 322,748 303,037 19,711 6.5 
ne Roanoke, Virginia 157,560 133,407 24,153 18.1 Springtield-Holyoke, Massachusetts 475,211 413,494 61,717 14.9 Worcester 186, 247 203,486 ~17,239 -8.5 
9 t Roanoke 96,098 91,921 4,177 4.5 Springfield 173,736 162,399 11,337 7.0 Outside central city 136,501 99,551 36, 950 37.1 
r Outside central city 61,462 41,486 19,976 48.2 Holyoke 52,225 54,661 -2,436 -4.5 ; 
Rochester, New York 582,777 487 ,632 95,145 19.5 Outside central cities 249,250 196,434 52,616 26.9 
6 Rochester 316,074 332,488 16,414 4.9 York, Pennsylvania 236,723 202,737 33,986 16.8 
0 Outside central city 266,703 155,144 111,559 71.9 Stamford, Connecticut 174,146 134,896 39,250 29.1 York 53,927 59,953 6,026 ~10.1 
’ ; ‘ Stamford 89, 956 74,293 15,663 21,1 Outside central city 182,7% 142,784 40,012 28.0 
ta Rockford, Illinois 208,678 152, 385 56,293 %.9 Outside central city 64,190 60,603 23,587 38.9 - 
- Rockford 125,955 92,927 - 33,028 35.5 Youngstown-warren, Ohio 507,062 416,544 90,516 21.7 
r e Outside central city 62,723 59,458 23,265 39.1 Steubenville-weirton, Ohio-w. Va. 168,203 157,787 10,416 6.6 Youngstown 165,709 168, 330 ~2,621 -1.6 
. Steubenville 33,019 35,872 2,053 -8.0 warren 59, 269 49,856 9,413 18.9 
Sacramento, California 500,719 277,140 233,579 60.7 Weirton 26,006 24,005 4,001 16.7 Outside central cities 262,084 198, 358 83,726 42.2 
1 
5 
5 aaa. +S Bete TSA Rees te eee re EE SRS Sie arial ; ivcieiles wate 
2 has received favorable response 
9 from advertisers and agencies on P 
: Al th M di p th its new policy of curbing the use 
. ong e e la a of heavy-stock inserts. In addi- 
'’ | . . 
‘tion to a heavy dollar premium for 
4 jall inserts that exceed base 
14 ; weights, the magazine now re- 
‘ 4 - 3 panda 
¥ ge re Co.’s oe Me. roar aes is slated for | ‘quires that all advertisers submit 
3 tronic Industries has presente a completion early next year. la dummy of any insert on the in- 
5 census of the electronic industry ltended stock 
3 in the form of a 40,000 punch card e French decor greeted the more | 
or “deck” to the University of Penn- than 400 guests of KDKA-TV, e Department of New Laurels: 
1.7 sylvania, Philadelphia. The uni- Pittsburgh, at the station’s annual, Flying had a cumulative gain of | 
4 versity’s Wharton School of Fi- local agency party. Name cards|41 pages of advertising for the 
iS nance & Commerce will use the were printed in the form of mini-| first six months of 1960, a gain of | 
$150,000 “deck” to aid graduate ature kiosks, containing the names|14% over the comparable period | 
3 and undergraduate students in| (in French) of all of the station’s|in 1959. 
8 fi obtaining information on the prep- local programs and personalities.| Advertising pages of Popular 
dl aration of theses, to provide em-/|A silver French wine taster’s cup| Boating for the first six months 
-. ploye information, lists of prod-| hung from the neck of each sta- | of 1960 increased 71.73 pages over 
“i ucts manufactured, marketing in- tion executive greeting the guests. | ‘the comparable 1959 period, for a| 
4 formation, and to investigate sales Entertainment included a boat | total of 632.50 pages. 
e -_potentials of 5,500 companies in the race and water ski show. | Business/Commercial Aviation | | 
f electronics industry. carried. 236 advertising pages in | 
© & Business Week has published) the first five months of 1960, an) 
7 e WKNB, Hartford, awarded aja research report containing some | increase of 78 pages over the same 
5 14’ runabout boat complete with of the best read advertisements) period the previous year. 
fe a 25hp motor and camp trailer to that have appeared in its pages; For the first half of this year | 
} the winner of its second Golden |during the preceding year, as|Look had an estimated net paid) 
+ | Key contest. During the contest, measured by Daniel Starch &/ average circulation of approxi- | 
3-6 ) clues as to where the “key” was Staff. Additional information about! mately 6,202,000, an increase of | Sharp . Childs 
4 ‘ poe were aired daily on all a Fagg ain og ge car ome - than wie tg 8%) over | CONTEST WINNER—Jay M. Sharp, president of the Assn. of Industrial 
1.7 WKNB programs. See Sey: Say pompeaoe [ae ee l | Advertisers, congratulates Frank Childs, assistant ad manager of 
; from John Watson, research man- McCall’s recorded an alltime the Philadelphia Quartz Co., upon his winning the grand prise in 
és e Construction has been started ager, Business Week, 330 W. 42nd/high advertising revenue of $14,- che Watson » Stielans? een ¢ hell Gt th aah pee . we 
9 on a new $750,000 suburban print- St., New York 36. 305,000 for the first six months of e atso Ae ~ S est held a e annua meet- 
rv ing and publishing plant for the 1960, a gain of 49.3% over the ig in Washington. Mr. Childs won a railroad Pullman round trip 
a Daily Kennebec Journal, Augusta, e House & Home reports that it comparable 1959 period. * for two to any part of the U. S., courtesy of Modern Railroads. 5 
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HELP WANTED 


HELP WANTED 


he Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING DEC.31,19599 48 389 


HELP WANTED } 


Advertising Age, June 27, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


POSITIONS WANTED POSITIONS WANTED 


LAYOUT ARTIST 


WRITER 


We need an experienced layout man to | Are you a top-flight writer of the hard- 
work in.a 17 man art department in a| sell school? Can you put words together 


$12,000,000 + (and growing) agency. 
“be able to handle all types of advertising 
layout. He must be creative, fast, and 
turn out a clean crisp professional job. 

The agency, The Biddle Co., is located 
in Bloomington, Illinois—50,000 commu- 


Must | 


nity. A great town for the family man | 


who enjoys the peace and quiet of a 
small town. Insurance, profit sharing 
benefits. 


Write sending resume and salary require- 
ments to Harold N. Bramble, The Biddle — 


Co., 1068 E. Market S8t., Bileomington, 
Illinois. 
ELECTROTYPE SALESMAN 
Reliable Chicago Electrotype Producer 
has opening for salesman ful! or part- 
time. Agency or publication § contacts 


desired. Liberal comm 
Box 3803, ADVERTISING AGE 
__ 200 E. Illinois St., Chicago 11, Illinois 


PUBLIC RELATIONS ASSISTANT 
National organization with headquarters 
in Owensboro, Kentucky, has vacancy on 
editorial staff for outstanding individual 
Functions will include assisting in stock- 


holder and employee communications 
programs, community and press relations, 
and special public relations projects. 
Position requires travel. Age 25-30. Re- 
quire college degree, with professional 
writing experience. Send complete _ re- 
sume and salary requirements to: 
Supervisor, Employment, P. O. Box 577, 


Owensboro, Kentucky. 


SPACE SALESMAN 
To represent in Illinois; Indiana; Wis- 
consin; Minnesota; the leading trade 
publication serving the automotive chain 
store field and the fastest growing 
journals in the pleasure boating trade. 
Five figure base salary plus commission. 


Aggressive selling record in business 
papers important. Midwest office located 
Chicago. Send resume. 


Box 3806, ADVERTISING AGE 
__200 E. Illinois St., Chicago 11, Illinois 
CIRCULATION GIRL 

subse‘#ption work in small 
office in western suburb of Chicago on 
two small ABC trade papers. Maintain 
own records, handle audits, oversee mail- 
ing house, schedule renewal efforts; also 
promotion if inclined. Some clerical help 
available but must be willing to do own 
when necessary. “.ombined lists under 
10,000. Mature person preferred. Salary 
commensurate with experience. Write 

Box 3807, ADVERTISING AGE 

__200 E. IMinois St., Chicago 11, Illinois 


SPACE SALES REPRESENTATIVE 
Chicago office Nat'l consumer magazine. 
Some experience necessary. Age 28-35. 
Salary plus incentive. Send personal and 
business resume, salary desired to 

Box 3822, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Illinois 


MOLENE PERSONNEL SERVICE 


to handle 


publicity “SCN: 7 aaron editors 
advg. manager .............. sue Copywriters 
artists media ‘production sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 3 


ART DIREC TOR, Publication 
10. Excelt oppty for man 35-45 who can 
combine administrative creative 
Must have had some supervisory exp. 
Salary approx. $8-9,000 

Box 3850, ADVERTISING 
630 Third Ave., 


AGE 
New York 17. New York 


|} ence? Let's hear from you. Have creative | 


| general 
} an 


in a way that sells, persuades and con- 
vinces a business audience? Does your 
writing style have pace, flair, punch, and 
conviction? Are you genuinely ambitious? 
Want to broaden your writing experi- 


staff opening with national organization 
majoring in sales promotion, sales train- 
ing, business show and meeting activities. 
| Variety of media and assignments. Ex- 


PROMOTION MANAGER wanted with | 


| cellent opportunity for real pro. Detroit | 


location. 

dential. 
Box 3826, ADVERTISING AGE 

200 E. lilinois St., Chicago 11, Illinois 

SPACE SALESMAN 

Expanding Chicago office of 

business 
articulate, 


Send resume. Replies confi- 


important 


industrious, enthusiastic 


| young man residing in this area for new 


| job 


immediately. Prefer College and 


| Service background, sales and advertising 


| experience 


| bright future 
| for hard, 


| chandising 


staff of 8- | 


talents. | 


Salary, 
profit-sharing, 


expenses, commis- 
all benefits assure 
and permanence in return 
intelligent, resultful sales effort 
in diversified, competitive market. Travel 
50%. Write complete resume, require- 
ments, in confidence. 
Box 3827, ADVERTISING AGE 
__200 E. Illinois St., Chicago 11, Illinois 


~~ CREATIVE INDUSTRIAL WRITER 
AND PRODUCTION ASSISTANT 
Challenging opportunity for an imagina- 
tive industrial ad man who wants to 
break out of a rut and start up. $90,000,- 
000 electronic manufacturer needs some- 
one to create and produce trade litera- 
ture, catalogs and sales promotion mate- 
rials for fast moving product lines. Work 
with sales, engineers, management and 
suppliers. Must have 3 to 5 years expe- 
rience with industrial advertising depart- 
ment or agency. Opening with young, 
aggressive advertising department. 
Box 3828, ADVERTISING AGE 
200 E. Illinois St., Chicago i1, Illinois 


ADVERTISING GALS 
$484-$673 

Are you, or do you know of, a woman 
who loves the business world, who can 
talk to janitors and bank presidents with 
equal ease—a woman who thinks she’s 
worth $6-9000 ‘and knows she'll have to 
work to earn it)-—a woman who dislikes 
clerical routine but loves a problem- 
solving, advising and creating? If You 
know such a person, please call us, see 
us, or send us a resume for consideration 
on one of Chicago's most exciting career 
opportunities for women. All replies con- 
fidential. Miss Berchers, Room 214,” 
West Madison, Chicago. AN 3-0044. 


~AAAA AGENCY ART DIRECTOR 
wanted—must be experienced advertising 
man and creative artist. Salary, profit- 
sharing. Call or write Paul Staedtler, 
ARTHUR TOWELL, INC., P.O.Box 104, 
Madison 1, Wis. Phone ‘ALpine 6- 2668. 
EDITORIAL Assistant with merchandis- 
ing background for long established mer- 
trade magazine; must have 
potential” editor qualifications; Jersey 
shore, 1 hour from New York 
Box 3829, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago _SU 7- 


sion, 


-2255 


ears. 


Advertising? 
Be a Four-Millionaire! 


Amass wealth — seize unique opportunity to 
influence an estimated four million New Eng- 
landers with over a billion dollars to burn this 
summer alone. How? Simply refer your product 
to WBZ-Radio. WBZ has the distinction of being 
the only single media buy which can possibly 
get to all the people there. Over hill and dale, un 
mountains and down valleys and all along the 
shore, scores of vacationers await the happy 
sound of WBZ music and news . . . and WBZ 
weather-traffic-and boating reports 
they recklessly spend their money. So be a devil. 
Let WBZ carry your message to their innocent 


before 


magazine now seeking | 


flair for unusual and different television 


cellent working conditions 
ary 
marital status, experience, 


200 E. Illinois St., 
SOUTHWEST TV Station needs top-notch 
creative 
planning and writing assignments. TV or 
agency experience preferred. Send 
sume. Immediate opening. 


Modern, 
available to qualified artists on Nominal 
Rental basis. 
men 
and Sales Promotion Firm with National 
accounts. 
born 2-1077 (Chgo) 


Starting sal- 
Please write fully stating 
etc. references. 


$6,240. 


and strong potential. 
Richard B. Shanklin, 159 Hamilton Bivd., 


1960 GRADUATE 


P.R. MAN ADMITS FEAR 
B.F.A.—GRAPHIC DESIGN 


| of growing stale in hidebound atmos- 


2S a > emotions. Expand-|Age 26; married; 2 yrs. military—hon. | phere of giant corp. After 8 yrs. diversi- 
me te cate mn oie ant, ee restans discharge. Schooling: Rhode Island School fied public relations and advertising du- 
climate. All replies confidential. of Design—“A” student; Pres., Graphic | ties wants to shake loose and live again 
Box 27 R 781, ADVERTISING AGE Design Society, A.I1.G.A., editor year-| with vigorous, tradition-free, smaller 
4041 Marlton Ave., Los Angeles 8, Calif. | book; student council. Nichols College, company or agency. M.S. Journalism, 36, 
PHOTO RETOUCHER |A B.A., Bus. Adm.; student council, year- | married, relocate, $15,000. 
Position now open for experienced me-| book, college paper, football, lacrosse. Box 3839, ADVERTISING AGE 
chanical photo po Re rn well estab- | Admiral Farragut Academy : graduate—| 630 Third Ave., New York 17, New York 
lished midwest studio, serving. both football, track. Have resume’, portfolio, | ADV. & SLS. PROM. MGR. 
advertising agency and graphic arts. Ex- | ©M€'8y, ambition and, I believe, ability | Now with major Midwest mfgr. 


1l years 
consumer & industrial exper. Adm. plans, 


budgets, creative. Packaging, paper, food 
Birmingham, Mich, Midwest 6-4752 . one, ee 


Box 3848, ADVERTISING AGE 
., Chicago il, Illinois 


E 


copy-writer for wide range of 


advertising. Copy-contact. Machinery, feed, 
fertilizer, buildings. College, 43, single. 


630 Third Ave., 


products. Relocate. Family, 36, degree. 
Box 3840, ADVERTISING AGE 
__200 E. Illinois St., Chicago 11, Illinois _ 


CREATE. . 
creative ad man with strong background 
in photography and art. Former editor of 
consumer photo magazine. Graduate of 


FARM 
xperienced at farming as well as at farm 


Box 3830, ADVERTISING AGE 
New York 17, New York 


re- 


Box 27 R 695, ADVERTISING AGE 
_4041 Mariton Ave., Los Angeles 8, Calif. 


FREE LANCE ARTISTS (2 
Photo Retoucher—Layout/Lettering 

or Production 
bright, air-conditioned 


P 


ti 


space 


In return we 
work. Young, 


will give right 


some aggressive Art 


IF YOU were looking for a weli-rounded 
Radio-TV 


be 30-35, his experience to 


Such experience 
Salary requirement reasonable 


American Academy of Art. © 
Box 3849, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


Director or an Agency 
perhaps you'd expect 


Film 
him to 
include mo- 
on picture company training, former 4A 


roducer, 


Agency production with top clients, a|Space salesman—Trade magazine for 
sound visual sense, knowledge of phases| master chefs and kitchen executives, 
and techniques to complete commercials. | national circulation, selective readership. 


is available July 15th. | Leads and direct mail promotion by pub- 
lisher. Initiative, creative selling impor- 
tant. Commission. Write 


Box 3843, ADVERTISING AGE 


Box 3831, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Call for appointment: DEar- |g 


POSITIONS WANTED 


All 
agency 
be especially valuable in a new operation. 
Small 
Other Aces: 
lication promotion, 


VERSATILE AD GAL AVAILABLE 


writing technical 
lance writing and editing. Write 


630 Third Ave., New York 17, New York 
PUBLISHERS REPRESENTATIVE 

If you cover New York, Chicago, Boston, 

Pittsbergh, Detroit or Cleveland If 

you or your firm can sell advertising for 


DITOR, with lifetime experience in re- 
articles, will do free- 


Box 3833, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


around experience gained in small 


on wide range of accounts could F 

Near North organization preferred. 

trade association, P.R., pub- 

radio experience. 
Box 3845, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Present 


Here is a man who can help you strength- 
en the sales position of your client. 
19 years of sales, 


vertising experience, with 2 national 
brewers. He knows all tricks of in-fight- 
ing in this tough competitive business. 


He knows and understands sales psychol- 
ogy of tavern keepers, delicatessen own- 
ers and chain store buyers. He can help 


630 Third Avenue, New York 17, New York 


SEASONED PR TEAM AVAILBLE for all 
writing and public relations assignments. 


COMBINATION OF TALENTS 


versatile, industrial editor (29) 


including TV. Capability for copy chief 
or creative director. Better at doing than 
talking. Single, 
630 Third Ave., New York 17, New York 


A graduate veterinarian with a talent for 


a trade magazine with only one competi- 
tor in a growth industry, we would like 
to hear from you at 

Box 3846, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


REPRESENTATIVES AVAILABLE 


DETROIT BASED AD SPACE REP 
requests inquiries from publishers. Top 
references. 


COPY 


arm, consumer, industrial. All media, 


43, AB degree. 
Box 3832, ADVERTISING AGE 


MEDICAL WRITER 


OR SOFT-DRINK ACCOUNT? 


630 Third Ave., New York 17, New York 


writing, successful in practice and as a 
with PR, Publication, Media background cae A teacher, pol a career in ad- Box 3841, ADVERTISING AGE ~ 
desires good AE, PR, o: AM spot in|vertising and/or public relations. Your | —20E- llinois St., Chicago 11, Illinois _ 
Cleveland. P.O. Box 2424, Cieveland, Ohio. | pharmaceutical accounts can have the AGENCY FILM PRODUCER 
MARKETING EXECUTIVE benefit of a medical man with a knack AVAILABLE 
The President just said, “you're fired” | for putting words together to say things TO PRODUCE YOUR COMMERCIAL 
because. . . 1. You're a great salesman. | neatly and completely. IN NEW YORK ; 
2. A terrific client-contact man. Box 3835, ADVERTISING AGE May I produce your animated and live 
3. A dynamic marketing man. Ten yrs. 200 E. Illinois St.; Chicago 11, Illinois action commercials just as I have hun- 
exp. in advertising agy. and co’s in mktg, COPY-CONTACT dreds of others for major accounts and 
advertising and sales. Machinery, consumer, services (typical | t©P ss I yo 4 rnd —-. —— 
Box 3851, Advertising Age general agency mix) Especially good at tle ig pee Boe gal» ryan = o . goal 
630 Third Avenue, New York 17, New York | copy and plans. Idea man in all media. | eee eee een re eient wisustis 
ig —_——— Single, 43, university. Jar a w elip your len visualize 
DO YOU HAVE A BEER 


the film you suggest for him; guide your 


Box 3834, ADVERTISING AGE film through production—through cast- 


Has 
merchandising and ad- 


WRITER seeks career position in 
trial 
muting distance of NYC ONLY. Agency 
and comp. exp 


630 Third Ave., New York 17, New York 


ing, shooting, completion, print require- 
ments. Wire, write or call 

Box 3842, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


indus- 


publicity, adv. or sis prom. Com- 


MIDWEST PUBLISHERS REP __ 
Young, aggressive, established rep. seeks 


Box 3836. ‘ADVERTISING AGE 


world’s largest 


EXPERIENCED ART BUYER trade or industrial publication. Commis- 


: Can double as Art Dir. or Prod. Mgr. 12 sion basis 
put sell into-campaigns and cement client | yrs exp. in nat’l, retail, indust. adv. Han- Box 3847, ADVERTISING AGE 
relationship dled ads, collateral, brochures, slides, 200 EF. Tilinois St., Chicago 11, Illinois 
Box 3852, Advertising Age package design, displays, etc., with|~ °° parems 


BUSINESS OPPORTUNITIES 


UNIQUE MAGAZINE 
. in music field seeks investor, buyer 


merchandiser as a client. 
Box 3837, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Our 49th Year 

SALES PROMOTION—media, 
direct mail exp 

COPYWRITERS (male) 4-A agcy 


agric., industrial -10,000 
TV PRODUCER- WRITER — prefer 
man with some agcy. exp © 10,000 


SPACE SALESMEN (2) ye., 
consumer pu 
MANY MORE—MAIL RESUME 


trade, 


Crash programs welcomed. Corporate, fi- | Young exec (31) capable of outstanding po yr = Se ————_ 

nancial, industrial and government ac-|job as Adv. Mgr. or Product Mgr. throughout US. Excellent potential for 

counts handled discreetly and efficiently Box 3838, ADVERTISING AGE adequately financed individual or organ- 

Call, write or wire R. M. BARR, 420 LEX-| 630 Third Ave., New York 17, New York | j,,tion. Please specify your interest! 

INGTON AVENUE, NEW YORK 17, MU- Box 38/ ADVERTISING AGE 

648 44 ; 

— _200 E. Iilir'ois St., Chicago 11, IMlinois 

poe s _____¥iISCELLANEOUS _ 

ouldanding precoment START A ‘))ELINE MAIL-ORDER 


service for Adv. * Art & 
allied fields. 
By appointment only 
s 67£.MADISON-SUITE1418 
CHICAGO 2, lil. 
CEntral 6-5670 


BUSINESS! 
See how—with free publicity in National 
Magazines! Details free. Write: Simeon 
Adv., Pelham, N.Y. 


SAVINGS & LOANS 


GLADER CORPORATION 


110 8. Dearborn St., CHICAGO, ILL. 
hone: CEntral 6-5353 


ADVERTISING 


America's largest advertising placement 

agency. We offer coast-to-coast service. 

ADVERTISING MANAGER ........ $20,000 
For large publisher of books. Ca- 
pable writer and administrator. 
Expd. in direct mail and budget 


15, 
Solid writing-editing bkgd. Some | 
newspaper preferred. Will edit | 


+ 
ry 
3 
3 
5 
vm 


food and farm magazines for 
eh 4 exceptional. 
CREATIVE DIRECTOR ........... $16,000 


Point-of-Sale Displays 
Exclusive use in postal zone. Serving 
the Nation Since 1932. Agency com- 
mission. Write for full details. Harlan 
L. Shattuck, 1481 South Gaylord, 
Denver 10, Colorado. < 


TRAFFIC DEPARTMENT SUPERVISOR 
FOR MAJOR 4A AGENCY IN CHICAGO 
THE POSITION: Complete and full re- 


sponsibility for all agency traffic 
activities. 


QUALIFICATIONS: Thorough agency 


traffic experience a must. Production 
experience valuable. Supervisory ex- 
perience in traffic especially valuable. 


ADVERTISING SALES 
PROMOTION MANAGER 


Chicago cosmetic and toiletry man- 
ufacturer needs Advertising Sales 
Promotion Manager. Market re- 
search background would be help- 
ful. Knowledge of ot cere advertising. 
Salary range $9,500-11,000. 

x 270, i apertising 

200 E. Tilinois St., Chicago 11, 


DETAILS: Send your letter of applica- 
tion and salary requirements to: 
Box 258, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


f fitinois 


Agency accounts, mainly consumer. 
Effective writer with supv. bkgd. 


nusual benefits. 


KETING MANAGER .......... 18,000 
For Proprietary Drug and pharma- ea 
ceutical Co. Requires adv., sales 
promotion and sales exp. 
 f.  . ear 5,000 


Top level Ad Agency requires ay 
man with supervisory bkgd. Mainly 
food aire. consumer items. 
a... SRE er 
To — *s, know feed products. 
An idea man who can move mer- 
atte t rapidly. 


TO AD MANAGER.......... $17,000 
Diplomatic, aggressive, admins- 
trator—a ‘man-Friday’ with con- 


sumer non-durables bkgd. for mfr. 
Contact B. L. Clem 


DRAKE se” age 


29 East Madison Bidg., Chicago 2, II. 
Financia! 6-8700 | 


IF YOU KNOW YOU ARE A SALESMAN ....... 


But you are tired of being a non-entity in your present organization, 
if you believe you are worth more money for your efforts than you are now 
getting, and/or if you are held down because of territory alignment or 
restrictive prospecting, then possibly our progressive firm is for you. 

Ours is a genuinely fascinating business dealing with firms in all phases 
+ the economy. We deal with my the President of these firms or the person 

esponsible for their sales. We sell media that creates buying preference and 

ilds a firm’s identity (unlike any other media available). 

Its advantages are many. The sales potential IS limited ..... but ONLY 
by YOUR willingness to work and your ability to impart to others your 
knowledge and belief in what you are selling! 

First year income can be reasonably estimated at $12,500.00 - $14,000.00. 
There is no ceiling on your income, it is up to you! 

The future? It’s literally up to you. Also, as we eos. we'll need ex- 
perienced management personnel. Again, that could be you 


Your inquiry will be held in strict confidence. Box 264, ‘Advertising Age, 
200 E. Illinois St., Chicago 11, Mlinois. 
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First time offered in U.S.! 
ACCOUNT EXEC/CREATIVE 
DIRECTOR 


now with Canadian ad agency in Toronto, 
seeks responsible position in agency or as 
ad manager anywhere in U.S., South 
America or ??? Age 33, top-rated in 
personnel, aptitude tests, 12 years adver- 
tising, PR, sales experience. Present salary 
$14,000. Please write: Box 269, Advertis- 
ing Age, 200 E. Hlinois St., Chicago 11, Tl. 


i 


Art and Sales Promotion Salesmen 
Newest deal in town—like being in 
business for yourself. If you have 
existing accounts and want to make 
more money, answer this ad. We 
are a fast growing concern with 
complete layout, copy, finishing art 
and production service 

Box 266, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


WRITER 


Young (25-30), aggressive 
writer with a CREATIVE 
flair to turn out promotional 
material for leading national 
association in the building 
field. Should be strong on 
ideas and have 3-5 years ex- 
perience with magazine, 
agency or equal. Salary open. 
Send resume. Box 268, AD- 
VERTISING AGE, 200 East 
Illinois St., Chicago 11, Ill. 


ADVERTISING AGENCY OPPORTUNITY 


Opening in old, established Ohio 
industrial agency for young man 
to contact clients, plan and write. 
Right man may at present be an 
advertising assistant or a com- 
petent junior account executive 
in some agency. Detail background 
and qualifications. Our staff knows 
of this opening. Box 228, Advertis- 
ing Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


PRINTERS WANTED 
TO SERVE PITTSBURGH, PA. AREA 


We are seeking both offset and 
letterpress printers to represent in 
the "Pittsburgh, Tri-State Area 
market. 

We offer a complete graphic arts 

ckage (printing, design, art, writ- 
ng, photography and production) 
of collaterial material to the best 
area firms. 

A rare opportunity to have daily 
sales representation in a growing 
advertising market. 

Write or wire: 


WESCOTT & LAFFERTY 
1001 Century Bidg. 
Pittsburgh 22, Pa. 


sharply. 


e Year-end inventories increased 
26.1% over a year ago. 


Dealers’ Net Dips; 
Ad Costs Constant, 
NARDA Study Says 


Cuicaco, June 21—Net operating 
profit for appliance and radio-tv 
|dealers dropped to 1% in 1959, a| 
new low, according to the cost of 
doing business survey by the Na- | cutting (including excessive trade- 
| tional Appliance & Radio-TV Deal-|in allowances, discount houses,- 
ers Assn. The previous low was |etc.), sales personnel problems and 
1.1%, in 1958. “adverse economic conditions.” 
| The figures are for dealers who! These three factors were also seen 


s The report also showed that ad- 
vertising cost was 2.8% of net sales 
for NARDA dealers last year, the 
Same percentage reported in 1958. 

Main operating problems in 1959 
mentioned by dealers were price 


|offer merchandise and service.) as the main obstacles for 1960. # 
|Those offering merchandise only 


IMPORT 


EXPORT 
= 


VEWS 


THE VOICE 
OF WORLD TRADE 
Serving Readers 
in Principal Trade Centers 
of 89 Countries 
Published Every Month 
354 S. Spring St., 

Los Angeles 13, Calif. 
New York Office 
Jeannette Fritsche Associates 
507 Fifth Avenue 
New York 36, New York 


PUBLIC RELATIONS 
MAN 


Opportunity for highly ca- 
pable writer with solid ac- 
complishment in PR and 
writing for wide variety of 
media. Newspaper or wire 
service background re- 
quired. Age 30-35. Good 
starting salary plus excel- 
lent fringe benefits. Send 
resume and recent small 
photo to: 


NATIONAL LP-GAS COUNCIL 
1515 CHICAGO AVE. 
EVANSTON, ILLINOIS 


CHICAGO EMPLOYERS! 


We have weli qualified 
Copywriters 

Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 

Artists 

Editors 

Photographers 


Professional, Sales 
and Clerical Office 


Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


WANTED: 
ADVERTISING DIRECTOR 


For large, well known, progressive mid- 
west department store with excellent rep- 
utation. Ad production is over 5,000,000 
lines a year. Person selected will be in 
oy charge of a large seasoned ad 
sta 

Candidate must be highly creative, must 
have the ability to write merchandise and 
editorial headings and copy quickly and 


.exceptionally well, must have a good art 


direction and layout sense. Emphasis on 
this job is con the creative rather than 
the production phases of the work. This 
is a permanent job with a full complement 
of large store benefits. that go with a 
good job. In answering, please give us 
your complete background, samples, earn- 
ing range required and a photograph. Re- 
plies will be held strictly confidential. 
Write Box 267, Advertising Age 
200 E. Illinois St., Chicago 11, Llinois 


| reported net operating profit of 
| 1.06% last year, up from 0.42% io| “Toa AANR Elects Otticers 


The Chicago chapter of American 
oe highlights from the 14th|4S89- of Newspaper Representa- 
per amar" |tives has elected John J. McCar- 
; | thy, Sawyer-Ferguson-Walker Co., 
|e 1959 sales of NARDA dealers yas president. Other officers are 
jo 12.7% over '58. James J. Cooper; John Budd Co., 
e Refrigerators showed an im-|vp; E. V. McCoy, New York Mir- 
|proved share of total sales; tv set|ror, secretary and assistant treas- 
| sales share dipped slightly and the | urer, and Paul V. Elsberry, Scheer- 
share for air conditioners dropped |er & Co., treasurer. 

} 


FARM OR FOOD? 


Ag. background, education 10 
years, med. and large agency ex- 
perience. Presently A.E. million 
plus agric. account that includes 
consumer items. Skilled in cre- 
ative, marketing, dealer promo- 
tion, all media: Confident my 
experience, talent, would be of 
value to farm, grocery product, 
hardgoods account or advertiser. 
Young, unsaturated desire for 
money. Box 263, ADVERTISING 
AGE, 200 East Illinois Street, Chi- 
eago 11, Illinois. 


Your classified ad 
in Advertising Age 
gets the attention 


SALES 
PROMOTION 
WRITER 


Rapidly expanding division of 
major electronics firm has a chal- 
lenging opportunity for experi- 
enced advertising-sales promotion 
writer. Background in electronics 
required. Excellent job to start, 
with plenty of growth potential 
for versatile man in expanding 
semiconductor industry. Salary 
commensurate with ability. Work- 
ing climate is as attractive as the 
living climate in famed Southwest 
resd¥t area. 

Sehd complete resume, in con- 
fidence, 

to BOX 271, ADVERTISING AGE 

200 East Illinois Street, 
Chicago 1, Illinois 


of over 177,000 


PUBLIC RELATIONS 
AND INDUSTRIAL EDITOR 


Large Missouri manufacturing concern has growth opportunity 
for young man. Age 26-30. 3 to 5 years’ experience in public re- 
lations activities and editing of industrial house organ. Salary 
commensurate with experience and qualifications. 

Send resume and samples of work to 


Box 265, Advertising Age 
200 E. Illinois St., Chicago 11, Hlinois 


DON HARRIS NEEDS: 


LONG-TIME TV CREATIVE PRO. The 
man sought was writing, producing, 
‘‘all-arounding’’ TV back when he needed 
far vision to stay in it at the money 
He knew radio, knows it today. He’s now 
with a major agency, creatively super- 
visory, copy, production, plans. Can do 
anything others may be doing for him 
Plans-board experienced. Is happy to 
learn from, but unhappy imitating, 
others $25-30M 

MARKETING EXECUTIVE, big agency 
Agency experience not a must. Could 
come from promotion-merchandising in 
big food retail group’ if he knows what 
makes promotions work or not and how 
much $18-19M 

AE, grocery-store products. Sizeable- 
account experience $15-17M 

COPY-CONTACT, industrial. Man who can 
talk industrial marketing with clients 
one as good at collateral as with ads 

TO $14M 

MEDIA DIRECTOR, 2 to 4 years time- 
buying experience, some print. Major- 
agency, major office. Client contact 

TO $12M+ 

TIME BUYER, seeking chance to get into 
print also. Important multi-office agency, 
pleasant city. Nice plus benefits $8M 


DON HARRIS, DIRECTOR 
Advertising & Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


marketing men 
and women. You 
get traffic-stopping 
action for as low - 
as $5 per ad! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


ASSISTANT ADVERTISING AND 
SALES PROMOTION MANAGER 


For growing industry consumer promotion program. Must 
know collateral materials handling and be able to create 
and follow through completely under his own steam. 
This is a many sided detail job. Must be “salesman” for 
entire program. Good growth opportunity for man 28-35. 


SALES 
PROMOTION 
MAN 


Large service organization 
has opening for well-rounded 
creative promotion man at its 
Chicago headquarters. Expe- 
rience with media sales and 
promotion in radio, TV, or re- 
lated fields is essential. 
Responsible for direct mail 
campaigns, trade advertising, 
brochures, etc., in co-opera- 
tion with established oper- 
ations. 

Salary open: Immediate start. 
Please submit resume includ- 
ing age, education, past expe- 
rience and salary earned. 


1 am enclosing $ 


Zz State 
THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif. 


Clip: and mail 
this form to: 


as, ae 


Our organization knows of this ad. Send resume to: Box Box 254, Advertising Age 
272, ADVERTISING AGE, 200 E. Illinois Street, Chicago 200 East Illinois Street 
11, Illinois. Chicago 11, Ilinois 

RY 
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ALBERT D. WILLIAMS 

CHARLESTON, W. Va., 
Albert D. Williams, 64, an adver- 
tising salesman for the Newspaper 
Agency Corp., which conducts 
business for the Charleston Ga- 
zette, and owner of the Albert D. 
Williams Advertising Agency, suf- 
fered a heart attack June 13 and 


died soon after in Kanawha Valley | 


Hospital. 
Mr. Williams had been affiliated | 


October. Before 1932, he was a 
partner in the Mays-Williams 
agency here. 


JOHN A. MOLONEY 

Cuicaco, June 21—John A. Mo- 
loney, 76, former merhendiate 
manager of the Chicago Daily 
News, died June 19. 

Mr. Moloney served the News 
from 1927 through 1938. He later 
was a representative 
for the Thomas Publishing Co. 


NOW! 
CONTEST 
PRIZES 


AS LOW AS 


CONTESTS, UNLIMITED 
WRAPS UP A 
“PRIZE” PACKAGE 
AT 85% OFF LIST! 
OFFERS COMPLETE 
SERVICE FROM 
CONTEST IDEAS TO 
CONTEST 
COMPLETION! 


Sure, it’s important to line up the 
right prizes at the right prices for 
your next contest. That we do hlind- | 
folded. 


But what about lining up all the | 


June 21—| 


in Chicago} 


EE Sales 
May | 


| May 


5 Months 


1960 1959 


| 
| FOOD CHAINS 


Colonial Stores .. $ 34,565,013 $ 34,442,983 + 0.4 $ 171,420,808 $ 169,624,908 + 11) 
‘Grand Union 45,968,462 - 45,785,578 + 0.4 145,888,981 149,672,822 — 2.5 
Jewel Tea ....... 36,217,028 35,505,917 + 2.0 180,224,933 174,258,957 + 3.4 
Kroger Company 147,087,589 147,094,333 —— 718,281,409 724,445,866 — 0.9 
National Tea ..... 64,655,746 63,102,736 + 2.5 321,661,118 311,154,327 + 3.2 
Se RAB Ba 189,135,749 178,472,759 + 6.0 924,255,808 870,208,792 + 6.2 
Group Total ... $ 517,629,587 $ 504,404,306 + 2.6 $2,461,733,057 $2,399,365,672 + 2.6 
MAIL ORDER 
Sears, Roebuck 354,824,502 364,900,631 — 2.8 1,290,456,434 1,240,446,403 + 4.0 
aa 19,135,842 16,599,310 +15.3 88,752,115 80,003,773 +10.9)| 
Ward, Montgomery 117,874,619 114,092,436 + 3.3 389,818,686 374,061,530 + 4.2 
Group Total . § 491,834,963 § 495,592,377 — 0.8 $1,769,027,235 $1,694,511,706 + 4.4) 
DRUG CHAINS 
a Eee 7,482,188 6,992,842 + 7.0 36,607,712 33,230,769 +10.2 
Walgreen ........ 24,486,656 23,087,523 + 6.1 121,187,202 110,525,380 + 9.6 
Group Total . $ 31,368,844 $ 30,080,365 + 6.3 $ 157,794,914 $ 143,756,149 + 9.8 
| VARIETY & MISCELLANEOUS 
|“American Stores . 70,648,967 66,286,316 + 6.6 138,978,043 123,031,599 +13.6 
Seok Ghee ...... 4,940,794 4,911,988 + 0.6 24,692,825 23,631,509 + 4.5 
|“Bond Stores 6,276,722 6,959,382 — 9.8 73,043,573 73,020,148 —— 
t¢Diana Stores 3,924,467 3,578,333 + 9.7- 43,117,791 33,127,356 +30.2 
Edison Bros. cas 11,536,640 11,658,511 — 1.0 52,781,888 47,876,409 +10.2 
Fishman, M. H. .. 1,393,692 1,290,040 + 8.0 5,862,204 5,011,453 +17.0 
“Franklin Stores .. 3,630,414 3,889,484 — 6.7 41,457,197 39,978,232 + 3.7 
Gamble-Skogmo Stores 12,248,838 11,993,329 + 2.1 55,369,856 52,019,122 + 6.4 
i i. A 39,099,415 39,079,835 + 0.1 169,608,432 154,158,673 +10.0 
“Geayson- Robinson 
peearee 5,010,273 5,298,749 — 5.4 53,674,391 46,546,564 +15.3 
on ae Se 9,741,905 10,736,118 — 9.3 37,662,300 38,418,794 — 2.0 
“Hartfield Stores .. 1,875,900 1,920,910 — 2.3 7,287,789 6,823,994 + 68 
tHoward Stores ... 3,252,447 2,270,566 + 43.2 15,804,091 9,874,633 +60.0 
Interstate Dept. 
Sk cine es 7,591,611 7,580,146 + 0.2 27,037,400 22,624,704 +19.5 
Kinney, G. R. .... 7,248,000 7,338,000 — 1.2 33,562,000 29,138,000 +15.2 
\ieme, 6 & .... 30,513,106 31,407,777 — 2.8 145,538,290 138,153,620 + 5.3 
i Aree 10,623,516 11,750,794 — 9.6 52,475,659 55,598,943 — 5.6 
| Lane Bryant Inc. 7,892,465 7,893,810 —— 34,157,131 32,225,968 + 6.0 
|}eLerner Stores ... 16,125,484 16,254,341 — 0.8 59,971,818 57,387,128 + 4.5 
McCrory-McLellan 
| Stores is 12,714,277 13,262,409 — 4.1 58,449,407 60,400,561 — 3.2 
| Melville Shoe ie 12,092,359 11,376,692 + 6.3 59,984,943 52,042,377 +15.3 
Mercantile Stores . 13,193,000 13,791,000 — 4.3 48,264,000 46,601,000 + 3.6 
| ¢Miller-Wohi Co. 3,505,046 3,775,614 — 7.2 37,008,606 35,462,908 + 4.4 
| murphy, G. C. ‘ 18,583,616 19,629,177 — 5.3 84,827,977 78,973,359 + 7.4 
National Shirt Shops 1,580,503 1,798.673 —12.1 6,811,934 7,018,593 — 3.0 
| Neisner Bros. 5,774,311 5,667,819 + 19 26,086,895 23,709,987 +10.0 
| Newberry, J. J. 18,670,933 17,854,840 + 4.6 83,629,693 78,859,583 + 6.0 
| Penney, J. C. 104,244,552 110,060,571 — 5.3 392,768,966 384,525,746 + 2.1 
| Rose’s Stores ..... 3,118,447 2,881,969 + 8.2 12,895,505 11,642,721 +10.7 
| *Sterchi Bros. .... 1,696,424 1,949,703 —13.0 4,115,841 4,463,999 — 7.8 
| Western Auto .... 22,201,000 23,123,000 — 3.9 102,176,000 98,050,000 + 4.2 
| White Stores ..... 4,690,145 4,350,248 + 7.8 20,159,036 18,738,873 + 7.6 
| Woolworth, F. W. 73,987,670 69,501,831 + 6.4 345,962,125 312,656,328 +10.6 
| Group Total 549,626,939 551,121,975 — 0.3 2,355,223,606 2,201,792,884 + 7.0 
| Combined Total 1,591,050,.233 1,581,199,023 + 0.6 6,743,778,812 6,439,426,411 + 4.7 
“2 Months. °3 Months. «4 Months. “10 Months. «11 Months. tResuits of the latest period include 
sales of Ripley Manufacturing Corp., acquired December 1959. {1960 figures include sales of R. H. 
Miller Inc., acquired August 1, 1959. . 
| 
/WALTER H. RILEY JAMES LEONARD 
RAMSEY, N. J., June 58-— Walter | CoLuMBus, O., June 21—James 
H. Riley, 72, who had long been) Leonard, 50, vp of Crosley Broad- 
director of advertising and public| casting Corp. and general manager 
jrelations of American Surety Co. lof its WLW- C, tv station here, died 


|'when he retired last year, 
| yesterday 
Ridgewood. 

Mr. Riley was a past president 
of the Insurance Advertising Con- 
| Serene, 


died 
in Valley Hospital, 


details of your contest—the follow- | 


through, if you will, that will make 
your contest effort more appealing, 
more effective, more profitable. 
This we do, too, but with our eyes 
wide open. And we do it all: 


Provide prizes * 
Process entries 
Legal approvals 
Delivery of prizes 
Obtain celebrities 
for drawing and 
judging winners 
Original contest ideas 
TV exposure 


For full details on how to save time, 
money and your nerves, write today 


‘a Contests 


Unlimited, Inc. 


Dept. 21 


To National 
Advertisers 


Which of New York's seven 
dailies is first in Used Car 
advertising and second in 
all Automotive advertising? 
The Mirror. 

In three years The Mirror 
gained 10,000 readers 
among New Yorkers owning 
high-priced cars such as 
Cadillacs, Lincolns and Im- 
perials. Get the cream of the 
| mass market. 


Make 


1780 Broadway, New York, N.Y. PL 7- 9445 The Mirror 
| 


Ka partial list of brands available as 
prizes: Westinghouse, American Motors, 
Admiral, Puritan Sportswear, Eastman- 

Kodak, Waterman Pen, Mitchel! Reels, 

Pan-Am Airways, Arpege by Lanvin. 


a MUST! 


HERBERT ZIMMERMANN 


‘in University Hospital here June | 


11. 

A pioneer in the tv industry in| 
central Ohio, Mr. Leonard had | 
been general manager of WLW-C)} 
since its inception in April, 1949. 

He was named vp of Crosley | 
Broadcasting Corp., a subsidiary e: 
Aveo Corp., in 1952. 

He joined the staff of WLw.| 
Cincinnati radio station, in 1936, | 
after serving as a producer and an- 
nouncer while on the staff of 
WRUF, the University of Florida’s 
station. In 1944, he was appointed 
program director of WSAI, Cincin- 
nati, then under Crosley owner- 
ship, and remained there until 
joining WLW-C in 1949. 


JOHN F. REEDER 

GREENWICH, CONN., June 21—| 
John F. Reeder, 57, a senior vp and 
director of Benton & Bowles, New 
York, and a former vp of Walt Dis- 
ney Productions, died June 15 at 
Greenwich Hospital. 

Mr. Reeder joined B&B in 1952, 
after seven years with the Disney 
organization. 


Cuicaco, June 21—Herbert F. 


of Needham, Louis & Brorby, died 
June 19. 

He served in the Chicago office 
of NL&B for almost 20 years, start- 
ing in the art department in 1941. 


Zimmermann, 47, office manager | 


He became office manager in 1947. | 


Frieda Hennock, 


Ex-FCC Exponent of 


Educational TV, Dies 


“TI can’t imagine any of these com- 
missioners being influenced by a 
tv set or a trip.” 


Advertising Age, June 27, 1960 


s While she provided a sympathe- 
tic ear for almost every “under- 


WASHINGTON, June 21—Frieda B. | dog” group that came before FCC, 


|Hennock, 55, former member of|Miss Hennock’s deepest 
> Gain | the Federal Communications Com-| was educational tv, and her most 


interest 


/mission, died here June 19 follow- | | substantial individual accomplish- 


ing surgery for a brain tumor. 


| ment was her victory in the strug- 


Miss Hennock established her- gle to earmark strategic channels 
self as a unique influence in the | for educational use. 


radio-tv industry soon after her | 


“IT was in the midst of most im- 


appointment to the FCC by for-| portant work on the commission— 
mer President Harry S. Truman | educational tv—and was kicked off 


in 1948. At the end of her seven | unceremoniously,” 
year term, President Eisenhower | gressmen. 


she told con- 


“Mr. Mack apparently 


appointed Richard Mack to suc- | was needed on the commission.” # 


ceed her. 


Her crusading was a decisive JOHN W. ALICOATE 


factor which induced the commis- 


TENAFLY, N. J., June 22—John 


sion to earmark 257 tv channels | W. Alicoate, 70, president of Radio- 
for use by non-profit educational | Television Daily, died yesterday on 
organizations. She played a pivot-|his arrival at Englewood Hospital, 
al role in FCC’s decision to adopt, | reportedly of a coronary throm- 


and then abandon, the CBS color 
tv system. 

As an FCC member for seven 
years and as an attorney here 
since leaving the commission in 
1955, she seized every opportuni- 
ty to call ettention to (1) what 
she regar’ei as monopolistic con- 
trol of the media of mass commu- 
nications and (2) to inaction by 
congressional committees respon- 
sible for legislation dealing with 
the regulation of radio-tv. 


| 
#2 A woman’s emotions sometimes | 
showed through, despite her keen | 
legal mind and trenchant phrases. | 
During an appearance before one | 
congressional group she _ openly | 
wept at what she believed to be the | 
failure of the FCC to adopt regula- | 
tions to protect uhf tv stations, | 
which were failing in large num- | 
bers. 

At a time when FCC members 
got free color tv sets from RCA, 
Miss Hennock insisted on paying 
for the set that was installed in| 


her home. But she defended her | 


former FCC colleagues when they | 
were criticized by House investi- | 


gators for accepting favors from | 


broadcasters. She told Dr. Bernard | 
Schwartz, then counsel for the sub- 


| 


| 
committee on legislative oversight, | 


Traffic 
World 


is the weekly 
newsmagazine of 


transportation 


management* 

in every industry 
and in every mode 3 
- of transportation 


* 

the men who set transpor- 
tation policies in their own 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, 
carrier executives, port au- 
thority traffic executives, 
public warehousemen, 
educators, government and 
military officials, transpor- 
tation attorneys, chamber 
of commerce officials. 


See our Service-Ad 
in SRDS Class. 148 


bosis. 
publisher, with his brother Charles, 
of Film Daily. In addition, he ed- 
ited the Film Daily Year Book. 


Mr. Alicoate was also co- 


Far - Reaching 


our schedule 
starts on SIX. 


Must be nearly 
time for lunch. 


More than a few advertisers © 


have been pleasantly surprised 
by SIX’s far-reaching effect. 
One reason is the program 
dominance we have maintained 
for 6 straight years. See your 
Weed TV man about it. 


WCSH-TV 
NBC for 2 


PORTLAND 
MAINE 


MAINE BROADCASTING SYSTEM 


WCSH-TV 6, Portland WLBZ-TV 2, Bangor 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusto 
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“This blessed plot. this carth, this reali. this England” 
ak ; 
ENGLAND 


INSTITUTIONAL—This campaign, which brought beautiful photography 
and writing together to portray the peoples of the countries in which 


Esso does business abroad, created 


much comment in the advertising 


business. It required special split runs for the magazines which car- 
ried it, because Esso is limited by court decree to the geographical 
area in which it may advertise. Recently the Esso logo has grown 


$11,000,000 Shell 
Account Goes to 
Ogilvy from JW 


(C_ntinued from Page 1) 
by Shell’s president, H. S.. M. 
Burns, was interpreted as 
cating some confusion or conflict 
on advertising aims between home 
office management and field brass. 


s This speculation was supported | 


by an examination of how Shell 
spent its money in the measured 
media in 1959—an expenditure 
totaling $11,663,000. A heavy em- 


phasis on local promotion was ev- | 
of the) 


ident in the figures: 22% 
budget went into newspapers; 
21.9% into spot tv, and 28% into 


outdoor boards. Less than 10% of | 


Shell’s money went into maga- 
zines, and only 1% into network 
tv. 

It was further believed that 
Shell’s combined media budget 
represented the total of the ap- 
propriations as set up—and re- 
quested—by the 17 regional mar- 
keting managers. This left very 
little over-all flexibility in the 
hands of Shell’s New York man- 
agement. 


® Selection of Ogilvy, Benson & 
Mather would seem to _ resolve 
some Shell confusion over what 
kind of advertising the company 
should do. Ogilvy would give it— 
on the basis of past performance, 
including its output for Standard 
Oil, which Shell management ap- 
parently admired—a campaign 
with strong creative emphasis. 
There was not much question but 
that Ogilvy—with its lack of a net- 
work of regional offices—would 
not be as strong as Thompson on 


indi- | 


the area level. 

For Ogilvy, which billed 
$25,900,000 in 1959, the Shell ap- 
|pointment meant a leap to the 
$36,000,000 level (deducting the 
| $1,000,000 Standard Oil loss). This 
|was better than four times what 
|OBM billed in 1952. The figure 
| then was $8,500,000. 

'SHELL STAYS WITH 

JWT, K&E IN CANADA 
TORONTO, June 22—Shell Oil Co. 
|of Canada told ADVERTISING AGE 
|late yesterday that it has no plans 
|to switch agencies here. 

| The local office of J. Walter 
| Thompson Co. handles product ad- 
vertising for the company. As in 
the U. S., Kenyon & Eckhardt di- 
| rects Shell’s institutional advertis- 
| ing. 

A rough estimate puts Shell’s 
‘annual billings here at between 
| $1,500,000 and $2,000,000. 

| The move of the U. S. Shell ac- 
/count from Thompson to Ogilvy, 
Benson & Mather apparently 
‘caught Shell executives here by 
|surprise. Questioned by AA early 
|yesterday as to the status of the 
Canadian account, a company 
spokesman said, “We know nothing 
\of the development.” 

| Later in the day the official said: 
“The U. S. agency switch does not 
| affect us. We are not planning any 
changes in advertising agencies.” 
Ogilvy has no office in Canada. # 


FM Broadcasting Bows 

FM stations in 40 cities in 26 
states have signed affiliation 
agreements with FM Broadcasting 
System, new subsidiary of Key- 
| stone Broadcasting System, Chica- 
| go. FM Broadcasting will have of- 
| fices in New York, Chicago, Los 
Angeles and San Francisco. Offi- 
|cers are Sidney J. Wolf, president; 
| Edwin R. Peterson Jr., vp; John T. 
| Hartigan, secretary, and Paul Ko- 
| lar, treasurer. 


Shell's Media Expenditure vs. Competition 


% of total $’s 


—— 


Total 
Rank Company (000’s) 
42 Texaco ine. ............. $11,871 49 
45 Shell Off Co. ........ 11,663 22.0 
51 Standard Oil Co. 
(New Jersey) .... 10,325 23.9 
53 Standard Oil Co. 
(Indiana) _.......... 10,252 31.7 
84 Mobiloil Co. .......... 5,797 49.2 
89 Sinclair Oil Corp. 5,685 18.0 
90 Gulf Oil Corp. ...... 5,547 846 


News- Gen’l Farm Bus. 


205 1.1 72 269 155 


Net Spot Spot Out- 


papers Mags. Mags. Pub. TV TV* Radio door 
10.7 26 60 52.2 60 155 2.1 


94. 350° SR Oe hF WS Be 


125 05 23 8.1 264 11.6 147 


06 32 413 £441 #221 59 283 


144 2.) 18 19.7 104 —— 2.4 


4° 19 WS 22 49 43. 99 
75 27 


*In some instances spot tv figures include both parent company and dealer or dis- 


tributor expenditures. 


This analysis is from the M Report based on AA’s figures on the 
100 leading advertisers. It shows Shell’s reliance on “local” media— 
newspapers, outdoor, spot television. It reflects, presumably, the 
weight of the regional marketing influence. Only Standard Oil Co. 


(Indiana), operating in a limited 


x? ie 


marketing area, comes close to the 


Shell pattern. 


SWITZERLAND 
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at 
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| 


larger, and Jersey appears more prominently in text, after the ad- | 


vertiser found in studies that its readership was sky-high, but its | 
identification was not. This campaign may have been a powerful| ives FTC another chance to pin 
calling card for Ogilvy, Benson & Mather in its solicitation of Shell. |# price discrimination order on 
It will run for several more months, since a number of advertise- | 


ments have been approved. 


| 


‘NAB Sets Radio 


‘Code; KEZY’s Gill 
Is Code Board Head 


WASHINGTON, June 22—With 
the appointment of a nine-man 
radio code board, the National 
Assn. of Broadcasters today took 
another step toward putting teeth 
in the industry’s self regulation 
program. 

As a result of the appointments 
and other changes approved by the 
NAB directors here last week, ra- 
dio’s code operations, formerly on 
an honor system basis, will oper- 
ate in substantially the same man- 
ner as the association’s tv code. 

Much of the effort of the NAB 
board at its meeting was devoted 
to strengthening tv and radio code 
machinery, including changes 
designed to stiffen provisions of 
the tv code relating to commer- 
cials. 

In its tightening of the radio 
regulations the board dramatized 
their changed status by changing 


the name from “standards of 
practice” to “code.” Radio code 
membership was approved for 


non-members as well as NAB 
members, and provision was 
authorized for enforcement ma- 
chinery. 


= Changes in the tv code (AA, 
June 20), came under three major 
headings: 

e Station breaks: Adopted a 79- 
second limit, effective Oct. 30, 
replacing a theoretical 130 seconds 
permissible under previous code 
language. Sponsors of the change 
took the position that the code 
simply recognizes practices al- 
ready in effect under existing net- 
work procedures. The 70-second 
limit applies only to periods of 
“highest quoted time rate.” 

e Opening and closing commercial 
credits: New code language for 
the first time deals with “bill- 
boards,” permitting a maximum of 
10 seconds each for opening and 
closing billboards on programs up 
to a half hour, and 20 seconds 
each for programs of more than 
one half hour, regardless of the 
number of sponsors. Previously 
the code was silent on billboards, 
but they were allowed in practice. 
e Participation programs: Au- 
thorized six minutes of commercial 
in each half hour of participation 
programming, backing away from 
a ruling last March which reduced 
the maximum number of one- 
minute spots from six to five. The 
new rule is still more restrictive 
than pre-March procedures which 
permitted three interruptions of a 
possible maximum of % seconds, 


|ming, the new policy on partici- 
|pation spots gives stations flexi- | 
| bility in using commercial time. | 


including two one-minute spots |tising and publicity and will make 
and a 10-second sponsored ID, or | his headquarters in the company’s 
a total of six minutes, 30 seconds.|New York office. Gilbert Golden | of toute’ 
Tailored particularly to the | has resigned as national advertis- | liquid cleaners. He is succeeded at 
needs of feature film program- | ing manager in the Burbank office. | Lever Bros. by David Farrell. 


By programming two interruptions 
in a half hour period, the station 
can accqgmmodate such arrange- 
ments as three one-minute spots | 
each, or two 90-minute announce- 
ments, or even a_ three-minute 
commercial. Stations also are free 
to have three interruptions of two 
minutes each. 


® Cliff Gill, president and general 
manager of KEZY, Anaheim, Cal., 
was named chairman of the radio 
code board. 

Other members of the radio code 
board are Richard O. Dunning, of 
KHQ, Spokane; Elmo Ellis, of 
WSB, Atlanta; James L. Howe, of 
WIRA, Fort Pierce, Fla.; Robert 
B. Jones Jr., of WFBR, Baltimore; 
Herbert L. Krueger, of WTAG, 
Worcester, Mass.; Robert L. Pratt, 
of KGGF, Coffeyville, Kan.; 
George J. Volger, of KWPC, Mus- 
catine, Ia., and Cecil Woodland, of 
WEJL, Scranton. + 


Weiss Agency Names Martin 

Marketing VP, a New Post 
Edward H. Weiss & Co., Chicago, 

has named Joel L. Martin to the 


Supreme Court 
Upsets Ruling on 


Lower Court Decision 
That Local Price Cuts 
Were Legal Is Overturned 


WASHINGTON, June 22—The Su- 
preme Court affirmed today that 
manufacturers who cut their prices 
in individual markets can be re- 
quired to justify the price cut if 
the Federal Trade Commission 
sees signs that competing sellers 
are injured. 

The court’s unanimous verdict 


Auheuser-Busch in a case which 
stems from a series of beer price 
cuts in the St. Louis market in 
1954. 

Previously the commission con- 
tended that Anheuser-Busch vio- 
lated the Clayton and the Robin- 
son-Patman Act by cutting its 
prices in St. Louis to the same 
level as those of local and regional 
brewers. But the court of appeals 
for the seventh circuit threw out 
the FTC decision, and held that 
price differences at the seller level 
could not be regarded as price 
diserimination unless they result- 
ed in injury to competition among 
the buyers. 

The case involved competitive 
relationships of Anheuser-Busch 
with three St. Louis breweries. 
FTC reported that the national 
price of Anheuser-Busch’s premi- 
um beer ordinarily was higher 
than the price of the three local 
beers. The commission reported 
Anheuser-Busch sales increased 
by more than 200%, and other 
breweries .were hurt when the 
price of Anheuser-Busch premium 
beer was brought down to the lev- 
el of the other beers. 


® In reversing the court of ap- 
peals, the Supreme Court said the 
Clayton Act “was born of a desire 
by Congress to curb the use by 
financially powerful corporations 


new post_ of 
marketing Xp, 
to be respons- 
ible for market 
planning. He 
formerly was a 
vp of Gordon 
Best Co., with 
responsi- 
bilities for mar- 
keting and 
media research. 

Before join- 
ing Best, Mr. 
Martin war 
with Emil Mogul Co., New York. 


Joel Martin 


Dow Sets Drive for Zefran 

Dow Chemical Co., New York, 
will run a saturation spot tv sched- 
ule in eight markets from Aug. 15 
to Sept. 15 to promote its Zefran | 
acrylic fiber. Minutes and 20-sec- 


of localized price cutting tactics 
which has gravely impaired the 
competitive position of other sell- 
ers. 

“Limitation of that protection 
by the alien factor of competition 
among purchasers would consti- 
tute a dehabilitating graft upon 
the statute,” the Supreme Court 
said. 

The court emphasized that it 
was ruling only on the question of 
| whether price differences at the 
seller level could be regarded as 
discrimination. It emphasized that 
Anheuser-Busch will have an op- 
portunity to defend the price dif- 
ference as “cost justified” or “nec- 
essary to meet competition” when 
the case is re-argued in the court 
of appeals. + 


Ad Injunction Hit 
TWA, Not Pan Am 


ond announcements will be used, 
as well as sponsorship of women’s 
shows, in Boston, Philadelphia, | 


In a story dealing with legal 


|problems of advertising in Ger- 


Baltimore, Pittsburgh, Cleveland, | many, the May 30 issue of Apver- 
Detroit, Milwaukee and St. Louis. | TINS AGE erroneously reported 
In addition, multiple-page ads will | that Pan American World Airways 


be run in the August and Septem- | was served with an injunction for 


ber issues of American Girl, | 
Glamour, Harper’s Bazaar, Made- | 
moiselle, Seventeen, the New York 
Times Magazine and Vogue. Nor- 
man, Craig & Kummel is the agen- 
cy. 


Warner Bros. Boosts Lederer 
Richard Lederer, formerly a 

producer at Warner Bros. Pictures 

has been named director of adver- 


advertising itself as “the airline 
with the most experience.” The 
airline hit with the injunction was 
Trans World Airlines. 


Brown Joins Libby Lid. 

Logan R. Brown has been appoint- 
ed to the new post of director of 
marketing of Libby, McNeil & 
Livby of Canada Ltd., Toronto. Mr. 
Brown formerly was one of four 
marke’ managers of Lever 
Bros.’ ‘‘oronto. He was in charge 
and laundry soaps and 
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inghouse we feel deeply privileged 
to bring this summer’s and fall’s 
political events to the American 
people. . 
tion in being involved in a great 
political drama that can contribute, 
we feel, so much to greater under- 
standing and interest in govern- 
ment and all the rest.” 


s Another two points in favor of 
the political show, Mr. Bolin point- 
ed out, are the “believability” of 
the events—since what transpires 
are the actual news events as they 
take place—and the well-known 
newspaper lure: “Names,” not just 
the big names but also “the dele- 
gate from Upper Ipswich sweating 
and mopping his forehead.” 

To merchandise its sponsorship 
|}of the conventions, Westinghouse 
has printed 216,000 copies of a pro- 
motional book which is in the form 
of a quiz on politics. It asks the 
reader to identify 24 top Democrats 
and 24 top Republicans. The books 
have been sent to stockholders, 
dealers and distributors, key ap- 
paratus customers, marketing per- 


“We feel deeply privileged to bring . 
ican people a 


‘$6,000,000 Broadcast Package... 


. political events to the Amer- 


‘Involved’ Viewers, Low Cost Again 


| 
| 


inghouse plant towns. 
PITTSBURGH, June 21—Starting 


July 10, Westinghouse Electric 
Corp., for the third successive 1. 
time, will pick up the check for 
'radio and television coverage for 
the political conventions and elec- 
tion night, a 123-day package | 


for the third time. 
= Mr. Bolin said that this year 
The newsy flavor of the 
package. ‘‘We’re in a business in|its policy, established in 1952, of | 
which news is an important factor. | |using only a fraction of the com- 
| We are always making news with | | mercial time allowed. Exciting | 
the kinds of products we are | events, such as the fight between | 
\show which dwarfs any other | bringing out. The conventions and|the Taft and Eisenhower forces in | 
|broadcast spectacular. campaigns and election night, with | 1952, will not be interrupted by | 
Why is Westinghouse willing to|their news flavor, are the right |commercials. “We went for more 
| shell out $6,000,000 hard cash for | background against which to sell | than three hours and 20 minutes | 
ithe CBS-TV 1960 political pack- | refrigerators and _ coffee- -makers | without a ‘single commercial in- 
| age? jand air conditioners and Laundro- | terruption,” Mr. Bolin said. 

The answer given by Roger Bo-| | mats,” Mr. Bolin commented. | The commercials, on the other | 
hand, will be interrupted to return | 


|lin, Westinghouse director of ad-| 
2. Low cost. “We know we get|to the convention floor if anything | 


vertising, is very simple: Because | 
this package will deliver a mass of | more per dollar spent in advertis- | important is about to happen. The 
| viewers intensely involved in the |ing when it’s off-beat ;—unusual— | CBS commentator will push a} 
|spectacle and highly receptive to|out of the ordinary . . . Those 52 | buzzer which will, if necessary, 
| whatever they see or hear. | telecasts took Westinghouse far- | cut Betty Furness off the screen 
“The people who will watch the | ‘ther and faster in public regard | before she gets a chance to shut 
|conventions and the campaign \than anything we had ever done | that refrigerator docr. 
| shows through 123 days of mount-| before. Suddenly that year we | 
|ing suspense are not going to be/| were the talk of the country. There|# All commercials will be live, 
‘disinterested bystanders,” he points | were cartoons about Betty Furness| with Betty Furness and Fred 
| out. “They’ll take sides. This is real | getting a write-in vote for Vice- | Davis a few steps away from 
audience participation.” | President. There were jokes. You | Walter Cronkite, who will be com- 
: |cannot get that sort of attention | menting on the conventions for 
|m The succes$ of Westinghouse’s|and word-of-mouth advertising, CBS. 
|past sponsorship of the political) when you’re doing just what | The “live” angle will require 
| campaigns weighed heavily in the | everybody else does,” according to | | Westinghouse to cart a great deal 
company’s decision to return to|Mr. Bolin (Westinghouse has re-|of equipment to Los Angeles and 
convention coverage in 1960, Mr.| vealed the cost-per-1,000 in °’56/|then to Chicago. This will include 
Bolin said. And three considera- | was $2.52 [AA, May 2]). |30 models—such as a model of 
tions were the foundation behind | Grand Central City, New York’s 
the decision to buy the package! 3. Good citizenship. “At West- |inew office building (with West- 
wes |inghouse elevators), atomic sub- 
|marines, the atomic carrier Enter- 
|prise, an ultrasonic dishwasher, 
etc.—and: 100 other smaller props. 
|Eighteen people will go to both 
conventions for the commercials— 
five from Westinghouse and the 
remainder from the three agen-| 
cies: Grey; Ketchum MacLeod & 
Grove and McCann. 
There will be 30-minute preview 
shows of both conventions which 
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|from the presidents of local elec- 
| tric utilities in from 100 to 200 
| areas. These messages, to be cut 
jinto the preview by stations, will 
have been arranged with the co- 
operation of the Edison Electric 
| Institute. 
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‘TV HAS GOOD EFFECT 
| : ‘ON POLITICS, PROFS SAY 


; PITTSBURGH, June 21—Teachers 
@ Important basic facts revealed in |of political science are generally in 
new McCann-Erickson Study. READY SOON! 


| agreement that television coverage 


by political conventions and elec- 
tion activities has a beneficial ef- 
| fect on politics in the U.S. 


|MacLeod & Grove, which conduct- 
ied a study for Westinghouse Elec- 
tric Corp., sponsor of the political 
poet package on CBS this year. 
| The teachers—heads of univer- 
| sity political science departments— 
|said, however, that there is room 
|for improvement in many areas. 

| “In the main, these areas are es- 
|sentially related to matters of full- 
jer explanation, and deeper pene- 
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Attract Westinghouse to Politics Show 222'2:.2e03 ae eee 


again Westinghouse will stick to) 


will feature 90-second messages | 


| This was reported by Ketchum, 


Advertising Age, June 27, 1960 


‘News Context Better 
tor Candidate Than 


. There is deep gratifica- | 


Paid Time: Mickelson 


New York, June 21—A recom- 
mendation that political candidates 
use less paid advertising on tele- 
vision and make greater use of 
free news coverage has come from 
Sig Mickelson, president of CBS 
News. 

In paid time, he said, the voter 
sees the candidate as a performer. 
“IT have a strong feeling that the 
voter pays greater attention to 
what he sees of the candidate in 
the more natural environment” of 
a news broadcast, he added. 

Mr. Mickelson’s remarks are 
contained in a chapter he wrote 
‘ed the book “Politics U.S.A.,” a 
collection of works by authorities 
on various aspects of politics, edit- 
jed by James M. Cannon, national 
jaffairs editor of Newsweek. 
| He also noted that since tele- 
vision is available to and used by 
both parties, “I feel tv has done 
little to change the actual course 
|of elections. By and large, people 
|seem to be voting just about the 
/way they did in the pre-television 
lera.’ 


® Speaking of the value of news 
| programs in paid time, Mr. Mickel- 
son noted that paid political pro- 
| grams usually pre-empt entertain- 
}ment programs, running the risk 
of creating an unfavorable attitude 
on the part of the viewers. 
| “Lest I seem to be depriving ad- 
'vertising agencies of their 15% on’ 
| political business, and networks 
and stations of any revenue which 
|they might derive from politicals, 
let me say that I am not advocat- 
‘ing the abolition of the paid politi- 
cal speech,” he added. “These per- 
formances frequently are an 
essential part of the campaign. 
“What I am suggesting is that 
the candidate and his managers 
recognize the importance of tele- 
vision’s news coverage, including 
‘hard’ news, news documentaries 
and news interviews.” + 


tration beyond the superficial that 
is, of course, generally more acces- 
sible to tv camera and commenta- 
tor,” said C. Dorsey Forrest, direc- 
tor of the research department at 
Ketchum, MacLeod. 

Other highlights of the report: 


e “While most professors indicated 
|that voters are more critical of 
| candidates than before tv, they are 
jalso pretty well agreed that the 
icriticism centers upon appearance 
and performance, rather than upon 
issues.” 


|e “Professional direction of candi- 
dates is generally regarded as of 
/minor importance so long as it con- 
fines itself to the performance, and 
| mat to policy or ideas.” 


e “Most of the professors feel that 
the major conduct and strategy 
changes in campaigns are, respec- 
tively: More effort to present a 
| good impression, and more concen- 
[tration on mass speeches (on tv) 
}in place of ‘whistle stop’ personal 
|campaigning. Cost of television is 
recognized as the cause of the lat- 
ter.” ’ 


e “Whether student respect for 
our democratic processes has been 
increased seems to be a question to 
which answers were more evenly 
divided than most. If anything, 
there is a bit heavier weight on the 
side of decreasing student respect.” 


Rose-Martin Adds Restaurants 

The Longchamps and Luchow’s 
restaurant chain has appointed 
Rose-Martin, New York, to handie 
its advertising. Rose-Martin had 
the Longchamps account from 
1920-1947. The most recent agency 
is Guth, Francis & Richards, which 
last week announced its resigna- 
tion. The account reportedly bills 
about $100,000. 
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PHOTO BY LIFE STAFF PHOTOGRAPHER NINA LEEN. 


“To me, LIFE is the mood of a week—enchantment 
mixed with excitement.” Only LIFE is so many things 
to so many people. Something special to each one. 


Nina Leen, long time LIFE staffer, has 45 cov- 
ers to her credit. She chose this one picture 
to sum up what she feels is LIFE’s greatest 
ability: ‘‘to reflect the mood of the week.” 
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